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ABSTRACT 
A basic element in advertising strategy is the choice of an appeal. In business-to-business 
(B2B) marketing communication, a long-standing approach relies on literal and factual, 
benefit-laden messages. Given the highly complex, costly and involved processes of 
business purchases, such approaches are certainly understandable. This project challenges 
the traditional B2B approach and asks if an alternative approach—using symbolic 
messages that operate at a more intrinsic or emotional level—is effective in the B2B 
arena. As an alternative to literal (factual) messages, there is an emerging body of 
literature that asserts stronger, more enduring results can be achieved through symbolic 
messages (imagery or text) in an advertisement. The present study contributes to this 
stream of research. 

From a theoretical standpoint, the study explores differences in literal-symbolic message 
content in B2B advertisements. There has been much discussion—mainly in the 
consumer literature—on the ability of symbolic messages to motivate a prospect to 
process advertising information by necessitating more elaborate processing and 
comprehension. Business buyers are regarded as less receptive to indirect or implicit 
appeals because their purchase decisions are based on direct evidence of product 
superiority. It is argued here, that these same buyers may be equally influenced by 
advertising that stimulates internally-directed motivation, feelings and cognitions about 
the brand. Thus far, studies on the effect of literalism and symbolism are fragmented, and 
few focus on the B2B market. While there have been many studies about the effects of 
symbolism no adequate scale exists to measure the continuum of literalism-symbolism. 
Therefore, a first task for this study was to develop such a scale. Following scale 
development, content analysis of 748 B2B print advertisements was undertaken to 
investigate whether differences in literalism-symbolism led to higher advertising 
performance. Variations of time and industry were also measured.  

From a practical perspective, the results challenge the prevailing B2B practice of relying 
on literal messages. While definitive support was not established for the use of symbolic 
message content, literal messages also failed to predict advertising performance. If the 
‘fact, benefit laden’ assumption within B2B advertising cannot be supported, then other 
approaches used in the business-to-consumer (B2C) sector, such as symbolic messages 
may be also appropriate in business markets. Further research will need to test the 
potential effects of such messages, thereby building a revised foundation that can help 
drive advances in B2B advertising. Finally, the study offers a contribution to the growing 
body of knowledge on symbolism in advertising. While the specific focus of the study 
relates to B2B advertising, the Literalism-Symbolism scale developed here provides a 
reliable measure to evaluate literal and symbolic message content in all print 
advertisements. The value of this scale to advance our understanding about message 
strategy may be significant in future consumer and business advertising research. 
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CHAPTER 1 
INTRODUCTION 

 

 

1.1. INTRODUCTION 

‘The more informative your advertising, the more persuasive it will be.’  

(David Ogilvy) 

‘You can say the right thing about a product and nobody will listen. You've got 

to say it in such a way that people will feel it in their gut. Because if they don't 

feel it, nothing will happen.’ 

(William Bernbach) 

 

Advertising is both an ancient practice and a tool of modern business practice. 

While advertising historians trace advertising’s earliest beginnings to ancient 

Thebes (Presbrey, 1929; Sampson, 1875), most scholarly and practitioner 

developments in the field can be traced to the rise of branding, and particularly 

the emergence of national markets (circa 1850) (Patti & Frazer, 1988). In this 

sense, advertising is a relatively new aspect of business. Advertising has become 

an integral part of marketing and contemporary business. This is evidenced from 

the amount of annual investment in advertising, its support of the media, and its 

impact on the socio-cultural environment of virtually every nation in the world. 

The business world and the general community are fascinated with advertising: 

the business world because the creative use of advertising has the potential to 

impact heavily on commercial success; the community because advertising is a 

window to popular culture. 

Despite the growth of advertising, there is surprisingly little theory on how and 

why it works. Much of what has been said and written about how advertising 
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works has emerged from personal experiences and deductive reasoning. From 

Claude Hopkins (My Life in Advertising, 1927) to David Ogilvy (Confessions of 

an Advertising Man, 1963) to the weekly, contemporary commentaries in the 

Advertising Age and other professional publications, what we know about how 

advertising works is largely speculation and experience based. Furthermore, 

there is little consensus among these various experiences.  

As reflected in the above quotes from revered advertising figures, differing 

perspectives are held on what drives successful advertising. Some advocate the 

dissemination of information as being of primary importance, particularly in a 

business-to-business (B2B) environment. Others suggest the need to resonate 

with an audience on a deep, emotional level. The debate about head versus heart 

has persisted for many decades and remains a contemporary issue for advertising 

research (Belch, Belch, Kerr, & Powell, 2009; Leonidou & Leonidou, 2009; 

Sweeney & Webb, 2007). Much of this dialogue has concentrated on consumer 

markets; however, the question is equally relevant in a business context. 

 

1.2. PURPOSE OF THE STUDY 

This project challenges a fundamental and enduring marketing communication 

approach in the B2B context: the reliance on literal, rational appeals in 

advertising. Admittedly, the logic behind rational message strategy in B2B 

advertising has high face validity, but the case for an alternative approach is 

equally sound. For some time, it has been recognised that advertising strategy 

has been neglected in the B2B literature with further research needed to 

investigate the varying impact of different message appeals (Cutler & Javalgi, 

1994; Gilliland & Johnston, 1997; Morrill, 1970; Turley & Kelley, 1997).  

As an alternative to literal (factual) messages, there is an emerging body of 

literature that asserts stronger, more enduring associations can be achieved 

through symbolic messages (imagery or text) in an advertisement. The present 

study contributes to this stream of research. 
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1.2.1. Significant Theory Gap  

This project extends on previous ‘message’ research in B2C advertising. 

Symbolism, such as metaphors, abstract images and figurative language, are 

commonly used in consumer advertising. Involvement with a message has been 

long recognised as pivotal in the way consumers process advertising and are 

persuaded (Krugman, 1966; Laczniak, Muehling, & Grossbart, 1989; Muehling 

& Laczniak, 1988; Muehling, Laczniak, & Stoltman, 1991). Thus, advertising 

messages frequently use indirect methods to capture and/or hold the audience’s 

attention.  

Emergent Research in B2C Advertising. Symbolism in its various forms 

(metaphors, rhetorical figures, etc.) has captured the attention of advertising 

researchers. Symbolic messages possess the capability to motivate a prospect to 

process advertising information by necessitating more elaborate processing and 

comprehension in the interpretation of implicit elements in advertisements (Ang 

& Lim, 2006; Huhmann, Mothersbaugh, & Franke, 2002; Lakoff, 1986; Leigh, 

1994; McQuarrie & Mick, 1999, 2003b; McQuarrie & Phillips, 2005; Morgan & 

Reichert, 1999; Phillips & McQuarrie, 2002; Scott, 1994; Toncar & Munch, 

2001, among others). As a result, engagement in the message is purported to 

occur during information processing, which in turn is instrumental in the 

creation of a deep-rooted connection to the brand. In fact, McQuarrie and Mick 

suggested that heightened elaboration (both discursive and imagistic) is 

presumed to create ‘multiple cognitive pathways’ in processing the originating 

message, increasing the probability of recall (2003b, p. 579). Benefits can 

manifest in consequent purchase-related behaviour, such as information search, 

purchase intention and purchase, providing powerful support of the use of these 

message types.  

Because of the lack of research on B2B advertising, there is no evidence to 

indicate how receptive business buyers were/are to symbolic messages. What is 

certain is that the idea of the value of deep processing (via abstract/symbolic 

messages) has been catching on in the B2C arena. Not only have these 

approaches been used for a long time, but its application and sophistication are 

also mounting. Thus far, studies on the effect of symbolic versus literal 
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messages in advertisements are fragmented, and few focus specifically in the 

B2B context. In this sense, the present study is contextual, borrowing from the 

B2C advertising message concepts and exploring theory and practice in the B2B 

domain.  

Limitations in B2B Advertising Message Research. One business-to-business 

marketing communications effects model (see Figure 1-1), proposed by 

Gilliland and Johnston (1997), provided a conceptual exemplar of various 

attitude-based information processing models found in the consumer literature. 

The authors integrated concepts of personal and situational relevance, 

opportunity and ability to process information, plus involvement (buy task) as 

antecedents to routes of processing (peripheral and central), leading to cognitive 

or emotional responses toward marketing communications.  

FIGURE 1-1: THE BUSINESS-TO-BUSINESS MARKETING 
COMMUNICATIONS EFFECTS MODEL  

 
Source: Gilliland, D.I., and Johnston, W.J. (1997) in ‘Toward a model of business-to-

business marketing communications effects’, Industrial Marketing Management, 
26, 1, p. 22. 

 

While the Gilliland and Johnston model proposed preliminary developments into 

advancing the field of B2B advertising, recognising that advertising effects in 

the business environment are both affectual and cognitive, no studies went on to 

test the hypothesised propositions. Nor does the model specifically consider the 

role of symbolic or literal appeals as strategic or executional considerations.  
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For these reasons, existing theory in the B2B message literature does not 

adequately recognise the extent or potential role of symbolism—considered to 

drive deeper information processing, affect, and/or emotional associations—in 

business buying behaviour. The goal of this study is, therefore, to explore the 

function of literal and symbolic message content and what effect these execution 

approaches have on B2B advertising performance. 

 

1.3. CONCEPTUAL FRAMEWORK 

One of the basic elements in advertising strategy is the choice of an appeal. 

Creating effective advertising begins with the development of plausible 

messages appeals that are persuasive. Often these appeals communicate a point 

of differentiation. Generally there are two differentiation options: 1) physical 

differentiation—distinguishing a product or service on the basis of physical 

attributes, or 2) psychological differentiation—presenting an emotional 

argument or appeal. 

In B2B advertising, the selection of an advertising message strategy is less likely 

to incorporate psychological differentiation, such as brand image or affect 

alternatives. The prevailing practice in B2B advertising is grounded in 

rationality with a focus on literal and factual, functional, benefit-laden messages. 

A stream of literature defends this approach within the B2B buying decision 

process (Brown & Brucker, 1976; Cooke, 1986; Cutler & Javalgi, 1994; Lilien, 

1987; Sawyer, 1978; Sheth, 1973). In the business-to-consumer (B2C) sector, 

marketers use a much larger range of message appeals, including those based on 

a more intrinsic (indirectly implied) level such as symbolism or emotion.  

However, it is unclear if strategies with a rational orientation may result in 

higher advertising performance outcomes in business buying situations or 

whether a wider range of strategies, as used in B2C communication efforts, will 

have equal (or greater) effect. The present study addresses these questions. 
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1.3.1. The Rise of Emotional Appeals 

The interest in using emotion in advertising is long standing. The earliest of 

advertising campaigns for personal care items and elixirs all contained emotional 

appeals (Patti & Frazer, 1988; The Copy Workshop, 2001). Recently, the 

concept of emotional appeals in advertising has resurfaced, particularly in terms 

of how the brain works, with a lively debate about the appropriateness of non-

factual approaches in the B2B context (McKee, 2007; Sweeney & Webb, 2007; 

Wind, 2006). Studies confirm the effectiveness of emotion in building strong 

brands; however these efforts are typically rooted within the B2C context 

(Turley & Kelley, 1997). Message strategy has significant merit in the 

development of a strong brand, yet the value of deep, emotive brand associations 

in the B2B sector remains undetermined (Michell, King, & Reast, 2001). In 

keeping with dominant, traditional beliefs, symbolic and non-factual appeals in 

business advertising are noticeably absent. A need for further investigation is 

exposed, as the effectiveness of symbolic messages seen in B2C markets may 

replicate in advertising efforts to promote B2B products, brands and services.  

By their very nature, some products seem ill-suited to messages that engender 

feelings on a deeper, more emotional level. For example, many B2B products 

are inputs used in the manufacturing process (e.g. industrial filters or abrasives) 

or as component parts of the final product (e.g. fasteners or bearings) (Mudambi, 

Doyle, & Wong, 1997). Given the purely functional nature of such products, it is 

understandable that advertising designed to cultivate a strong emotional 

attachment to a brand may seem inappropriate. Nevertheless, these types of 

affective connections are what provide commodities a point of differentiation. 

Strong brand associations, such as those widely accredited of ‘Mac’ users, or 

imaginative ‘ingredient branding’ effort and co-operative advertising initiatives, 

such as ‘Intel Inside’ (Schultz & Schultz, 2000), suggest that the role of affect 

and higher involvement with B2B advertising can be powerful forms of 

persuasion. 

Non-Literal Approaches in B2B Advertising. The notion of using emotion and 

intangible elements in B2B advertising surfaced during the 1980s. Holbrook and 

Lehman (1980) were among the first to question heavily literal-rational 
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approaches in this sector. Later, Shaw, Giglierano, and Kallis (1989) found 

buyers in a complex, technical market can value intangible attributes more 

highly than functional product features. Five years on, Bellizzi, Minas and 

Norwell (1994) found intangible copy to be more effective in B2B print 

advertisements.  

This early work signalled limitations in the highly technical, factual informative 

approach. In keeping with convention that practice follows theory, the idea of 

emotion affecting buying behaviour prompted some attempts to use non-rational 

appeals in B2B advertising. Nevertheless, any glance through a B2B trade 

magazine will show that selling themes in this sector have remained largely 

rational and nondescript, using very literal message content. 

Researchers who have studied the effects of alternative advertising appeals have 

used various terms to describe the two forms of messages addressed in this 

project. For example, terms such as ‘intangible’, ‘emotional’, and ‘non-factual’ 

have all been used to describe what is called ‘symbolic’ in this research. While 

there might well be technical differences among these terms, the definition of 

symbolism that is used in this study is: 

figurative forms of communication, such as metaphors or tropes (figures 

of speech) that deviate from a person’s expectations through the use of 

nonliteral words or images (MacCormack, 1985). 

Similarly, a variety of terms have been used to describe ‘factual’, ‘technical’, 

and ‘rational’ appeals.  These are all similar to the term, ‘literal,’ used in this 

study. The definition of literal is: 

explicit or logical forms of communication where logical inferences can 

be derived directly from the message (Toncar & Munch, 2001). 

In response, the present study investigates the extent that symbolic messages can 

provide an effective way to increase processing of information in B2B 

advertisements, leading to enhanced advertising performance. 
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1.3.2. Information Processing and Buying Behaviour 

A growing body of literature into symbolic messages shows that individuals with 

high cognitive processing tendencies show deeper levels of comprehension, 

persuasion and recall when required to interpret symbolic advertising messages 

(Ang & Lim, 2006; Brennan & Bahn, 2006; Phillips, 1997; Toncar & Munch, 

2001). The idea of an individual’s tendency to process information differently 

was first suggested by Cohen and his colleagues (Cohen, 1957, Cohen, Stotland, 

& Wolfe, 1955, in Cacioppo & Petty, 1982). Individuals can be described as 

‘cognitive misers’ possessing low motivation to engage in effortful cognitive 

activity, whereas others possess high intrinsic motivation (described as need for 

cognition) to exercise their mental faculties to process information and have a 

more positive attitude toward stimuli or tasks that require reasoning or problem 

solving (Cacioppo, Petty, Feinstein, & Jarvis, 1996, p. 198). B2B buyers 

(engineers, technicians, etc.) are considered to have high cognitive/information 

processing tendencies due to their advanced level of education and familiarity 

with highly technical information (Bellizzi & Hite, 1986). On the other hand, 

business buyers are also regarded as less receptive to indirect or implicit appeals 

because their purchase decisions are based on direct evidence of product 

superiority.  

It is argued here, however, that this same person makes personal purchases and 

advertising that stimulates internally-directed motivation to processing different 

cues can influence both feeling from the advertisement and cognitions about the 

brand (Gilliland & Johnston, 1997). B2B buyers may be subject to influences at 

an emotional, unconscious level; influences that he or she may be unaware of, 

yet are powerful drivers of how information is acknowledged, processed, 

retained and used as part of a business purchasing decision. In this way, the 

present study challenges the notion that only individual consumers will be 

subject to deep-seated and multifaceted influences created through symbolic 

messages, proposing that psychological forces used in advertising can be equally 

persuasive in a business context. 
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1.4. JUSTIFICATION FOR THE RESEARCH 

Investment in Advertising. Each year, organisations throughout the world 

spend billions of dollars on marketing communication. Global advertising 

expenditure totalled US$563bn in 2007 with an expected drop to $415bn for 

2009, as a consequence of the world economic crisis (Grande & James, 2008; 

Thomson Reuters, 2010). Within the huge worldwide investment on advertising, 

print media (especially newspapers and magazines) remains the second largest 

category of global adspend, growing 3.5% in 2007 with investment of some 

$191bn (34%) in expenditure (Grande & James, 2008).  

While marketers invested most of these funds within the B2C sector, a 

significant amount is invested in the B2B sector—a sector that has an economic 

value equal to that of consumer markets (Oliva, 2005). In terms of B2B 

advertising, print remains the most important media channel. In the U.K., 

advertising in the business press represents a faster growth than all other media 

sources, with an estimated expenditure of £9.8 billion on B2B marketing 

communications during 2005 (Brookes & Chesher, 2007). In 2008, B2B 

advertisers in the US cut spending in nearly all media categories, down 12.5% 

on 2007, but still invested $9.95 billion during the recessive economic 

environment—of which $2.3 billion was spent in business publications 

(Maddox, 2009). These figures signify that this sector is serious business. 

Significant Marketing Issue and Challenges to Traditional Approaches. 

Understanding how to influence perceptions and attitudes of buyers, and in turn 

purchase intentions and behaviour, has intrigued researchers and practitioners 

for decades. The mix of marketing communication tools is much different in the 

B2B sector, whereby marketing communication—and particularly personal 

selling—is a key driver in the stimulation of B2B brand demand (De Bonis & 

Peterson, 1997; Glover, Hartley, & Patti, 1989; Patti & Frazer, 1988; Smith, 

1993). To a far greater extent than found in consumer markets, advertising in the 

business press is viewed as the most effective medium for the purpose of 

creating awareness and generating sales leads (Smith, 1993).  
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A 1958 advertisement (see Figure 1-2) has become an icon in B2B marketing 

thought: products, services and ideas are marketed through a learning hierarchy 

approach (Dwyer & Tanner, 1998; Freeman, 1962; Hart, 1998; Manville, 1978). 

It also symbolises the serious, rational undertone that has endured in business 

advertising: advertising should be ‘simple uncluttered, factual, informative and 

void of generalities and unsubstantiated claims’ (Bellizzi & Lehrer, 1983, p. 23). 

FIGURE 1-2: MCGRAW-HILL B2B ADVERTISEMENT:  
MAN IN CHAIR 

 

Following the dominant assumption of rational ‘thinking’ processes used in 

Organisation Buying Behaviour (OBB), B2B marketers invest in advertising and 

other forms of marketing communication to add value to their brands by 

communicating direct facts about product features, quality, price, reliability, 
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profitability, efficiency, and so on. This approach is the driving force behind the 

introduction of products, the creation of brands and their value, and endured as 

the organising framework of how B2B marketers utilise marketing communication. 

While extensive literature exists on message component in the communication 

model, recent studies suggest that the principles that underscore these concepts 

may very well be flawed (Carbone, 2003; Schultz & Schultz, 2004; Vakratsas & 

Ambler, 1999; Zaltman, 2003). Appeals such as symbolism and emotion have 

largely escaped attention in the B2B context and therefore research that 

contributes to understanding effective advertising strategy in B2B is appropriate. 

Increased knowledge about this promises to improve the effectiveness and 

efficiency of the nearly $10 billion invested annually in business publications in 

the U.S. alone (Maddox, 2009). The present study addresses this under-

researched issue by investigating whether symbolic B2B advertisements affect 

advertising performance more positively than literal message content. 

 

1.5. OVERVIEW OF THE RESEARCH PROJECT 

1.5.1 Program Objectives and Purpose 

The present study challenges long-standing assumptions about how B2B buyers 

think about and respond to literal and symbolic messages. The long-standing 

assumptions about the dominance of rational thinking within B2B buying and 

the complementary and traditional practice of reliance on literal messages in 

B2B advertising are being challenged and explored in this study. The rationale 

for this challenge is that alternative explanations of B2B buyer behaviour 

(discussed for over 20 years) might indicate that higher levels of message 

processing are grounded in symbolism. If this is true, then message strategy is 

further advanced and B2B marketing communication practice will become more 

efficient and effective. Consumer markets clearly demonstrate the benefit of 

building strong association with brands through the cultivation of deep 

emotional connections through the use of symbolism. While the use of symbolic 

messages has largely been considered the domain of B2C marketing efforts, 
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opportunities exist to explore the differences of literal versus symbolic messages 

in the B2B context. 

A further challenge lay in the measurement of message content. The literature 

review revealed that in spite of extensive scholarly interest in advancing 

knowledge on the creation of effective advertising, no adequate scale exists to 

measure levels of literal-symbolic message content. This gap needed to be 

addressed before an evaluation of the effects of literalism and symbolism on 

advertising performance was possible. Thus, two studies were required to 

address the research problem for this project, which is: 

A lack of understanding exists about the role of literalism and symbolism 

in B2B advertising. 

Given this background, objectives for this research project were to: 

1) develop a measurement scale to operationalise the construct 

‘literalism-symbolism’;  

2) investigate the effect of literal and symbolic message content on 

advertising performance in B2B print advertising; 

3) examine relationships over time to generate a historical 

perspective of changing trends in literal and symbolic message 

content and corresponding levels of advertising performance; and 

4) examine relationships across industry classifications to identify 

trends in literal and symbolic message content in different 

industries and corresponding levels of advertising performance. 

 

1.5.2 Overview of Research Design  

The key concepts investigated in the present study are illustrated in Figure 1-3. 

This model shows how scale development (Study 1) operationalises message 

content (i.e. literalism-symbolism). Study 2 investigates differential effects of 

message type across covariates of industry classification, time and mechanical 

variables on B2B advertising performance. 
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FIGURE 1-3: INFLUENCING MESSAGE FACTORS THAT IMPACT  
ON THE PERFORMANCE OF ADVERTISING 

 

Study 1: Scale Development. Because no known empirically-tested scale exists 

in the literature that measures literal-symbolic content in advertisements, the first 

stage in this project required development of such a scale. Scale development 

adhered to the eight-step process, as set out by DeVellis (2003) using 

exploratory research to identify the factor structure and determine highest 

loading items, followed by confirmatory factor analyses as a means of items 

reduction and scale optimisation. The process, outlined in detail in Chapter 3, 

culminated in a one-factor model using a 5-item semantic differential scale to 

operationalise the uni-dimensional latent construct: literalism-symbolism.  

Study 2: Content Analysis. Quantitative content analysis was conducted on 748 

B2B print advertisements drawn from a sample of three B2B trade press 

magazines. From a historical perspective, content analysis has been used 

extensively to analyse communication and mass media. Content analysis is also 

particularly useful as an unobtrusive measure where direct questioning or other 

forms of observation may alter or bias responses from subjects (Webb & 

Roberts, 1969 in Kassarjian, 1977; Webb, Campbell, Schwartz, & Sechrest, 

1966). In sum, this method allows the systematic study of the nature of the 

content of communication, and thus it is an appropriate method to assess the 

impact of literal-symbolic message content on advertising performance. 



15 CHAPTER 1: INTRODUCTION 
 

The impact of literalism-symbolism was evaluated against readership as a 

measure of advertising performance. The potential spurious effect of mechanical 

advertising elements (headline size and position, copy length, use of visuals, 

visual size and type) were controlled. A cross-section of advertisements was 

represented by industry (foodservice, aviation and architecture) and time (1990 

through 1997). Customarily, trade press has been the dominant form of B2B 

advertising, therefore strong logic exists to use this medium. Also, the use of a 

time-tested medium allows the new scale to be grounded in a known and 

understood environment. For these reasons, the print medium presented the most 

appropriate medium for examination.  

Syndicated Starch1 readership provided an appropriate dependent variable. 

Starch ad readership studies are long recognised as ‘the most trusted source of 

market intelligence on print advertising effectiveness’ (GfK Custom Research 

North America, 2010) and used extensively as an evaluative tool in industry 

since the 1930s (Starch, 1961, 1966). As such, this methodology remains in 

force today, attesting to the relevance of utilising the performance outcomes 

tested (up to two decades later). Likewise, Starch readership studies have been 

widely accepted in the scholarly literature. Using readership measures as a proxy 

for depth of processing, academic research has investigated various content and 

style related elements of advertisements, utilising Starch as a valid outcome 

measure of advertising performance (du Plessis, 1994; Finn, 1988; Holbrook & 

Lehmann, 1980; Rossiter, 1981; Zinkhan & Gelb, 1986, among others).  

The decision to use advertisements from 1990-1997 was governed by two key 

drivers. First, availability of the physical advertisements and corresponding 

Starch scores was limited due to a warehouse fire destroying much of GfK 

Starch’s archive data. GfK Starch provided all the magazines and scores 

available, which consisted of three different industries over a seven-year time 

period. This provided a total of 3231 advertisements, which were scanned from 
                                                 
1 Starch ad readership studies are based on personal interviews with readers of business and 

consumer magazines, newspapers and other professional publications, Starch scores measure 
the extent to which an ad attracts attention (‘noted’), creates associations with an advertised 
brand (‘associated’) and generates reader involvement (‘read some’ and ‘read most’). Starch 
Research and Starch Communications are a division of Mediamark Research & Intelligence 
(MRI), currently owned by the GfK Group AG, Nuremberg, Germany (GfK Custom Research 
North America, 2010). 



16 CHAPTER 1: INTRODUCTION 
 

the magazines, along with their performance scores. Secondly, the sample of 

interest was equally appropriate as it permitted comparison to earlier studies 

conducted during that timeframe, with no recent comparable studies found in the 

B2B literature. Therefore, while the age of the sample material is recognised as a 

limitation in this methodology, it does not detract from the exploratory purpose 

of this research design.  

 

1.6. ANTICIPATED BENEFITS 

Findings from the present study are expected to have theory and applied 

implications, compelling academics and practitioners alike to rethink traditional 

B2B marketing communication approaches and how they are used in this 

important, fast-growing sector.  

Contributions to Theory. From a theoretical perspective, the present study 

makes a contribution in two streams of advertising literature. Firstly, it extends 

scholarly literature on the message component of the communication model 

through the development of a scale to measure literal-symbolic message content. 

Value may extend beyond the parameters of this study. For example, the scale 

could be tested and modified for application by researchers in a B2C context. A 

regulatory body could potentially utilise such a scale (or some adaptation) in 

assessing suspected misrepresentation. Furthermore, advertising practitioners 

may also find such a scale useful in copytesting alternative executions. This 

signifies significant value of a scale development approach in facilitating this 

study, to industry, as well as B2B and B2C advertising research. The merit of 

this scale lies in its potential to enable further research to advance understanding 

and knowledge on the use of symbolism as a creative execution in advertising. 

The ability to measure this construct accurately is certain to give rise to further 

research in this field.  

Secondly, insights on the use of literal versus symbolic messages will contribute 

to the gap in literature on message strategy in B2B advertising. With the 

proliferation of advertising vying for attention in every conceivable form, it is 

not unusual for the average consumer to have scant interest in communication 
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efforts in the business sector. Notwithstanding the importance of this sector, 

advertising research largely concentrates on understanding and advancing 

knowledge on consumers. As in consumer markets, message strategy and 

execution can significantly enhance the effect of B2B advertising, making it 

more persuasive and memorable.  

Contributions to Practice. Firstly, this study contributes to literature that 

investigated the impact of mechanical variables on Starch readership as a 

performance measure. While strong comparisons to these earlier studies are 

difficult, due to differences in research design and methodologies, some 

informative insights are plausible. In this way, the research extends knowledge 

and understanding from an established perspective. 

From an operational perspective, the study challenges the age-old notion that 

non-personal communication, particularly, advertising, in B2B markets, should 

espouse the very serious, rational nature of OBB. Advertisements should be very 

literal and communicate factual information to facilitate the sales process. 

Conversely, indirect forms of persuasion, such as symbolism, are unsuitable in 

the highly complex, costly purchase processes, usually involving multiple 

players. If these assumptions cannot be substantiated, then other strategies and 

executional elements, such as branding and emotional responses, may be also 

appropriate in business markets. However, the suitability and success of 

symbolic (versus literal) approaches may also be contingent upon industry, time, 

market-place factors, or a range of confounding factors. Further research will 

need to test the potential effects of these aspects, thereby building the theoretical 

framework to help drive advances in B2B advertising.  

Summing Up. To conclude, an important advertising issue has been identified in 

the present study which explores an area of marketing communication that, 

despite huge monetary investments by marketers in the B2B domain, has 

received little scholarly attention. Considerable progress has been made to 

advance understanding about how and why people buy, improving advertising 

strategy and tactics in communicating with B2C audiences. In particular is the 

escalation of indirect forms of persuasion, typically by way of symbolic message 

content: profoundly powerful in their ability to relate to consumers on a deep 
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emotional or psychological level. Yet B2B advertising remains rooted in age-old 

approaches, grounded in the belief that B2B buying is a highly rational process, 

which motivate (perhaps even stimulate) factual information, rather than 

stimulants or influences driven by emotion. The need for research to advance 

B2B advertising is beyond doubt: the present study addresses that gap. 

 

1.7. ORGANISATION OF REMAINDER OF DISSERTATION 

To achieve the aims set out in this chapter, the literature was first reviewed to 

develop understanding about the context that underpins the research issue and to 

identify the theoretical frameworks within which the key concepts under 

investigation operate (Chapter 2). From these analyses, the research issue was 

formulated (Chapter 3), providing direction for construction of a scale to measure 

literalism and symbolism in advertisements (Chapter 4), and development of the 

research design (Chapter 5). Following statistical analysis of the content-analytic 

study (Chapter 6), implications of these findings are discussed, the major 

contributions from this study, limitations of the research and suggestions for 

future research (Chapter 7). This dissertation conveys this narrative and reports 

on the contributions to B2B marketing and advertising research. 
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CHAPTER 2  
LITERATURE REVIEW 

 

 

2.1. INTRODUCTION AND FRAMEWORK TO THE RESEARCH 

‘The use and application of the literature is at the heart of 

scholarship…it requires intellectual acumen and a deep appreciation 

and understanding of disciplinary traditions and new directions.’ 

(Holbrook, Bourke, Fairbairn & Lovat, 2007, p. 346) 

 

Over the past few decades researchers have paid increasing attention to the 

differences between B2B and B2C markets and marketing. While the 

characteristics of the B2C market—and how to market to this market—have 

been discussed and researched for over a hundred years, the history of the B2B 

market is much shorter. Nevertheless, we now know the key differences.  

These major differences are grouped into three key areas, as summarised in 

Table 2-1. Not all of these concepts will be addressed in this literature review 

because some of the differences are not directly relevant to this project.  

This study focuses on the role of advertising in the buying process and how 

communication differs in a business environment. Concepts that are relevant to 

this project will be discussed in the literature review to establish new insight and 

new direction, as suggested in the above quote by Holbrook, et al., in the 

noticeably under-researched area of B2B.  Further, the research questions for the 

present study flow directly from the dozens of previous studies that have looked 

at advertising message components and framed them in a B2B context. 
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TABLE 2-1: DIFFERENCES BETWEEN B2B AND B2C  
MARKETS AND MARKETING 

Area of Distinction B2B B2C 
Basis for buying 
decision 

• Based on budget, cost and profit 
considerations 

• Personal satisfaction, emotional 
gratification, impulse, want vs. 
need 

Characteristics of 
purchases 

• Relationship marketing 
• Fewer customers 
• Interpersonal relationships 
• Buying groups 
• Functional involvement 
• Emphasis present and future 

problem-solving capability 
• Distinct, observable decision-

making stages 
• Technical complexity, customised, 

high dollar-value of transactions 
• Longer sales cycle 
• Reciprocity 

• Transactional marketing 
• Large number of customers 
• Nonpersonal relational 
• Individual decision-making  
• Family involvement 
• Emphasis on advantages of a 

product, its usefulness and price 
• Unobservable, mental decision-

making stages 
• Low complexity, standardised 

products, lower monetary value  
• Short sales cycle 

Role of advertising in 
the buying process 

• Targeted communication 
• Create awareness followed by 

personal sales approach  
• Emphasis on personal 

communication 

• Aimed at aggregates of customers 
• Create awareness to drive sales, 

change attitude, brand building 
• Emphasis on mass 

communication 

Source: Adapted from ideas expressed in Business marketing: Connecting strategy, 
relationships, and learning, by Dwyer and Tanner (1998) and Industrial marketing: 
Analysis, planning and control, by Reeder, Brierty and Reeder (1991). 

 

Theoretical Framework. This project study lies between two theoretical 

domains in the marketing and communications literature: 1) contextual: 

processes that govern B2B marketing; and 2) disciplinary: processes that 

underpin communication. Three bodies of knowledge are relevant to this project 

and a three-themed framework was devised to guide this focus, as illustrated in 

Figure 2-1.  

Firstly, an understanding of the context is developed in Theme 1. Advertising in 

B2B markets falls within the domain of B2B marketing—commonly referred to 

as organisational buying behaviour (OBB). A brief overview of the background 

and processes involved in OBB is conducted, with a focus on the role of 

communication on purchase decisions. Attention is drawn to challenges of the 

traditional paradigms which expose new opportunities for future research.  
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Secondly, Theme 2 examined dominant theoretical concepts of advertising in the 

communication process and more specifically, the role of message within this 

framework.  

Thirdly, a summary of current and historical perspectives, long-standing 

concepts, and current research issues provides the foundation to understand 

marketing communications, and more specifically, advertising, within a B2B 

environment, which is covered in Theme 3.  

FIGURE 2-1:  THREE-THEMED FRAMEWORK FOR RESEARCH 

 
 

Marketing communications in the B2B sector utilise the advertising management 

and marketing communication management process models that have been 

developed and refined during the past thirty-five years. Within the context of the 

advertising management process, factors of specific interest for this study are: 

message strategy and tactics, print as media form as part of the media plan, and 

measuring advertising results, whereby advertising performance is assessed 

using Starch readership scores.  

Some concepts introduced initially are part of the body of literature that relates 

to the advertising process component, and then looks through a narrower lens in 

reviewing what is known about advertising in the B2B marketing 

communications literature. Figure 2-2 provides a snapshot of what is covered 

within the ensuing literature review.   
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FIGURE 2-2: SUMMARY OF KEY RESEARCH STREAMS 
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2.2. THEME 1: ORGANISATIONAL BUYING BEHAVIOUR 

Traditional schools-of-thought characterise the differences of 

business markets compared to consumer markets on a number 

of dimensions. These primarily relate to the nature and complexity of 

transactions, fewer customers, derived demand, greater emphasis on buyer-seller 

relationships over transactional volume, purchase decisions are often made in 

groups or buying centres, involve high dollar-value and frequently represent 

significant importance to the firm. 

In addition to identifying differences between the two market environments 

(B2B and B2C), researchers have moved to a more mature level of 

understanding the B2B environment. They have done this by studying the 

assumptions of the B2B environment (Brown & Brucker, Bellizzi, 1981; 1976; 

Nicosia & Wind, 1977) and by building models that explain buying behaviour 

and processes (Johnston & Lewin, 1996; Robinson, Faris, & Wind, 1967; Sheth, 

1973; Webster & Wind, 1972). The organisational buying process, referred to as 

Organisational Buying Behaviour (OBB), prescribes a number of fundamental 

differences in the ways B2B buyers make purchase decisions, and in turn, the 

way in which sellers (marketers) use marketing communications to try to 

influence prospective buyers.  

Research has advanced understanding on B2B decision-making processes 

(Kohli, 1989; Silk & Kalwani, 1982), responses to marketing stimuli 

(McQuiston, 1989; Morrill, 1970; Patti, 1977a; Patti, Hartley, & Kennedy, 

1991), and the development of marketing strategy to guide B2B marketing 

(Glover et al., 1989; Kalafatis, Tsogas, & Blankson, 2000; Manville, 1978; 

Morrill, 1970; Ozanne & Churchill, 1971). As such, it is necessary in the present 

study to précis idiosyncrasies of this specialised audience that govern perceived 

differences for B2B communication efforts. 

 

2.2.1. Key Characteristics of OBB 

Most of the research undertaken on OBB is underpinned by theories that help 

explain individual buyer actions within organisations. These theories attempt to 

THEME 1 THEME 2

THEME 3
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explain buyer motivation under various buying conditions (reward-measurement 

theory, behaviour choice theory, and role theory) and the combined effect of 

individual and organisational factors (buying determinants theory) (Dwyer & 

Tanner, 1998). In this way, understanding has been advanced on the corollary of 

factors that heavily influence the decision process and how buying behaviour is 

shaped by B2B marketing and marketing communication. In contrast to 

consumer audiences, the main motivation of business buyers is claimed to be 

based on budget, cost and profit considerations (Osmonbekov, Bello, & 

Gilliland, 2002; Webster & Wind, 1972).  

Much of this research has expanded on the earliest theorising on OBB by 

Robinson, Faris and Wind (1967), authors of Industrial Buying and Creative 

Marketing, together with Webster and Wind (1972) and Sheth (1973). The latter 

authors laid the early foundations on OBB in their classic articles ‘A general 

model for understanding organizational buying behavior’ and ‘A model of 

industrial buyer behavior’ (respectively), published in the Journal of Marketing.  

Figure 2-3 depicts the key concepts that guide relevant B2B buying processes 

for this project. In answering these questions, this review focuses on relevant 

aspects of the B2B buying process for advertising and marketing 

communications efforts, and more specifically the approaches used to deliver 

communication messages.   

FIGURE 2-3: OVERVIEW OF THE B2B BUYING PROCESS 

 
 
Table 2-2 provides a summary of the key theoretical principles in OBB that 

address two underlying factors: (1) who is involved in the B2B purchase 

situation, and (2) what influence do they have in the purchase decision.  
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TABLE 2-2: SUMMARY OF OBB THEORETICAL FOUNDATIONS 

Dimensions of OBB Key OBB Concepts Key Writers 
1. Who Buys Buying centre  

 
Sheth (1973); Johnston and Bonoma (1981); Shaw, 
Giglierano and Kallis (1989); Patton, Puto and King 
(1986); Wolter, Bacon, Duhan and Wilson (1989); 
Reeder, Brierty and Reeder (1991) 

Individuals versus groups 
 

Silk and Kalwani (1982); Lilien and Wong (1984); 
Naumann, Lincoln and McWilliams (1984); Patton, 
Puto and King (1986); Kohli (1989) 

Buyer-seller dyads  Dwyer, Schurr and Orr (1987); Iacobucci and 
Hopkins (1992); Johnston and Lewin (1996); 
Cannon and Perreault (1999); Benapudi and  
Leone (2002); Coviello, Brodie, Danaher and 
Johnston (2002); Ringberg and Gupta (2003) 

2. Types of Purchase 
Situations 

 

Buy-task models 
 

Robinson, Faris and Wind (1967); Parket (1972); 
Bellizzi and McVey (1983); Anderson, Chu and 
Weitz (1987) 

Situational attributes Bellizzi (1981); Segal (1989); McQuiston (1989); 
Bunn and Shaw-Ching Liu (1996) 

3. Buying Decision 
Process  

 

Stages of buying/decision 
process  
 

Cyert, Simon and Trout  (1956); Chakrabarti, 
Feinman and Fuentevilla (1982); Ozanne and 
Churchill (1971); Webster and Wind (1972); Nicosia 
and Wind (1977); Zaltman and Bonoma (1977); 
Moriarty and Spekman (1984) 

Multiple influencers  Naumann, Lincoln and McWilliams (1984); Kohli 
and Zaltman (1988); Van Bruggen, Lilien and 
Kacker (2002) 

4. Influences of Buyer 
and Buying Decision 
Process 

Influence and participation 
in buying centre 

Webster and Wind (1972); Sheth (1973); Bellizzi 
(1981); Thomas (1982); Kohli (1989); Barclay 
(1991); Venkatesh, Kohli and Zaltman (1995); 
Johnston and Lewin (1996); Dawes, Lee and 
Dowling (1998); Wind (2006) 

 

2.2.2. Challenges to OBB Dominant Paradigm: Implications for Present Study 

Distinctions within the dimensions of OBB demand different marketing 

strategies—including advertising message strategies—than those applied in 

consumer markets. For a long time, the buying centre was the fundamental 

concept in OBB, comprising groups within an organisation—also referred to as 

decision making units (DMUs), decision making groups or buying groups. 

Special attention is drawn to the condition whereby various people are involved 

in buying-decision processes, as opposed to individuals. The extent and 

responsibility of members participating in the buying process vary on many 

dimensions, including organisation, purchase-type, purchase-cost, importance or 

value (in terms of cost) of the purchase, among others (Sheth, 2006).  
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Already much is known about the influence of individuals in B2B buying 

processes, which can vary at different stages of the decision process (Brand, 

1972; McQuiston, 1989; Naumann et al., 1984), and the extent to which these 

individuals have power over the purchase decision (e.g. expert, coercive, 

referent, legitimate, information, reward) (Kohli, 1989; Patton et al., 1986). 

While somewhat obvious, the importance of understanding and contacting the 

right person in the buying centre at the right time—and not necessarily within 

the purchasing department—is emphasised. In other words, the role of 

advertising might go beyond creating awareness and lead generation, as typically 

intended in most B2B advertising.  

This research is of particular relevance to a seller’s communication strategy, 

including the development of advertising messages, which offers the highest 

potential to achieve the advertising objectives. How to write effective B2B 

advertising has been discussed in articles and books, advocating that messages 

conveyed in the communication must match the serious, complex and important 

undertone of the business buying process. As one might expect, the strategy of 

advertising messages in the B2B sector is also influenced by the nature of 

individual buyers as well as the buying process. The present study questions the 

strength of the link between advertising objectives and advertising messages 

present in B2B advertising. How well are these strategies aligned and how 

effectively do marketers connect with the buyers, as individuals, who see and 

read the advertising messages? 

This review focuses only on the relevant aspects of the B2B buying process that 

have implications for marketing communications and advertising efforts, 

particularly with respect to the language and imagery used to deliver 

communication messages. While many factors in the OBB literature may be 

directly and indirectly relevant to an investigation on the effect of message 

appeals in B2B advertising, the concepts summarised in Table 2-3 were 

considered most pertinent to the present study and the use of literalism and 

symbolism in message content. 
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TABLE 2-3: CHALLENGES TO DOMINANT PARADIGMS OF OBB 
AND RELEVANT ISSUES FOR PRESENT STUDY 

Summary of Knowledge on OBB Characteristics  Relevant Issue for Present Study 
Dimension 1: ‘Who Buys ‘ as a key distinction of 
OBB embraces the following major concepts: 
• Decision making is conducted by groups, not 

individuals, emphasises the influence of other 
members in the buying group. Thus, the power 
or influence of individuals is often under-
estimated in buying/decision processes.  

• The role, extent and responsibility of individuals 
vary on many dimensions, such as stages of the 
decision process, functional tasks or generic 
roles. This affects processes in relation to 
information gathering, analysis and decision 
making. For example, different types of 
information will be collected depending on the 
perceived risk of a purchase situation. 

• Dyadic relationships between buyers and 
sellers, often with some alliance or strategic 
partnership between the two organisations. Until 
recently, OBB dyadic relationship models 
typically underrate values, emotions and socio-
cultural factors in purchase situations. 

‘Who Buys’ is relevant to the use of literal-symbolic 
B2B message content for these reasons: 
• While business purchases are often directed by a 

group decision process; advertising is viewed 
(and processed) by individuals, not a DMU. 
Individuals within DMUs can be influenced in the 
same way as B2C markets, including unseen or 
indirect sources.  

• Different role priorities affect how advertising and 
communication is transmitted to an organisation 
to reach the right person at the right time, in the 
right way. Also, how individuals collect and 
respond to information sources (specifically 
advertising) and the perceived reliance on direct 
claims about product benefits or features, etc. 

• Implications for advertising relate to the use of 
purely rational-economic approaches that fail to 
reinforce psychological and social aspects of 
buyer-seller relationships. Communication that 
furthers strong brand associations–and is rarely 
driven by logic—may operate at a deep 
subconscious level and prove more effective in 
strengthening these brand relationships. 

Dimension 2: ‘Types of Purchase Situations’ as a 
key distinction of OBB embraces the following major 
concepts: 
• Different phases (steps) during decision 

processes and situational attributes vary based on 
the type of purchase situation. For example, ‘new 
buy’ purchases require increased information 
search and involve higher levels of risk than 
‘straight rebuy’ purchases.  

‘Types of Purchase Situations’ is relevant to the use 
of literal-symbolic B2B message content for these 
reasons: 
• Individuals may dominate purchase decisions in 

certain types of buying situations, such as 
‘straight rebuy’ or ‘modified rebuy’ purchases. 
Advertising may be more effective in building 
brand value to minimise perceptions of risk, 
versus informational content. 

 Dimension 3: ‘Buying Decision Process’ as a key 
distinction of OBB embraces the following major 
concepts: 
• Purchase decisions typically follow a series of 

linear steps from problem identification to 
selection of suppliers. Business buyers are 
reliant on different information sources at 
various stages of the purchase process. Non-
personal sources of information (e.g. trade 
advertising, sales literature) used mainly during 
search stage. 

• Search behaviour often conducted with minimal 
effort, rather than finding an optimal solution and 
differs among DMU members (e.g. managers, 
scientists, engineers). Advertising not always 
considered a preferred source for scientific and 
technical information. 

‘Buying Decision Processes’ is relevant to the use of 
literal-symbolic B2B message content for these 
reasons: 
• Implications in terms of how sellers reach buyers 

at various stages of the decision process, while 
the communication efforts need to align with the 
type of information sought at these times. The role 
of B2B advertising may go beyond typical 
objectives of creating awareness and lead 
generation. 

• Nonpersonal sources of information are used 
mostly during the ‘search for information’ phase; 
however, attracts low levels of attention. Thus, if 
advertising has low value as a source of 
information, then rational strategies (literal 
messages) may not be the most effective use of 
this communication mode.  
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Summary of Knowledge on OBB Characteristics  Relevant Issue for Present Study 
Dimension 4: ‘Influences of the Buyer and Buying 
Process’  as a key distinction of OBB embraces the 
following major concepts: 
• Four major forces of influence and participation 

in buying processes (environmental, 
organisational, group/inter-personal, and 
individual). These effect internal reactions to 
advertisements and externally-directed influence 
toward other members of a buying centre.  

‘Influences of the Buyer and Buying Process’ is 
relevant to the use of literal-symbolic B2B message 
content for these reasons: 
• Major forces of influence can impact on 

communication networks, along with a buyer’s 
ability and opportunity to process communication 
messages. Greater exposure to advertising by 
DMU members can increase recall and 
recognition, particularly where they are more 
receptive toward the message communicated. In 
other words, more symbolic advertisements may 
be more effective by stimulating increased 
involvement or engagement in the message. 

 

The Role of Advertising in B2B Markets. Table 2-3 draws attention to the 

greater complexity of B2B purchase decisions, which has largely changed the 

principal function of B2B advertising. In consumer markets, advertisers use a 

range of advertising and promotion strategies to stimulate awareness, change 

attitude, cultivate strong brand associations and brand value, as well as influence 

purchase intention and behaviour. In business markets, the role of advertising is 

much less ambitious. The main role of B2B advertising is to support the personal 

selling effort for salespeople, by building awareness, interest and dissemination 

of technical information through the provision of more impersonal sources of 

information (Bellizzi et al., 1994; Hanssens & Weitz, 1980; Patti, 1979). This 

approach has endured for many decades (McKee, 2007; Wind, 2006).  

The present study contends that such approaches may not provide the most 

effective way of connecting with buyers at various stages of the decision 

process. Ample empirical evidence exists to support claims that B2B decisions 

are not always the outcome of a systematic decision-making process made by a 

group (Sheth, 1973). Similarly, information-seeking behaviour does not always 

involve extensive searches of factual and technical information, but rather is 

almost always conducted with minimal effort rather than finding an optimum 

solution (Cyert et al., 1956). Conceivably, even more prevalent in today’s internet 

environment, as the role of traditional information sources may have diminished. 

Correspondingly, B2B buyers may not need sales people or advertising quite as 

much these days for information and potentially changing the role of advertising. 
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From a different perspective, Chakrabarti, Feinman and Fuentevilla (1982) found 

that not all individuals in a buying group (managers, scientists and engineers at 

various levels of the organisation) were concerned about evaluative, scientific, 

or problem-specific message content. While another study by Moriarty and 

Spekman (1984) revealed that nonpersonal commercial sources of information 

(e.g. sales literature, trade advertising, direct mail) can take a position of lesser 

importance in B2B search behaviour when compared to other information 

sources in the communication mix (i.e. personal selling).  

These studies point to distinct differences—acquisition and perceived 

importance—of technical or informational content of certain product types or 

categories and on situational, organisational, individual and decision phase 

variables. Moreover, this raises the question on the primary role of B2B 

advertising: do B2B buyers seek out factual product information from 

commercial advertising messages or do they consider more comprehensive, 

personal sources (such as sales representatives, trade shows) as a more reliable, 

trustworthy information source? In the current environment, where increasing 

levels of distrust toward advertising are widely acknowledged, it is very possible 

that literal creative executions that dominate B2B advertising will also be off-

target. Perhaps the role of advertising is evolving to one of providing a less 

rational informational function, opening the door for relatively more symbolic 

approaches. Thus, it is argued here that substantially rational approaches in B2B 

message strategy may not provide the best possible way to deliver 

communication messages in trade press advertisements.  

A further relevant argument was put forward by Heath, Brandt and Nairn (2006), 

who observed that favourability toward brands was linked to emotional content, 

but not factual content, and is strengthened where advertising is processed at 

lower levels of attention. While the study tested consumer responses to TV 

commercials, these findings raise some interesting implications for a B2B context. 

For example, if B2B buyers pay low attention to advertising, then message 

strategies may be more effective in building brand relationships versus heavily 

informational content.  
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In this way, advertisers can take advantage of lower levels of attention toward 

advertising; cultivating strong brand associations that circumvent the need for 

highly-involved search processes by business buyers. Jensen and Jepsen 

examined this concept on a small sample of B2B print advertisements, 

concluding that marketers should consider ‘far more focus on the brand rather 

than technical features of the products and use of imagery that creates positive 

associations than seems to be the case today’ (2007, p. 347). The outcomes from 

this project will contribute to advancing understanding about the role of 

symbolic message strategy to achieve these effects.  

The Influence of Advertising on B2B Buyers. The second key theme relevant 

to the present study that emerges from examination of OBB literature relates to 

the role of the individual, their influence in the purchase process and how 

advertising can influence their behaviour. Bellizzi, Minas and Norvell aptly 

pointed out that while it is true that business purchases are often directed by a 

group decision process, ‘committees don’t view ads, people do’ (1994, p. 157). 

As proposed in Figure 2-4, it is expected that advertising will impact buyers on 

an individual level and operate on the same cues as consumers.  

FIGURE 2-4: INFLUENCES OF ADVERTISING ON B2B BUYERS 

 
 

This premise suggests that B2B will draw on psychological cues and 

associations to align with familiar or strong brands, reducing perceived risk and 

influencing purchase decisions. It follows that individuals involved in B2B 

purchase decisions may be susceptible to the same influential forces as 

consumers. Therefore, if individuals respond to advertising on a personal level, 

then symbolic messages may be more effective. For example, B2C advertising 
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generates compelling emotional associations using symbolic message appeals—

the same effect may also be true for business buyers. Research that investigates 

these propositions is lacking and the present study addresses this gap. 

 

2.2.3. Summary of Relevant OBB Factors and Implications for Present Study 

This review of OBB (with a communications focus) indicates that differences 

between business and consumer markets exist in a pragmatic sense. 

Nevertheless, the literature reflects empirical support that intangible, 

psychological factors will also influence B2B buying decisions (Bellizzi et al., 

1994; Shaw et al., 1989). Johnston and Lewin’s (1996) summary of what has 

been learned about OBB from research over the past 25 years provides a strong 

rationale to corroborate this reasoning. The authors established that much of the 

variation in OBB is related to levels of risk associated with a given situation. 

Furthermore, these levels of risk, which are often related to purchase importance 

or outcome uncertainty, can affect a variety of business buying characteristics. 

Where risk is inherent on buying behaviour, then the level and nature of the 

perceived risk may determine the extent to which groups versus individuals 

make a buying decision, with a higher propensity for group decision making for 

more risky purchases (Patton et al., 1986). Others claim that B2B buyers engage 

in a greater information search when the buying situation engenders a high 

degree of risk and/or turbulence, such as conflict, lack of consensus, among 

others factors (Lehman & O'Shaugnessy, 1974, Wind, 1978, in Moriarty & 

Spekman, 1984, Bunn, Butaney, & Hoffman, 2001).  

However, as advertising is frequently afforded low levels of attention, then other 

elements in the communication mix, particularly personal selling, surface as 

being more effective in reducing perceptions of risk. The most powerful 

contribution of B2B advertising may not lie in communicating technical or 

factual product information—termed literal message content. That is, that 

propensity for buyers to be influenced by literal messages may be helpful only 

when identifying base performance criteria related to the purchase. 

Consequently, advertising that uses more ‘involving’ messages might play a 
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stronger role in differentiating commoditised B2B products, particularly when 

channelled at specific stages of the buying process.  

Consequently, B2B procurement practices may exhibit greater resemblance to 

consumer purchase behaviour, fuelling the belief that the lines between 

marketing of B2B and B2C contexts are becoming increasingly blurred (Wind, 

2006). What is certain is that markets, and players within those markets, are 

changing and evolving, as are communication channels and receptivity to 

communication messages. In this way, contrary to dominant practice, symbolic 

B2B messages, targeted to resonate with B2B buyers on a more individual level, 

may be just as effective as those containing detailed, technical copy and product 

photos. The present study addresses this question. 
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2.3. THEME 2: COMMUNICATION 

The primary goal of this research project is to explore 

dimensions of ‘message’ in B2B advertising. To do so, it is 

important to understand the theoretical foundations of the communication 

process. The communication literature is reviewed through the lens of key 

components that are relevant to the present study and to examine what is already 

known about literalism and symbolism in advertising. This section begins with a 

brief discussion of the theoretical foundations of the main social science 

discipline underlying this project: the communication process. From this 

foundation, the section looks at the major challenges to traditional paradigms of 

communication, including commentary on the differences between the dominant 

paradigm at the time of the advertising stimuli being examined in this project 

and the major, contemporary communication paradigms of today. Next, this 

section focuses on the most relevant component of the communication process—

message. Within message, this section discusses the role of message in 

communication, factors related to executing advertising messages, the 

persuasive effects and meaning of advertising messages, and advertising 

message modality factors. Reviewing this literature allows understanding and 

insight into the communication component of which literalism-symbolism is a 

part.  

Contemporary Ideas about Communication. In recent years, ideas about the 

process of communication have changed, particularly due to radical advances in 

communications technology and developments such as receiver-generated 

communication, dialogue between the advertiser and consumers and the 

importance of social networks. Among the new ideas are observations about the 

multiple dimensions of participants, channels and interactive processes (Stern, 

1994), consumer empowerment (Conger & Kanungo, 1988), and digital 

channels, interactivity and co-creation of content (Deighton & Kornfeld, 2009; 

Füller, Mühlbacher, Matzler, & Jawecki, 2009; Miles, 2007). These viewpoints 

and observations are among a growing wave of research that considers the 

implications of interactions between receiver and sender, and the effect on 

communication efforts in an environment where there has been a shift in power 

from marketers to consumers. Conversely, traditional communication models 

THEME 1 THEME 2

THEME 3
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depict a one-way direction (from source to receiver) and where communication 

between the advertiser and consumers is represented in response to the message, 

by way of the ‘feedback loop’.  

Traditional models fail to capture situations in which receivers initiate the 

communication (dialogue) or where communication starts with user-generated 

content or transacts between consumers and does not involve the marketer at all. 

However, these concepts had not evolved at the time when the advertising was 

created for the subject material evaluated in the present study. During this time, 

there was still little dialogue between the buyer and seller, mirroring 

conventional definitions of advertising as ‘any paid form of nonpersonal 

communication about an organisation, product, service or idea by an identified 

sponsor’ that view advertising as a form of mass communication (Belch et al., 

2009, p. 4). The theoretical foundations for this project are therefore grounded in 

traditional communication models that best explain advertising during this time.  

  

2.3.1. Theoretical Foundations of the Communication Process 

Traditional communication models identify the key elements in the flow of 

information to mass audiences and specify the variables that explain, or are 

hypothesised to explain, how communication works. Within these theoretical 

foundations, two distinct streams of literature that describe how information is 

disseminated into a mass audience, originating from two generic models: 

1) communication process models: depicting the key elements of 

communication and the process of information flow, and  

2) communication effects models: explaining the behavioural and non-

behavioural effects of mass communication. 

This section begins by examining the first concepts proposed by Shannon and 

Weaver (1949), Schramm (1954) and others of a one-way directional flow of 

communication from the receiver to sender. While providing a useful framework 

for testing theory, the Shannon and Weaver model fails to explore the various 

dimensions of the four main elements depicted in the communication process 

(source, message, channel, and receiver). This led to research that investigated 
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the steps in the communication hierarchy, which are conceptualised in the 

various ‘hierarchy of effects’ (HoE) and response models. Table 2-4 summarises 

key advertising concepts developed to explain the communication process and 

the subsequent effect of advertising. 

TABLE 2-4: SUMMARY OF KEY COMMUNICATION MODELS 

Communication Model Key Advertising Concepts Key Writers 
1. Communication 

process models 
Source-message-channel-
receiver model 

Shannon and Weaver (1949); Schramm 
(1954); Westley and MacLean (1957) 

Two-step flow of 
communication model 

Katz (1957) 

2. Communication 
effects models  

Hierarchy of effects 
 

St. Elmo Lewis (1898, 1900, in Barry, 1987); 
Strong (1925); Lavidge and Steiner (1961); 
Rogers (1961); McGuire (1978) 

Alternative response 
models 

Colley (1961); Krugman (1966); Aronson 
(1969); Ray (1973); Vaughn (1986)  

Budgeting and econometric 
outcomes (sales-oriented 
effects) 

Lynch (1987); Lynch and Hooley  (1989); 
Shipley and Howard (1993); Hague and 
Jackson (1994); Mudambi, Doyle and Wong 
(1997) 

Attitude change models Olson, Toy and Dover (1978); Petty and 
Cacioppo (1983); Petty, Cacioppo and 
Schumann (1983); Batra and Ray (1986); 
Ambler and Burne (1999) 

 

2.3.1.1.  Communication Process Models 

A functionalist framework has driven much media research, extending from 

principal roots of sociology, social psychology and an applied version of 

information science. In this way, basic elements of the functions of 

communication in society have shaped a linear, effects-oriented approach to 

human communication theory, expressed succinctly by Harold Lasswell (1948) 

‘Who Says What In Which Channel To Whom With What Effect?’(in McQuail, 

1994). Over the years, the perceived powers (effects) of communication have 

varied widely, ranging from early notions of public manipulation (Bruntz, 1938; 

Cantril, 1940; Lasswell, 1927; Lazerfeld & Stanton, 1941; Merton, 1946) to 

more moderate and realistic views of its impact on individual and group attitudes 

and behaviour (Bauer, 1964; Lazerfeld, Berelson, & Gaudet, 1944). Much of the 

variation in the perceived powers (effects) of communication is affected by the 

development of conceptual models of the process of communication.  
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The most widely used communication model to explain the flow of information 

to mass audiences is shown in Figure 2-5. This model is useful because it 

captures all of the major elements that more than seventy-five years of active 

research have produced. Based on the models proposed by Shannon and Weaver 

(1949), Katz (1957), and Westley and MacLean (1957), it illustrates the 

dissemination of information from a single entity (source) to a large, 

heterogeneous audience (receivers) through print or electronic media (Cooley, 

1909; Schramm, 1954; Shannon & Weaver, 1949). 

FIGURE 2-5:  COMMUNICATION PROCESS MODEL 

 
 

The basic communication process model applies to all forms of ‘traditional’ 

advertising as it brings into play all the elements of the advertising process, e.g. 

marketer or advertiser (sender), consumers (receiver), media (channel), plus 

extraneous factors, such as competing messages, that create unplanned distortion 

or interference in the communications process (noise). This model affects the 

receiver’s response to how a message is decoded and received, communicated 

back to the sender (feedback) and impact/performance (effectiveness). Each of 

these elements provides an understanding about the context in which messages 

were sent and received during the time period that the advertising materials 

studied in this research were created. 

Source/sender. The source (or sender) is the person or organisation that has 

information to share with another person or group of people. The receiver’s 
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perception of the source can influence how communication is received. Hence, 

the sender is very careful when selecting a communicator to deliver the message 

and the words, symbols, visuals and non-verbal elements used to convey an 

intended message. In a typical B2B situation, the communication process begins 

with the marketer (source) encoding a message to achieve one of four main 

objectives (ranked in order of purpose): 1) create awareness, 2) create a 

favourable climate for salespeople, 3) generate leads for salespeople, and (used 

least to) 4) generate sales (Dwyer & Tanner, 1998).  

Message. The message must be developed into an appropriate form that will be 

transmittable on the channel of communication selected. The message itself 

generally contains some descriptive meaning that may be oral or written, visual 

or nonvisual, rational or emotional. Considerable advertising and marketing 

research has explored various elements of message strategy and executional 

elements, such as semiotics. Semiotics refers to the area of language that studies 

the nature of meaning and investigates words, gestures, symbols, signs, myths, 

products/services and how people may interpret them. Signs and symbols are 

used extensively in marketing communications, often using figurative, or 

nonliteral language, which are deemed to resonate or persuade at a deeper 

psychological level.  

Thus, the message component of the communication model operates at two 

levels: 1) strategic—dictates what overall message will be created and, 2) 

executional—the mode of procedure or tactics used to transmit the message. 

Important here is that the use of symbolism or indirect message appeals can 

occur at both levels. Thus, the review of message literature that examines literal-

symbolic message content is taken from the perspective of tactical elements of 

the message component as well as an overarching creative strategy for the 

advertisement.  

Channel. Channels are the method used to present, or deliver, the message. 

These may be personal (face-to-face or word-of-mouth) and nonpersonal (mass 

media). This project is concerned with nonpersonal communication, broadly 

categorised as: 1) print media, including magazines, newspapers, brochures, 

direct mail, out-of-home, among others, and 2) broadcast, primarily relating to 
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radio and television. The strengths and/or limitations of each medium are key 

factors in developing a media mix strategy2.  

The internet, characterised as a hybrid media, along with other forms of 

interactive media have emerged as powerful new communication channels. New 

media forms are among the few channels experiencing growth in terms of ad 

spend (Maddox, 2009) and social impact; however, strategies that have worked 

effectively in traditional media have not always transferred well to the internet. 

While the internet has become an important element of any organisation’s 

communication strategy, the relative newness of this medium presents other 

challenges for communication effects researchers (Media Rating Council, 2007).  

In other words, research activity currently contributes to developing what is 

established, or can be predicted, about advertising performance via the internet, 

and arguably presents an unstable environment to test a new measure of message 

type. Therefore, new media, such as the internet and other social network 

channels, were not suitable for this project. Similarly, the long-history of enquiry 

on print advertising provides a strong foundation for the introduction of new 

measurement tools, with the opportunity to make comparative evaluation to 

time-tested findings. 

Receiver. After message transmission, receivers (individuals or groups), decode 

the message and derive meaning. The inherent marketing communication 

challenge is that the receiver interprets the message as the sender intends it. The 

receiver’s field of experience, ability and motivation to interpret the message all 

have influence and is more likely to be effective when some shared 

understanding exists between both sender and receiver. After seeing, hearing or 

reading the message, the source can track the receiver’s response or reactions to 

the message. Feedback, which can take a variety of forms, is useful to marketers 

and advertisers as it closes the loop in the communications’ flow and the sender 

can monitor how the intended message is decoded and received. This challenge 

for better understanding of response or reactions to advertised messages 

                                                 
2 Note. For a complete analysis of the strengths and limitations of all media channels, see 

Advertising Media Planning, by Sissors and Baron (2010).  
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provides the basis for the present study: examining the effect of literal-symbolic 

message content in the arena of business communication. 

Noise/environment. Extraneous factors can distort or interfere with the 

successful transmission of the message. Noise can occur at any stage of the 

communication process: at the point of message encoding or decoding, the 

message may contain flaws or problems in the message channel, or clutter by the 

multitude of messages competing for the receiver’s attention. Ambiguity of 

symbolism in advertisements can certainly create noise and detract from the 

receivers’ ability to decode an intended message. 

However, consumer researchers have found an increased challenge in decoding 

messages to have a positive effect, rather hindering the message transmission 

(Brennan & Bahn, 2006; McQuarrie & Phillips, 2005; Phillips, 1997; Stern, 

1990; Toncar & Munch, 2001). The same reasoning is thought to apply in 

business markets. Hence, this study contributes to understanding whether 

symbolism in B2B advertising might simply create ‘noise’ in the communication 

process or, as seen in consumer markets, provide an effective mechanism to 

break through clutter and resonate more deeply with audiences. 

2.3.1.2. Communication Effects Models 

Table 2-4 introduced a number of the key authors who established the 

groundwork in understanding what is known about advertising and how it 

works. These concepts are important in the present study, as they have provided 

the necessary framework to explore the role of message as part of the 

communication process. The review of this literature links B2C research to what 

is known about B2B advertising, along with the suggestion that greater 

understanding is required for a largely under-researched area. 

The long history of formal study of advertising and marketing communication is 

grounded in hierarchy of effects (HoE) models, a term first used by Palda (1966) 

with reference to the work by Lavidge and Steiner on advertising effectiveness  

(Barry, 1987). Such models are typified by the idea that knowledge or value is 

accrued at each stage of the process—consumers move from passive awareness 

to information gathering, to trial and finally adoption, as shown in Figure 2-6. 
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Appendix 2.1 lists some of the more widely held approaches, as summarised by 

Charles Raymond (1976).  

FIGURE 2-6: RESPONSE HIERARCHY MODELS 

 
Source: Belch, G.E. and Belch, M.A. (2001). Advertising and Promotion: An 

Integrated Marketing Communications Perspective, 5th edition, McGraw 
Hill, New York, p. 148. 

 

Although hierarchy of effects models have been challenged over the years 

(Palda, 1966), and also by more recent scholars (Vakratsas & Ambler, 1999; 

Weilbacher, 2001; Zaltman, 2003), they have been the foundation for 

understanding the steps that message receivers pass through as they are exposed 

to, and react to, communication (Barry, 1987, provides an extensive summary). 

Hierarchy models underscore a large part of advertising research and practice. The 

significance of the effects models for this study is that the cognition—integral to 

all hierarchy models—is a function of both the ability and the motivation of 

buyers to engage in mental processing of advertising stimuli.  

The single dominating focus of the vast majority of these models, a belief held 

by most cognitive and social psychologists, has been that cognition precedes the 

attitudinal, or affect, stage (Barry, 1987). In other words, audiences must first 

process information from advertisers, attitudes are then developed and/or 

changed from that information processing stage, as an important, although not 

the only, pre-requisite for behaviour. This learning process dominates most 

communication efforts in the B2B sector. 
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Implied in the definition of communication is purposefulness—that is, message 

originators (Source) engage in communication with the intent to generate a 

behavioural or non-behavioural response. Models that describe the mental and 

physical effects of communication are among the most enduring of 

communication concepts. They are also among the most heavily researched, 

focusing on two broad classifications: 1) econometric studies of the affect of 

advertising intensity on purchase behaviour and 2) laboratory studies on the 

effects of creative appeals or ad cues on cognitions, affect or intentions (Chandy, 

Tellis, MacInnis, & Thaivanich, 2001). Tellis (2004) termed these two 

philosophical differences as: the modelling paradigm and the behavioural  

paradigm3. This study adopts the behavioural paradigm. 

Tellis  (2004) explained the modelling paradigm as relating to market outcomes, 

such as sales, brand choice and market share to determine the effect of 

advertising, with statistical models used to evaluate the impact of advertising 

budget or ad exposures. Short term advertising strength (STAS) provides an 

accurate measure of the immediate sales generated by an advertisement; 

however, measuring the selling power of advertising is complex. There is little 

question that advertising can be extremely powerful, causing strong short-term 

upsurges in a brand’s sales curve, yet sales may also be stimulated by factors 

other than advertising.  

Because of a range of marketplace variables, Starch contended that total sales 

cannot be used as a measure of advertising effectiveness (1961, p. 8). An 

advertisement can be very effective in terms of creating brand awareness, 

advertising recall, brand recall, brand associations, attitude change, and so on, 

yet doesn’t translate into concrete financial (econometric) outcomes. In this way, 

modelling studies can be less effective in generating rigorous analysis of 

causality compared to those focusing on the behaviour of consumers. 

Psychological measures can help diagnose how an advertisement works, but not 

if the advertisement is working, and therefore are very poor predictors of sales 

effectiveness (Jones, 1995). For these reasons, the present study uses a 

                                                 
3 Note: The labelling of the behavioural paradigm by Gerard J. Tellis (2004) refers to both 

physical and non-physical behaviours and assumes both behaviours in this review.  
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behavioural (and non-behavioural) paradigm to evaluate the effects of 

advertising. 

The behavioural paradigm explores a consumer’s mental—or non-behavioural—

processes to assess the effects of advertising, as conceptualised in the various 

hierarchical response models. Behavioural responses manifest as a behaviour 

change, such as enquiries, request for information, the purchase of a product or 

service, etc. Non-behavioural responses generally include all of the antecedents 

to behaviour, including knowledge increase, comprehension, attitude change, 

increased intention to take action, etc. Attitude change models focus on 

identifying relationships between specific controllable variables (such as source 

and message) and outcome or response (such as attention, comprehension, 

attitudes and purchase intention), as measures of advertising performance. Starch 

scores used in the present study, tap outcomes related to attention and 

comprehension, rather than attitude. 

 

2.3.2. Challenges to Traditional Communication Paradigms and Implications for 

Present Study  

This research seeks to advance the body of knowledge on advertising response 

theory by exploring message elements in the B2B marketing communication 

process. Table 2-5 summarises the most relevant elements of traditional 

response models for this project and identifies key areas for further 

investigation. Notably, research has largely concentrated on consumer 

advertising, with little attention given to understanding how B2B buyers react 

and respond to advertising stimuli. Additionally, most of what is done in B2B 

advertising is driven by the notion that B2B purchase decisions are highly 

cognitive and rational and messages should deliver literal content that is 

consistent with an OBB perspective.   
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TABLE 2-5: CHALLENGES TO TRADITIONAL COMMUNICATION 
PARADIGMS AND IMPLICATIONS FOR PRESENT STUDY 

Summary of Knowledge on Communication 
Effects  Implications for Present Study 

Stimulus-Response Paradigm. Communication 
research has been dominated by a stimulus-
response paradigm and its many variations and 
extensions to explain purchase intentions and 
purchase behaviour. Effects models are based on 
the notion that consumers pass through a series 
of mental steps in responding to marketing 
communications. This assumes the steps occur 
in a certain order, implying that the earlier effects 
are necessary conditions for the later stages of 
the learning process to take place. Cognition is 
first step of hierarchy of effects models and 
precedes the attitudinal or affective stage, 
followed by the behavioural (response) stage. 

B2B advertising typifies processes of response models, 
whereby business buyers use rational thinking and 
hierarchical processes in purchase decisions. Adoption/ 
buying processes typically use a cognitive approach to 
prompt a response (enquiry, generate sales leads), and 
skip the affective (feelings and emotion) stage. Extant 
B2B literature has not investigated the bearing of these 
models, even though practice tends to follow these 
standards. Research is needed to investigate how 
advertising aimed at the ‘affective’ stage, can influence 
behavioural (and nonbehavioural) responses of B2B 
buyers. The present study provides empirical evidence 
that may support, oppose, or in the very least, add further 
challenge to the wisdom of these long-held customs. 

How the Mind Works. Scientific research on 
neurological processes of the brain indicates that 
thought processes are neither rational nor 
conscious. Recent work challenges the premise 
that people make decisions following rational, 
linear processes, with 95% of thinking taking 
place at an unconscious level. 

This implies that individuals are less aware of the true 
causes for their purchasing actions than research 
suggests. Equally, B2B buyers may also be influenced 
by communication at an unconscious level—achieved 
through symbolism—and these influences may affect 
decision processes. The outcomes for this study will 
advance understanding in this under-researched area. 

 

2.3.2.1. Questioning the Stimulus-Response Paradigm   

For over one hundred years, marketers and scholars have tried to inform, predict 

and enhance advertising strategy by studying the effectiveness of alternative 

advertising inputs or stimuli. Many models were developed on straightforward, 

psychological, stimulus-response (SR) concepts based largely on conceptual 

and/or theoretical foundations that had little, or no, empirical evidence to support 

the underlying presumption that thinking (and behaviour) is linear and 

hierarchical (Schultz & Schultz, 1998). The belief that consumers can readily 

explain their thinking and make decisions following a rational, linear process 

comes from the assumption that most of our thought processing takes place in 

our conscious minds. Some experts claim 95% of thinking actually takes place in 

our unconscious minds (Lakoff & Johnson, 1999; Zaltman, 2003). Incongruity 

also exists between what people describe as they reach a decision and what 

actually takes place in their minds, or are unable to describe how information 

was processed to reach a decision (McGuire, 1976). One of the main purposes of 

this study is to explore the incongruity between marketing practitioners’ S-R 
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orientation and the role of unconscious thought-processing in measuring the 

effects of advertising.   

How the Human Mind Works. Scientific research of neurological processes 

and analysis of electrical impulses of the brain signals that thought processes are 

neither rational nor conscious (Carbone, 2003). Such research tells us that an 

unconscious mental process exists outside of our conscious awareness 

(Kihlstrom, 1987). Further, this unconscious process defies the fundamental 

principles of linear-type communication models that dominate B2B advertising. 

Rational choice theory (as depicted by S-R models) provides a mediocre, 

distorted approach for understanding the consumption experience (Bettman, 

Luce, & Payne, 1998; Hoch & Loewenstein, 1991). 

In this way, thinking processes are claimed to be more often non-linear—

predicated by memories, emotions, thoughts and other cognitive processes that 

an individual is not aware of, or cannot, articulate (Zaltman, 2003). This clearly 

supports the notion that many thought processes occur at an unconscious level; 

signifying that consumers are less aware of the true causes for their purchasing 

actions than consumer behaviour researchers give them credit for. In a similar 

vein, Krugman (1977) extended on research by Donald Broadbent (Department 

of Experimental Psychology, Oxford University), purporting that a significant 

amount of what people select from the environment to attend to (see or focus on) 

will be unconsciously evaluated through a pre-attentive process. On this basis, 

he argued that a person must ‘note, perceive or identify what one will not attend 

to in order to reject it’, which in turn, leaves some trace of the rejected material 

which can be recognised or recalled at a later date (Krugman, 1977, p. 11).  

This suggests that a person does not necessarily need to attend to an 

advertisement to engage to some small but measurable degree with the 

advertising stimuli. As stated by Zaltman (2003, p. xii) ‘most of the thoughts and 

feelings that influence consumers’ and managers’ behavior occur in the 

unconscious mind.’ Thus, advertising is likely to result in some unconscious 

response to the conveyed message. The main research question in this study is 

embedded in the ideas of unconscious responses to advertising. 
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2.3.2.2. Calls to Improve Advertising and Advertising Research  

A significant amount of research has been directed toward better understanding 

the complexity of advertising and its effects: to create appeal, attract consumers’ 

attention and/or influence their feelings toward the product or service and impact 

on buying behaviour. These are characterised by approaches that assume 

consumers (in both business and consumer markets) move through a series of 

cognitive steps in processing advertising stimuli, thus enabling marketers to 

predict and influence their reactions toward the brand.  

As criticised by leading scholars in the field, communication hierarchy models 

lack empirical evidence to provide conclusive support on the causal link between 

nonpurchase and purchase measures (Barry, 1987; Dalbey, Gross, & Wind, 

1968; Palda, 1966; Vakratsas & Ambler, 1999). Thus, information processing 

activities should extend beyond rational choice theory and resonate with 

business buyers on a deeply personal and emotional level. In this way, the role 

of emotion—how people think, respond to life and communication—is not 

captured well by a linear description of consumer response to an advertisement 

(Vence, 2005, p. 29). 

Related to this argument is the ability of symbolic messages to enhance attitude 

toward both the ad and brand. Symbolism has the potential to influence the way 

a brand is positioned in the minds of B2B buyers because it is intrinsically 

rewarding, reduces counter-arguing as well as prompting deeper engagement 

and information processing to decipher meaning from the communication. Aaker 

(1996) suggested that although delivering value is at the heart of all marketing 

practice, the greatest value, or strongest brand-customer relationship, is achieved 

by brands or products that affect individuals emotionally and functionally 

(physical performance benefits). The significance of relationships between brand 

preference and purchase of brands was recognised as early as the 1950s, with 

research findings signalling how a product or brand is known will influence the 

purchase intentions of users and non-users (Banks, 1950).  

Relatively few attempts have been made to explain branding or the creation of 

brand value in business markets (Lynch and de Chernatony, 2004; Michell et al., 

2001; Mudambi et al., 1997). This study proposes that buyers and sellers do not 
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always utilise a learning hierarchy in forming and accepting perceptions about a 

brand. Therefore, symbolism may act as an important, positive determinant of 

buyer perceptions, as seen in consumer markets, and be equally effective in B2B 

communication. 

In short, communication is a fundamental, theoretical and applied foundation for 

this project. Considerable advancement has been made since the traditional 

concepts reviewed here, but most of the recent developments in communication 

have been investigated in the B2C literature. In fact, research that explores the 

intermediate stages of traditional response models (feelings and emotion) on 

communication performance is noticeably absent in B2B advertising research.  

This project helps close the gap on foundational knowledge within the B2C 

communication literature. In addition, while much of the communication 

discipline is not directly relevant to the present study, the literature on the 

message component—the what dimension in Lasswell’s (1948) concept of 

human communication—helped guide the research questions articulated in 

Chapter 3. 
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2.4. THE ROLE OF MESSAGE IN THE COMMUNICATION PROCESS 

The communication section of this literature review helped provide a theoretical 

base from which to explore the literature on the role of message in the 

communication process. This section examines the various functions and 

dimensions of the message component. Firstly, its primary purpose is to 

persuade through the creation of meaning—explicitly, implicitly or both. This 

section provides a brief commentary of the areas study that underpin techniques 

used in advertising to achieve those goals, drawing on theories of semiotics, 

rhetoric and linguistics. Particular attention is drawn to the use of metaphors in 

the creation of meaning in everyday language and how meaning (and 

understanding) are derived by association. Next, this section discusses the key 

aspects of message development: message strategy and message execution, 

including the tactical elements of delivering a message (form factors, modality 

and content). Within this discussion is the core issue for this project—the use of 

literalism and symbolism in advertising. The purpose of this review is to explore 

relevant aspects of the message component to identify key areas of significance 

for the present study and provide learned counsel on measurement of variables 

within this element. From this review, the research design of the present study 

was formulated. 

The research on the advertising effects of message variations has emerged as an 

important consideration for this project. Message has been a major research area 

for communication scholars for over fifty years, and while many studied 

message issues are not directly relevant to this study, there is no shortage of 

directly relevant studies. Specifically, the present study explored the effect of 

message strategy and tactics in a B2B environment, focusing on the use of 

literalism or symbolism in print advertising.  

Table 2-6 summaries key articles on research relevant to this project on 

approaches to advertising, including strategic and executional factors used to 

persuade audiences. This study draws on extant knowledge on the effect of 

symbolism in print advertisements, but presents a point of departure with a focus 

on trade magazines in the less-studied, but equally essential, sphere of B2B 

advertising.  
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TABLE 2-6: SUMMARY OF KEY ROLE OF MESSAGE IN  
THE COMMUNICATION PROCESS 

Message Factors Characteristics of Approaches Key Writers 
Meaning and 
persuasive effects  

Persuasion techniques in advertising 
draw on semiotic, rhetorical and literary 
theories to explain their effect.  

Tversky (1977); Ortony (1979); Lakoff and 
Johnson (1980); Lindkist (1981); Gibbs (1983; 
1989; 2002); McQuarrie and Mick (1999)  

Message  
Strategy 

Rational appeals: mainly operationalised 
in terms of their level of ‘informativeness’. 

Hunt (1976a); Moriarty (1987); Abernethy and 
Franke (1996); Leonidou and Leonidou (2009) 

Emotional appeals: operationalised in 
various forms, such as metaphors and 
rhetorical figures (written/pictorial). 

Mahajan and Wind (2002); Escalas and Stern 
(2003a; 2003b); Heath, Brandt and Nairn 
(2006) 

Message 
Execution 
 

Form factors: Ad elements relating to 
structure (i.e. ad layout) and form (e.g. 
ad size, location on page, copy length, 
headline variants, use of colour and 
images).  

Twedt (1952); Assael, Kofron, and Burgi  
(1967); Hanssens and Weitz (1980); Holbrook 
and Lehmann (1980); Rossiter (1981); Soley 
(1986); Finn (1988); Chamblee and Sandler 
(1992); Naccarato and Neuendorf (1998)  

Message modality—Verbal: Written/ text 
message elements, classified as 
various figures of rhetoric, e.g. rhyme, 
metaphors, puns, alliteration.  

Padgett and Brock (1988); McQuarrie and 
Mick (1992, 1996); Chamblee, Gilmore, 
Thomas and Soldow (1993); Leigh (1994); 
Giora (2002); Huhmann, Mothersbaugh and 
Franke (2002) 

Message modality—Visual: Imagery or 
visual elements in a message used as a 
form of information and to convey layers 
of meaning and hidden depth. 

Edell and Staelin (1983); MacInnis and Price 
(1987); Scott (1994); Morgan and Reichert 
(1999); Bulmer and Buchanan-Oliver (2006) 

Message Content: Subjective elements 
of the message and appeals used to 
deliver the message, e.g. humour, 
emotional cues, factualness.  

Detailed in various texts such as:  
Patti and Frazer (1988); Jewler and Drewniany 
(2005); Wells, Burnett and Moriarty (2008) 

Literal Rhetoric: Factual or directly 
meaningful content of the ad, commonly 
using descriptors such as before/after 
product comparisons, comparative, 
demonstration, and product description.  

Resnik and Stern (1977); Stern, Krugman and 
Resnik (1981); Aaker and Norris (1982); 
Lakoff (1986); Moriarty (1987); Stern (1992); 
Cutler and Javalgi (1993; 1994); Lohita, 
Johnston and Aab (1995)  

Symbolic Rhetoric: The use of figurative 
forms of communication to provoke 
interest, encourage elaboration, 
increased information processing and 
create new structures of meaning.     

Williamson (1978); Mitchell and Olsen (1981); 
MacInnis and Price (1987); Ward and Gaidis 
(1990) Hitchon (1991); Stern (1990); Heckler 
and Childers (1992); Leigh (1994); McQuarrie 
and Mick (1996; 1999; 2003b); Phillips (1997); 
Toncar and Munch (2001); McQuarrie and 
Phillips (2005); Brennan and Bahn (2006) 

 

2.4.1. Advertising Messages: Persuasive Effects and Meaning  

A key function—or challenge—of advertising is to persuade. The art of 

persuasion—or rhetoric—dates back to ancient Greek and Roman scholars4, in 

particular, Aristotle, Plato, Cicero and Quintillion. As suggested by these ancient 
                                                 
4  For example, see Aristotle Rhetoric, translated by W. Rhys Roberts, Dover Publications, 

Mineola, NY, 1954. 
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theorists, rhetorical figures and other forms of symbolic language are powerful 

techniques to increase attention, comprehension, stimulate cognitive and 

affective response—consistent with steps theorised in most HoE models. 

Whether by design or accident, modern advertising uses a number of these 

underlying principles. Indirect forms of persuasion make use of various forms of 

rhetoric, such as the use of images, metaphors, figurative language and 

symbolism that reap unquestionable benefits for advertisers.  

From the research in consumer behaviour, we have learnt that ability, motivation 

and opportunity to process information from advertisements affect consumers’ 

cognitive and emotional responses to the intended advertised message (Maclnnis 

& Jaworski, 1989). In recent years, there has been a surge of interest in studying 

verbal and visual rhetoric in advertising. The underlying assumption for the use 

of indirect or symbolic messages (such as metaphors, abstract pictures, figures of 

speech) is that higher levels of involvement are engaged during information 

processing (Greenwald & Leavitt, 1984). Because of the importance of 

advertising’s ability to persuade, researchers have delved into studying the 

nature of language and the creation meaning, as summarised in Table 2-7, to 

advance understanding and improve advertising practice. This study takes up the 

challenge to apply this knowledge in the B2B domain.   

TABLE 2-7: THE ROLE OF PERSUASION IN ADVERTISING 
MESSAGES AND IMPLICATIONS FOR PRESENT STUDY 

Summary of Knowledge on Persuasion and Meaning  Implications for Present Study 
Semiotics, Rhetoric and Linguistics: The persuasive 
effect of advertising is at the heart of all message 
development. The theoretical domains of semiotics, 
rhetoric and linguistics help explain how meaning is 
derived from words, symbols and other non-verbal forms 
of communication. Semiotics relates to elements of an 
ad that serve as signs or symbols. Rhetoric, in linguistic 
terms, refers to language or speech used as a means of 
communication or persuasion with much of everyday 
language using some form of symbolism, particularly 
metaphors. 

Rhetorical and semiotic traditions emphasise the 
use of specific elements in advertising that 
communicate meanings about the brand, product 
and/or the user. Meaning can vary, depending on an 
individual’s interpretation of words, images and 
symbols, etc. in an ad. B2B advertising practice and 
research commonly approaches communication on 
the premise that meaning should be directly 
interpretable from an ad. This study evaluates what 
is known about communication from a consumer 
perspective and applies it to a B2B environment. 

Meaning through Metaphors. Metaphors are inherent in 
the way people learn—understanding one thing in terms 
of another. As part of our everyday language, metaphors 
are often directly understood, helping to interpret 
meaning, make new connections and stimulating new 
meaning from known associations.  

On this basis, ads that use figurative or nonliteral 
language or images are often found more effective 
forms of persuasion by creating meaning that 
requires more involved processes to interpret the 
message. This phenomenon is yet to be explored in 
a B2B context and provided a new direction for 
research that was undertaken in this project.    
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2.4.1.1. Scientific Study of Signs, Language, and Effective Communication 

Studies on the relative effects of persuasion techniques draw on semiotic, 

rhetorical and literary theories to provide a comprehensive and systematic 

analysis of individual elements that make up an advertisement (McQuarrie & 

Mick, 1999). Katz (1947) recognised the psychological barriers to 

communication more than six decades ago. He also noted that language, due to 

its symbolic nature, can only evoke meaning in a recipient where the person has 

experiences corresponding to the symbol. The problem falls within the realm of 

pragmatics, the major subfield of linguistics—the scientific study of language—

that studies the interaction between language and the contexts in which it is used. 

Extending from academic disciplines such as sociolinguistics (sociology and 

language), psycholinguistics (psychology and language) and neuropsychology 

(neurology and psychology), a rich research tradition has investigated the 

anomaly between what is said or intended to be communicated through 

advertising messages and what is actually comprehended by people (Ariel, 2002; 

Gibbs, 1989, 2002; Giora, 2002).  

Lindkvist describes text as having three different concepts: 1) semiotic structure 

of meaning, which includes not only language, but music, architecture, picture, 

events and social actions, 2) linguistic means of expression, and 3) written 

language (1981, pp. 26-27). While Lindkist’s definition of text includes both 

verbal (written) and visual (images), most research that examines the format of 

print advertisements focuses on the comparison between the two prevailing 

elements, i.e. text and pictures. The present study follows this convention. 

Semiotics studies the nature of meaning and how advertising messages acquire 

meaning through the use of words, gestures, myths, symbols and other implicit 

means of communication (Belch et al., 2009). A fundamental tenet of semiotics 

put forward by Roland Barthes (1985) is that readers derive pleasure from a text, 

allowing multiple readings or interpretations that are inherently pleasurable to 

readers (in McQuarrie & Mick, 1999). Signs and symbols are used extensively 

in marketing communications, often using figurative/nonliteral language. Such 

language resonates and persuades at a deeper psychological level. In the same 

way, increased enjoyment while processing the message leads to more 
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favourable perceptions about the advertisement and is readily linked to the 

concept of attitude-toward-the-ad (McQuarrie & Mick, 1999). 

In linguistic terms, rhetoric concerns the pragmatics of speech—the actions or 

events that are supposed to occur as a result of an utterance—but can also relate 

to a type or mode of language or speech as a means of communication or 

persuasion (Vatz, 1973, p.159). Figures of rhetoric used in advertising are the 

formal elements of an argument used to persuade an audience. Both the 

rhetorical and semiotic traditions emphasise specific elements of advertisements 

that serve as signs, selected from among others and combined in a particular 

manner by the advertiser so as to communicate meanings about the brand, the 

product, and/or the user. Thus, in terms of content, the present study examines 

the nature of advertising messages with respect to the literal versus symbolic 

rhetorical style of language and imagery in print messages. 

Creating Meaning through Metaphor. According to cognitive linguists, 

George Lakoff and Mark Johnson (1980), a large amount of our ordinary 

conceptual system is metaphorical: our everyday experiences are frequently 

understood and structured in terms of metaphors. A simple definition to explain 

meaning drawn from metaphorical language is ‘the understanding of one thing in 

terms of another’ (Lakoff & Johnson, 1980, p. 3). This proposition gave rise to a 

rich stream of cognitive linguistic research on metaphors and within this inquiry 

of linguistics is the debate between theories of how meaning is deciphered in 

communication processes.  

The standard pragmatic model (or literal-primacy theory) assumes that 

listeners/readers first analyse the literal meaning before applying pragmatic 

information to derive implicit meaning from the message. Others assert the 

direct access model better explains how meaning is derived from metaphors, 

whereby people often directly understand messages without having to process 

the literal meaning first (Gibbs, 1983, 1989, 2002). Metaphors are ubiquitously 

embedded in our everyday language and are often familiar and thus readily 

understood.  
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Other authors suggest the notion of feature similarity (Tversky, 1977) and 

attribute salience, defined as the relative importance of an attribute (salience-

attribute theory) (Ortony, 1979) to explain how meanings are derived from 

metaphorical language.  

Generally speaking, there is increasing awareness that metaphors do not appear 

separately but take shape as metaphorical concepts that can be reformed, thus 

should be studied in context and not in isolation (Forceville, 1995). Schmitt went 

on to claim that ‘we as individuals, groups, and in our culture, have unconscious 

metaphorical thinking patterns, which are simply taken as “givens”’ (2005, p. 

360). These patterns are formed, shaped and understood within the parameters of 

a person’s social character, life experiences, level of education and physical and 

cultural environments. Metaphors are a fundamental characteristic of how 

people categorise and make sense of everyday experiences: verbalising almost 

six metaphors per minute of spoken language. Similarly, Zaltman described 

metaphors as central to thought and the basis for everyday thought: they 

stimulate the working of the human mind and help us interpret experiences, see 

new connections and draw new meaning from those associations (2003, p. 76).  

Studies often assume two processes are at work during figurative language 

understanding, such as literal versus metaphoric, literal versus iconic, or literal 

versus idiomatic (Gibbs, 1992). Furthermore, while Gibbs pointed out that 

psycholinguistics avoid such a narrow focus on one kind of figurative meaning, 

the present study clustered dimensions of figurativeness under the collective 

term of symbolism. In doing so, it did not seek to explain how meaning is 

derived from language, but rather, assessed the overall impact of literal-symbolic 

appeals on advertising performance, as measured by Starch readership. 

 

2.4.2. Message Strategy Development 

As previously stated, most advertising messages can be viewed at two levels: 

strategic and executional. For example, at the strategic level, the focus is on the 

overall idea of the message (Frazer, 1983), e.g. ‘our brand is the best value’, ‘our 

brand gives you confidence’, ‘our brand understands and resonates with you’. At 

the executional level, advertising is analysed in terms of specific visual or verbal 
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symbols used. For example, advertising executions consist of photographs, 

illustrations, long or short copy, formal or informal language, layout, etc. (Jewler 

& Drewniany, 2008).  

While these two levels might appear discreet, in the practice and research of 

advertising, confusion often exists between the boundaries of strategy and 

execution. Execution elements such as humour, fear, type of reasoning, fact-

laden content, literal or symbolic content can also be seen as strategy in that the 

advertiser is attempting to communicate a specific overall idea (strategy) by the 

reliance on particular execution elements. For example, the advertising 

campaign for Lion Nathan and XXX Gold beer (see Figure 2-7 below) uses the 

humorous, prankster-oriented nature of the characters in the advertisements and 

the ability of the beer to play a central role in mateship, camaraderie and having 

fun (executional elements). This communicates a marketplace strategy of a light-

hearted, down-to-earth beer company that provides the opportunity to celebrate 

friendship and good times with fun-loving beer for everyone.  

FIGURE 2-7: XXXX GOLD USES EXECUTIONAL ELEMENTS TO 
COMMUNICATE ITS STRATEGY 

 
Source: XXXX (2010). XXXX Gold beach shack, URL: http://www.xxxxgold.com.au. 

 

This dual dimension of advertising elements is present in this research in that 

literalism-symbolism is both executional and strategic. The literalism-symbolism 

message continuum is measured by examining executional elements in 
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advertisements. However, at the same time, the conclusions and implications of 

the study embrace both execution and strategic aspects of marketing strategy and 

communication research issues. 

 

2.4.3. Advertising Appeals  

While there are many different ways to deliver a message, one of the key 

distinctions relates to message strategy and the type of intended message effect. 

Physical elements of an advertisement can all play a role in attracting attention 

or interest of consumers; however, influencing responses toward a product or 

service is more likely to be influenced by the type of appeals used to shape and 

deliver a message. A reoccurring typology in advertising appeals is rational and 

emotional appeals.  

While numerous different types of appeals are used in advertising, the broad 

distinction between rational and emotional is specifically relevant for this 

project, as summarised in Table 2-8. This is due to the predisposition of rational 

appeals to use literal language, while emotional appeals frequently employ some 

form of symbolism to evoke responses based on feelings, beliefs or other 

emotive reaction.  

 TABLE 2-8: THE INFLUENCE OF MESSAGE APPEALS  
AND IMPLICATIONS FOR PRESENT STUDY 

Summary of Knowledge on Message Appeals Implications for Present Study 
Advertising Appeals: Research has typically 
focused on the head versus the heart 
distinctions, as part of the message strategy 
broadly categorised into styles: rational 
(speaking to the head) or emotional (speaking 
to the heart).  

An array of techniques is used in advertising, intended to 
persuade audiences in some way (stimulate a behavioural 
or non-behavioural response). B2B advertising tends to 
use a much more limited range of approaches, which are 
primarily designed to evoke a rational response. From a 
perspective that evaluates the type of language and 
imagery used (literal vs. symbolic), this study will make 
some observations on the effectiveness of this narrow 
strategic approach taken by business marketers. 

Rational Appeals: Rational appeals use 
cognitive, logical thinking processes to analyse 
the message content. Intended to persuade 
based on rational motives, emphasising 
informational attributes or features of the 
advertised product, service or brand.   

Rational appeals are effective when the objective is to 
convey factual information that will be helpful for audiences 
to make informed decisions about a purchase decision. 
Many business decisions hold significant importance for the 
organisation, are complex, and involve considerable cost, 
therefore require message appeals that provide relevant 
information to inform these decisions. While this reasoning 
makes sense, this study challenges these dictums.  
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Emotional Appeals: Emotional appeals stir 
psychological or affective processes to 
analyse the message content. Intended to 
persuade based on feelings or emotions 
(emotional appeals) invoked by the advertised 
message. 

Emotional appeals are arguably more powerful as they 
resonate with consumers on deeper, often unconscious, 
levels. Ads using emotion are remembered better, liked 
more, create favourable perceptions (liking) toward an ad 
brand and can cultivate deep, loyal associations to a brand. 
Such strategies are not generally considered appropriate 
for the serious and rational nature of B2B operations. This 
study proposed that the same psychological influences 
may be equally persuasive in B2B purchase decisions. 

2.4.3.1. Rational and Emotional Appeals 

Decisions about the rational versus the emotional nature of advertising appeals 

are often referred to as ‘speaking to the head’, by stimulating a logical thinking 

or cognitive process (hard sell). Conversely, ‘speaking to the heart’, is intended 

to stir affective responses derived from feelings and emotions (soft sell). Within 

the rational/emotional appeal typology, advertisers use an array of techniques. 

These range from selling premises (emphasising a rational, product feature or 

benefit claim), quality/superiority claims (advertised brand or product is better 

than competing versions), to status appeals (implying enhancement of social 

status by using the brand or product) (Patti & Frazer, 1988). Others make use of 

demonstration (how to use the product or what it can do), comparison (contrasts 

two or more rival products), endorsements by celebrities/spokesperson (to build 

credibility), and more. Different types of language and/or imagery are inherent 

within these approaches, as explained next. 

Rational Appeals. Rational appeals are typically literal forms of message 

content, based on cognitive factors. They are particularly effective in certain 

buying situations. For example, advertisers argue that consumers need factual 

information about product features and benefits for high-ticket items, such as 

whitegoods or motor vehicles, so informed decisions can be made for purchases 

involving a considerable financial investment. The same logic applies to B2B 

purchases. Communication strategies predictably consider the information needs 

of the buyer, making communication with the seller easy and simple to respond 

(Dwyer & Tanner, 1998). The key thrust of B2B message content is highly 

informative, one-way communication designed to provide relevant detail to 

generate enquiries in support of the personal selling function. As such, rational 

appeals tend to dominate B2B advertising, therefore it is expected that text and 



57 CHAPTER 2: LITERATURE REVIEW 
 

imagery will be predominantly literal. The aim of this study assesses whether 

this approach is more effective than one that uses symbolism in visual and verbal 

ad elements, presumably using an emotional pitch.  

Emotional Appeals. Emotional appeals, often used interchangeably with 

symbolic appeals, rely on other psychological forces, whereby behavioural 

response to an advertisement is a result from affective or connotative stimuli. By 

relating to a customer’s psychological or social needs, emotional appeals create 

stronger, more favourable evaluations toward an advertised message or brand 

(Belch & Belch, 2007). Research has shown that emotion can be effective, as it 

stimulates positive feelings, creates more meaningful associations and is more 

likely to be remembered and to persuade (Shimp, 2007). Woods (1960) 

approached this distinction from the perspective of behavioural responses to 

advertising, describing response to symbolic appeals as emotional behaviour as 

it is motivated by thinking about the meaning of a product purchase, rather than 

the function of the purchase. This study assesses levels of symbolism, not 

emotional appeals in B2B advertisements; however, certain inferences are 

possible, particularly in respect to brand building and intangible associations 

toward the product/service or organisation. 

Cognitive versus Affect. Studies have tested the effectiveness of 

informational/rational versus symbolic/emotional appeals; however, results are 

contradictory. By the 1960s, advertising research and thinking had embraced the 

notion that the most effective appeal may be one that is both highly emotional 

and highly rational (Cox, 1961)—a belief that is still supported but also 

challenged. 

The goal of this study is not to assess the presence or effect of rational-emotional 

appeals. Nevertheless, the inherent relationship to the use of literal-symbolic 

message content enables some assumptions to be made in terms of the strategy 

behind the advertisement. For example, highly symbolic advertisements may 

appear to favour brand-building strategies, which typically are intended to evoke 

strong emotional associations. In this way, the present study contributes to the 

body of knowledge on strategy in a B2B context. 
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2.4.4. Message Execution 

Techniques for measuring advertising performance of print advertisements vary 

with regard to two key variables: form and content. Form refers to mechanical 

variables such as ad size, location on page, page positioning, copy length, use of 

colour and images, headline variants, signature, and so on. Content variables are 

generally classified as subjective elements of message stimulus in the type of 

appeals used, such as humour, factualness, emotional cues and the like. Message 

execution relates to the specifics about how the message will look, read and 

sound in its finished form.  

There are many ways to execute any advertisement, such as the tone, design and 

layout, use of images, colour, size and style of font to invoke successful message 

delivery. Each of these design elements play a role in making a connection with 

the audience, presenting the message in a manner that is easily understood and 

thereby contributing to the success or failure of an advertisement to communicate.  

Sections 2.2.4.1. to 2.2.4.3 of this chapter discuss the executional message 

factors relevant to the objectives of the present study, as summarised in Table 

2-9.  The most relevant message factors are: form, message modality and literal-

symbolic message content.  

TABLE 2-9: THE INFLUENCE OF EXECUTIONAL MESSAGE 
FACTORS AND IMPLICATIONS FOR PRESENT STUDY 

Summary of Knowledge on Executional Factors  Implications for Present Study 
Form Factors: Response to, and effectiveness of, 
an advertised message can be influenced by 
tactics relating to structure (i.e. ad layout) and form 
(e.g. ad size, copy length, headline, colour, 
images).  

Form (also referred to as “mechanical”) variables have 
consistently impacted on advertising performance, such 
as recall and recognition. Spurious effects of these 
variables were acknowledged in this study and controls 
put in place to test for these influences when examining 
determinants of advertising performance. 

Message Modality Written Content: Written text or 
words (verbal) in advertising messages are used to 
deliver a particular argument or idea. The meaning 
conveyed in these ad elements may be stated 
explicitly (literally) or implicitly (symbolically) 
depending on the strategy behind the message. 
Used in concert with other ad elements, such as 
visuals, verbal components can arouse curiosity or 
elaborate on the selling premise for the ad.  

Verbal components in B2B ads tend to use very literal 
language, often lengthy (long copy) to deliver the 
advertised message. An emotional connection to the 
reader is generally absent, reflecting the serious 
nature of B2B purchases. The present study 
challenges these conventions, suggesting that implicit 
meaning, conveyed through symbolic verbal content 
may be more effective. 
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Summary of Knowledge on Executional Factors  Implications for Present Study 
Message Modality Visual Content: Visual elements 
in ads can take the form of photographs, 
illustrations, stylised images, graphs and charts, etc. 
As with verbal elements, visuals can be used to 
inform or intrigue. Visuals are also used as a 
powerful tool to implicitly communicate persuasive 
arguments, and support verbal elements by 
enhancing understanding through imagery.  

Verbal and visual elements are generally developed  as 
an integrated approach; hence, a holistic assessment of 
the ad is important. Rather than measuring discrete 
visual and verbal elements, the overall impact of their 
combined use should be tested. Additionally, due to the 
highly rational nature of B2B ads, it is expected that 
visuals may be used in different ways to convey a 
message. Graphs and charts may provide technical 
details, whereas illustrations may be more effective for 
artistic, imaginative representations. Whether these 
differences contributed to the use and/or effect of the 
visuals used in B2B ads were considered in this study.  

Literalism and Symbolism—Two styles of Rhetoric: 
Two styles of rhetoric are used in message strategy: 
literal and symbolic. This includes both verbal 
(written) and visual (pictorial/images) elements in an 
ad. Defining literalism and symbolism is difficult 
because of the variation in how meaning can be 
derived and interpreted from advertising messages.  

The search of the literature did not reveal an 
empirically tested measure to evaluate literal-symbolic 
message content in ads, thus scale development was 
required as the first step for this project. 

Literal Messages: Literal message content. B2C and 
B2B advertising tend to use literal language as part 
of a rational message strategy. For the most part, 
literal message content conveys product-related, 
factual information, using straightforward, directly-
interpretable language and imagery. 

Using measures that ‘count’ bits of informative content 
in an ad has been criticised as being arbitrary at best, 
as it fails to capture the overall usefulness or effect of 
the ad in its entirety. On this basis, a scale was 
developed to assess a holistic impression of the literal 
content in an ad, rather than counting discrete cues 
contained in ad elements.   

Symbolic Messages: Symbolic message content. 
Metaphors and figures of speech (tropes and 
schemes) are among the most commonly used 
advertising. Described as ‘swerving from 
expectations due to artful deviation’, symbolism uses 
indirect, often clever tactics to communicate a 
message. Many studies have investigated the effect 
of symbolism on advertising performance, using 
various measures used to evaluate the message 
content. 

Deciding how to operationalise the constructs of 
interest presented a challenge. A number of studies 
have focused on one form of symbolism (e.g. 
metaphors), counts of symbolic cues, or building 
detailed lists of different descriptors. The goal of this 
study was not to distinguish the effectiveness of one 
form compared to another, but to obtain an overall 
impression of how symbolic the message content is 
considered. 

The Power of Symbolism.  As a form of indirect 
persuasion, symbolic messages are found more 
effective than literal or informative ads. This is 
mainly attributed to the way in which symbolic ads 
operate at deep psychological levels, increase 
involvement, and engage higher levels of thought 
and imagination to process to interpret hidden or 
ambiguous meaning in the advertisement. 

B2C literature demonstrates the power of symbolic 
message appeals, No known study has investigated its 
effect in a B2B context. B2B buyers are claimed to 
adopt highly rational decision processes, therefore use 
highly literal language. However, as individuals are 
expected to exhibit the same message-processing 
behaviour as consumers, can they be positively 
influenced by symbolic ads as seen in B2C advertising? 
This assumption is tested in the present study. 

Symbolism in Print.  The nature of print provides an 
environment whereby audiences take time to read 
and engage in the material. In this way, the use of 
symbolism can prove even more beneficial in a print 
context—allowing time and motivation for individuals 
to interpret the hidden or implicit meaning in an ad 
and derive ‘pleasure from the text’.  

Print is generally the preferred medium for B2B 
advertising. Coupled with evidence that demonstrates 
print as being especially successful for the use of 
symbolism, this channel stands out as an obvious 
choice to study the impact of literal-symbolic message 
content. Hence, these factors present compelling 
support to use print for the present study.  
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2.4.4.1. The Influence of Form Factors in Advertising Messages  

Attempts to measure how consumers read and remember advertising messages 

have a long history; however, within B2B advertising has a shorter and narrower 

research profile. A significant portion of early studies in B2B advertising 

concentrated on quantitative elements found in the form or structure of the 

advertisement (Assael et al., 1967; Chamblee & Sandler, 1992; Hanssens & 

Weitz, 1980; Hendon, 1971; Soley & Reid, 1983). Twedt’s (1952) analysis of 

137 advertisements in a business magazine was among the first of such studies, 

using an empirically-quantifiable orientation that was consistent with research 

conventions of the time. Conducting multiple factor analysis, Twedt (1952) 

evaluated 15 mechanical variables and 19 content variables to determine which 

items reflected the highest factorial weightings on readership scores. Six 

factors—pictorial colour, size, typographic size and variety, informational and 

influence of the surrounding field of the advertisement—explained the variance 

on readership; however, 53% of this variance was attributable to two factors: 

pictorial-colour and size (Twedt, 1952).  

Some thirty years later, these same factors remained central in advertising 

design, in both B2B and B2C advertising. Hanssens and Weitz’s (1980)  study 

on B2B print advertisements found recall and readership were strongly related to 

mechanical (or form) characteristics of the advertisement, namely: use of 

photographs, illustrations and women for routinely purchased products; ad size, 

use of women and pointers for unique products; with ad size and colour for 

important products. A later study by Cutler, Javaligi and Erramilli (1992) 

evaluated 1,983 consumer magazines from five different countries and revealed 

that visual components (colour, size, visual appeal, photography, images of 

people) were used extensively to attract attention.  

Thus, past research exposed the predictive power of certain mechanical (form) 

variables. Accordingly, readership scores may be influenced independently of 

the rhetorical content and confounding factors must be adequately controlled. 

Drawing on the literature enabled a list of criteria to be developed, considered 

critical to address the research questions of this study and provided a strong, 

defensible rationale for selecting variables for inclusion in the content analysis 
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phase of this project. Further details of the variable selection process are 

presented in Chapter 4: Methodology.  

A detailed summary of relevant studies reviewed as part of this investigation that 

used form (mechanical) variables as predictors of advertising performance is 

presented in Appendix 2.2. 

2.4.4.2. Message Modality  

Many advertising researchers have noted that the effects of advertising change 

with respect to argument modality: visual, verbal and/or both. The term modality 

also refers to types of message stimuli contained in print advertisements—verbal 

(written text or words) and visual (pictures and images)—with some 

combination of these used to deliver a direct and/or indirect message. Research 

that has investigated the effects of these different modalities has largely come 

from comparisons across media channels and their influence on persuasion. 

Messages conveyed through video, audio or written forms result in a differing 

impact on learning and attitude change (Liu & Stout, 1987). For example, in 

contrast to TV—considered a passive medium that elicits fewer cognitive 

thoughts—individuals are more active when exposed to print media, which can 

stimulate more favourable attitudes and thoughts toward the advertised 

product/service and message recall (Krugman, 1977; McLuhan, 1967; 

Woodside, 1983). While the focus of scholarly investigation has tended to focus 

on verbal strategies, the importance of visual elements or other non-verbal 

communication is also well known (Edell & Staelin, 1983; McQuarrie & Mick, 

2003b; McQuarrie & Phillips, 2005).  

The purpose of the present study is to investigate whether rhetorical style, using 

either visual and/or verbal message formats, leads to greater recall, recognition 

and performance of B2B print magazine advertisements. The next sections 

provide a review of extant thinking and beliefs on the use of rhetorical devices 

of these two modes, as summarised previously in Table 2-9. 

Verbal Modes: Written Text. The notion that ‘a picture paints a thousand 

words’ certainly applies with resounding veracity in advertising. Studies attest to 

the power of pictures and images over words (written or spoken) across a range 
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of media channels (Miniard, Bhatla, Lord, Dickson, & Unnava, 1991; Scott, 

1994; Stern, 1988). Nevertheless, the skill of literary masterminds can captivate 

our minds, ignite our imaginations and bring pleasure to the reader. As 

consumers, we find ourselves exposed to various styles and approaches in 

advertising—magic words that speak to our head, to our heart, or both. 

Advertisers harness cognitive and connotative prose, designed to persuade 

through a literal, exact context or in terms of implied meanings or associations.  

Research effort focusing on verbal content of the advertisement has used 

different principles of classification in categorising figures of rhetoric used in 

advertising. Familiar examples of widely-used rhetorical figures include 

metaphors, puns, rhyme, and alliteration. Dozens more are catalogued in 

classical sources (Corbett, 1990, in McQuarrie & Mick, 1999). Among this work 

was the framework of rhetorical figures developed by Leigh (1994). A total of 

2,433 figures of speech were identified and corroborated in his content analysis 

of headlines, delineating figures into two groups: grammar structure and tropes.  

McQuarrie and Mick (1992; 1996) developed a taxonomy of rhetorical figures, 

adopting the same classification of tropes and grammar structure, referring to the 

latter as schemes. Schemes in advertising provide a twist from normal 

grammatical structures in the arrangement or selection of the words used in the 

ad copy, usually contain excessive order or regularity, and operate through 

repetition and reversal (McQuarrie & Mick, 1992). Tropes provide artful 

deviation from the normal meaning of the words or from what a word normal 

signifies. Many of these devices are intertwined with visuals: visual metaphors 

and linguistic metaphors (verbopictorial metaphors) (Leigh, 1994; McQuarrie & 

Mick, 1996), which raise another complicating factor when attempting to 

measure rhetorical figures used in advertising.  

The object of the present study is limited to analysis of an overall level of 

symbolism used in print advertisements, rather than individual figuration in the 

ad elements. In this way, a general understanding of rhetorical figures linked to 

the ad copy is necessary, but does not require identification of the multiple types 

of tropes and schemes. Similarly, the mode of printed form (and written text 

versus auditory utterances) permits higher levels of engagement with an 
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advertisement, thereby making it  more suitable for testing the effect of symbolic 

message appeals. This is of particular significance in the B2B environment 

where rational-literal content dominates.  

Visual Modes: Pictures and Imagery. Much evidence ratifies the power of 

verbal (written) rhetoric to present persuasive arguments, yet advertising images 

are also formal elements of an argument used to persuade an audience. As found 

in the style and words used in verbal message forms, pictorial content serves an 

important role in creating a favourable effect in print format. Both words and 

pictures achieve different message effects, which normally work together to 

present the creative concept. Visual components can be the single most powerful 

element to get attention, create associations, communicate quickly, stimulate 

interest and increase memorability (Wells et al., 2008). Some studies have 

demonstrated the use of images to be far more powerful than purely copy-based 

advertisements or when picture and text are combined, confirming higher levels 

of involvement and recall due to different processes used to evaluate pictorial- 

and text-based information (Edell & Staelin, 1983; McQuarrie & Mick, 2003b; 

McQuarrie & Phillips, 2005).  

Morgan and Reichert (1999) highlighted the same positive effect, whereby 

visual metaphors were more easily comprehended than verbal ones; however, 

they counselled that hemispheric processing significantly affects how well 

metaphors are understood with concrete metaphors found to be more easily 

understood than abstract metaphors. Many early print advertisements showed 

only simple illustrations—usually of the product and the brand, but today’s 

advertising contains sophisticated and visually rich art forms that have layers of 

meaning and hidden depth (Bulmer & Buchanan-Oliver, 2004).  

Scott (1994) contended that visual images are not only a form of information, 

but important rhetorical tools that present persuasive arguments. Rhetorical 

intention behind the visual also relates to the photographic or illustrative style in 

the delivery of visual images, such as camera angle, use of light and shade, 

colour, brightness, sharpness, and other augmentation. In the same way that 

speech uses intonation, gestures, body language, selection of words and so on in 
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transmission of a message, the point of view and the manner of rendering can 

equally influence assessment of an advertisement (Scott, 1994).  

These are important distinctions between viewing visual elements in 

advertisements; whether visuals are used as extraneous elements versus those 

that create influential meaning. Thus, Scott’s approach to visual images in print 

advertisements suggested that pictures are information in symbolic form—

‘messages that must be processed cognitively by means of complex 

combinations of learned pictorial schemata and that do not necessarily bear an 

analogy to nature’ (1994, p. 253). This follows Lakoff’s (1987) concept in the 

use of image metaphors to map conventional mental images to enhance 

understanding, based on the notion that understanding is seeing. Thus, both 

verbal and visual modes and their interactive effect in delivering an intended 

advertised message will be measured in the present study. 

2.4.4.3.  Message Content Factors: Literal and Symbolic Rhetoric  

This research examines message content in terms of the rhetorical style used in 

both verbal (written) and visual (pictorial/imagery) elements used in the 

advertisement, rather than the type of response (emotional or rational) induced 

by a communication style. Research has explored the use and effectiveness of 

two prevailing rhetorical styles: literal and symbolic. In general, these styles are 

derived from the type of appeal or response that the advertising message is 

crafted to achieve—emotional or rational—however, that is not to say that 

rational appeals cannot use a symbolic rhetorical style or vice versa. In this way, 

building a simplified means to define literal and symbolic message elements in 

advertisements is difficult. As explained earlier in Section 2.2.1.1., the challenge 

is exacerbated due to complexity of how meaning is derived from words, signs, 

imagery and other non-verbal communication elements.  

From an advertising perspective, Ritson and Elliott (1995) suggested that the 

process by which meaning is derived from advertisements depends on the value 

the person has for the interpreted message and on an individual’s unique life 

experiences and plans (in Bulmer & Buchanan-Oliver, 2006, p. 52). 

Maheswaran and Sternthal (1990) extended the notion of derived meaning from 
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advertisements in a study of B2B buyers, reflecting differences between novices 

and experts in their evaluation of the information content in advertising 

messages. Citing Alba and Hutchinson (1987) and others, experts find attribute-

oriented statements in advertisements to be informative, whereas novices 

consider benefit-oriented statements to be informative (in Maheswaran & 

Sternthal, 1990, p. 66). This implies that B2B buyers, considered experts in their 

respective fields, may also display a tendency to process attribute statements 

more evaluatively than benefit statements. It may also be interpreted as a 

signpost: if business experts favour advertisements that avoid factual, technical 

jargon and detail, relying on personal sources for information, then indirect, 

symbolic advertisements may provide an effective means of building stronger 

brand associations.  

The literature provides some support for this rationale, but more empirical 

evidence is needed to effect any change to dominant practice. The body of 

knowledge on language and rhetoric is vast, so the review was intended to 

establish a framework of understanding about what constitutes literal versus 

symbolic that was relevant for the present study. The key aspects are summarised 

in the following sections. 

Defining Literal. The first step in an attempt to assess and measure literal 

message content required developing an understanding of the construct. George 

Lakoff pointed out the complexity in trying to define the word literal, and 

challenged the conventional understanding or, as he termed it, ‘senses, of what 

constitutes literal’ (1986, p. 292). He warned that in defining literal, care must 

be taken to distinguish the four senses of literal convergence:  

 Literal 1, or conventional literality: ordinary conventional language 

– contrasting with poetic language, exaggeration, approximation, 

embellishment, excessive politeness, indirectness, and so on. 

 Literal 2, or subject matter literality: language ordinarily used to 

talk about some domain of subject matter. 

 Literal 3, or nonmetaphorical literality: directly meaningful 

language – not language that is understood, even partly, in terms 

of something else. 
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 Literal 4, or truth-conditional literality: language capable of 

‘fitting the world’ (i.e. of referring to objectively existing objects 

or of being objectively true or false).  

(Lakoff, 1986, p. 292) 

To add further complexity, not all literal appeals are necessarily emotionally-

neutral, such as fear, humour, etc. Alternatively, inherent associations to a 

particular word can evoke emotion, such as the feelings of affection and 

dependence with words like mother and home (Katz, 1947). These conditioned 

words can be used to tap into old emotions in logically irrelevant situations. 

Literal words, one might expect, mean exactly what they say, but this is not 

always the case. For example, Gibbs points out that people generally won’t 

interpret the literal meaning of indirect questions, such as ‘Can you pass the 

salt?’—whereby the intended meaning is for the hearer to pass the salt, rather 

than interpret the remark literally as a question (1983). Countless occurrences of 

such language take place in our everyday conversations where people do not 

first analyse literal meanings of nonliteral utterances before deriving their 

conveyed meaning (e.g. ‘do you know the time?’, ‘must you open the window?’) 

(Gibbs, 1983). Literary theory is based on the premise that all language is 

fundamentally symbolic (Sapir, 1949, in Stern, 1988). In the same way, 

metaphors are a fundamental characteristic of how people categorise and make 

sense of everyday experiences: verbalising almost six metaphors per minute of 

spoken language (Gibbs, 1992).  

In advertising, literal claims may contain indirect or implied messages, such as 

implied superiority. Frazer categorised such claims as pre-emptive strategy in his 

typology of creative strategy alternatives (1983). The basic goal of this strategy 

is to make a claim about a product or service that could be true of any 

competitor products. Competitors avoid making the same claims—and the 

undesirable me too position—even though the same characteristics may be true 

of their product or service. Thus, the advertiser is perceived by consumers as the 

unique source of this claimed superiority (Patti & Frazer, 1988).  

Many other examples of pre-emptive or implied superiority claims saturate the 

markets, but a notable example was the early advertisements for Schlitz beer, 
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developed by Claude Hopkins. Advertisements stated bottles were ‘bathed in 

live steam’—a process used by many brewers—but implied some superiority in 

the brewing of Schlitz beer (Patti & Frazer, 1988). In this way, the literal 

meaning of the claim is true, but not unique, as is implied. Similarly, puffery, 

most often, is also explicit; using ‘undisguised exaggeration or hyperbole’, often 

accepted by consumers as true (Wyckham, 1987, p. 55). Thus, a sentence can be 

literal in one sense and nonliteral in another. 

For these reasons, the distinction must therefore lie in the differences between 

the terms literal and literal meaning. Hence, the present study interprets literal 

as a technical term and, as suggested by Lakoff, will be restricted to the meaning 

of ‘Literal 3: the sense of being directly meaningful, without the intervention of 

any mechanism of indirect understanding such as metaphor or metonymy’ 

(Lakoff, 1986, p. 293). In other words, literal messages can be described as 

logical or rational forms of communication where ad elements (verbal or visual) 

are depicted in a purely descriptive or factual manner and logical inferences can 

be derived directly from the message. 

Operationalising Literal Message Content. The classic work by Resnik and 

Stern (1977) provided researchers with a typology of 14 informational cues to 

operationalise the difference between informative and noninformative 

advertisements. A number of studies adopted the Resnik-Stern informativeness 

measure to determine if advertising content is similar in different countries and 

to account for the differences (Renforth & Raveed, 1983) and the effectiveness 

of TV commercials of high versus low information content in two divergent 

cultures (Taylor, Miracle, & Wilson, 1997). The measure was also applied in the 

B2B domain to investigate dimensions of perceived effectiveness and relevance 

of information in print advertisements (Lohtia et al., 1995). In a later study, 

Stern and Resnik (1991) replicated their earlier research to explore what, if any, 

changes in informativeness occurred over the previous decade, with a secondary 

goal of comparing the informativeness of advertisements in networks to those 

broadcast by cable networks. They reported two prominent findings:  magazines 

tended to be considerably more informative than TV advertisements and 

advertising in non-U.S. cultures was found to be more informative (Stern & 

Resnik, 1991).  
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These results were not surprising—advertising in the U.S. had become more 

competitive, calling for increasingly sophisticated and ingenious ways to attract 

attention. Furthermore, TV advertising is considered an intrusive medium, 

whereas individuals chose to spend time reading a magazine and can be more 

selective about the advertisements that are of interest. Nevertheless, Stern and 

Resnik’s study highlighted the shift in message strategy in consumer markets, 

with an upward trend toward indirect forms of persuasion, while supporting the 

notion of print as the most appropriate format to disseminate more information 

in an advertisement, as exemplified in most B2B advertising.      

However, Aaker and Norris (1982) observed that while studies using the Resnik-

Stern method gather frequencies of informativeness advertising dimensions, the 

Resnik-Stern method does not account for the impact, or effect, of advertising 

dimensions, e.g. bold face, large type size. Abernethy and Franke (1996) 

detected other concerns, recognising the heavily product-related focus as a 

limitation of this coding scheme. Then, a later study highlighted a further 

constraint: cues are only counted once, no matter how many distinct bits of 

information are represented in the advertisement for a given cue (e.g. different 

prices) (Abernethy & Franke, 1998). This finding reiterated the shortcoming 

stated by Aaker and Norris. In this way, the Resnik-Stern informativeness 

measure provided only a conservative indicator of discrete information levels 

contained within advertisements.   

These observations should also be regarded together with Hunt’s (1976a) earlier 

assertions about the quantity of information cues. Hunt’s investigation of an 

information-persuasion dichotomy concluded that quantity of the information 

content is not independent of the quality or usefulness of the information, thus 

quantity cannot be measured separately from its perceived value or usefulness to 

the consumer. Furthermore, a second conclusion claimed that information is 

claimed to be individual-specific, or in other words, that a message can contain 

different amounts of information for different people. Thus, Hunt refuted the 

classic work on information by Shannon and Weaver (1949) to measure the 

quantity of information contained in a message and charged it as being ‘arbitrary 

at best’, without measurement being conducted in concert with the quality or 

usefulness of the information (1976a, p. 7). 
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With these weaknesses in mind, the scale developed in the present study is a 

holistic measure of symbolic and literal dimensions found in advertising 

messages, instead of rating discrete ad elements in isolation.  

 Defining Symbolic. Advertisements can cleverly set up connections between 

certain products and services and certain types of consumers, creating symbolic 

means of exchange. Symbolic messages are figurative forms of communication, 

such as metaphors or tropes (figures of speech) that deviate from a person’s 

expectations through the use of nonliteral words or images (MacCormack, 

1985). McQuarrie and Mick defined figurative language as inviting ‘elaboration 

because their style is based on artful deviation, that is, a swerve from 

expectations’ (2003b, p. 579). The deviation that constitutes a rhetorical figure 

does not refer to anything deviant or abnormal, and it certainly does not imply 

something defective. Symbolism is based on the premise that when message 

content is largely or completely absent, even unintelligible, it forces the recipient 

to rely on self-generated cognitive responses to interpret the message, thus 

increasing its effectiveness (Padgett & Brock, 1988).   

Consequently, ambiguity in an advertisement may result in positive affect and 

the spontaneous generation of multiple inferences. Incongruity in advertisement 

stimuli is known to provoke stimulation, whereby unexpected/irrelevant 

information encourages additional elaboration as individuals reprocess other 

elements of the stimuli in order to make sense of the information (Heckler & 

Childers, 1992). In other words, if advertising copy does not make literal sense, 

individuals assume that figurative language is used, and process that figurative 

language according to learned cultural conventions. A similar process occurs 

when consumers encounter pictures that deviate from expectations. Thus, 

advertising creates structures of meaning: taking into account inherent qualities 

and attributes of the advertised product or service in a way to make these 

properties mean something to people (Williamson, 1978).  

MacInnis and Price (1987) pointed out that elaboration, such that may be used to 

interpret symbolic messages, can take the form of either discursive thought or 

imagery. It is this ability of symbolism that makes it a powerful creative 

approach: people think and process information through the use of mental 
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imagery. Zaltman argues that human thought is based on images, not words, 

most communication (as much as 80%) is non-verbal, and the closely connected 

process of memory and learning often form understanding by relating one thing 

in terms of another: people think in metaphors (2003). In this way, advertising 

messages that use symbolic appeals such as metaphors, tap into a fundamental, 

neurological process of the way that people think, thereby increasing the 

propensity to store an advertised message, even in part, to memory. 

Operationalising Symbolic Message Content. Leigh’s (1994) content analysis 

of 2,183 print advertisement headlines concentrated on the presence of figuration 

in print advertisements, examining the frequency and extent to which selected 

executional factors relate to the use of figures of speech in headlines. Results 

indicated that only selected figures of speech (alliteration, assonance and puns) 

are widely used; however, 74% of magazines advertisements used figures of 

speech in their headlines by the 1990s (Leigh, 1994). The seminal work by 

McQuarrie and Mick (1996) established a framework for classifying rhetorical 

figures: distinguishing between figurative and nonfigurative text, between two 

types of rhetorical figures (schemes and tropes) and among four rhetorical 

operations that underlie individual figures (repetition, reversal, substitution and 

destabilization). In their study measuring the complexity and deviation of 

headlines in print advertisements, tropes were judged more artful and complex 

than schemes, and complex figures (reversal plus destabilization) were judged 

more artful and clever than simple figures (repetition and substitution) 

(McQuarrie & Mick, 1996).  

While some differences are present between different forms of symbolism, such 

as metaphors and rhetorical figures (e.g. tropes, similes, analogy and 

personification), all involve implied comparisons between objects or concepts, 

with similar processes and outcomes. Therefore, rather than attempting to 

decipher which type of figuration is more effective than another, or presuppose 

the importance of visual over verbal elements in a printed form, no distinction is 

made among them in this project. Instead, the present study follows the stream 

of literature that measured the collective interaction of symbolic appeals within 

text-based and/or pictorial elements in an advertisement.  
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The Power of Symbolism. Research has shown that symbolism in advertising, 

in its various form of rhetoric using verbal and/or visual figurative language, is a 

powerful and effective form of communication on a number of levels. A first 

series of studies investigated the presence of metaphors, while others sought to 

determine their effect. Mitchell and Olsen’s (1981) research was among the 

early work in this area, expanding on the theoretical proposition of Fishbein’s 

attitude-toward-the-ad model to identify alternative mediators to attitude 

formation and change. Distinguishing between direct verbal claims and indirect 

visual associations to the brand, the authors confirmed Fishbein’s beliefs-cause-

attitude proposition, but more importantly, that connotative associations could 

influence beliefs (Mitchell & Olson, 1981).  

In this way, figuration and symbols can be used to condition individuals, 

following basic stimulus-response occurrences, as proposed by Pavlov’s classic 

conditioning model5 (Pavlov, 1927). Ward and Gaidis evaluated various models 

of metaphor comprehension and proposed guidelines for marketers on the use of 

metaphors to generate beliefs or enhance the image of a product or service 

(1990). Hitchon looked at attitude in terms of the persuasive effect of metaphors 

on valence (positive or negative thoughts toward an issue) and established that 

metaphorical headlines generate more favourable reactions toward a brand than 

literal ones (1991). Whereas Stern (1990) attributed positive consumer responses 

to implicit cues in advertising messages to the enjoyment that people derive 

from the cognitive activity involved in deciphering meaning, much like 

crosswords and other word games Or, deeper stimulation is provided through 

multiple readings and interpretations, as contended by McQuarrie and Mick 

(1999) and inherently pleasurable for the reader.   

More recently, a surge in research on symbolic advertising revealed that various 

benefits can be obtained through the use of indirect message appeals. For 

example, indirect persuasion attempts can lead to positive attitude-toward-the- 

ad and brand, increased message credibility (Brennan & Bahn, 2006; McQuarrie 

& Mick, 1999), and stimulates more extensive processing (Toncar & Munch, 

                                                 
5 Relates to a form of associative learning first discovered by Russian physiologist, Ivan Pavlov, 

in his famous experiments conditioning dogs to salivate in response to auditory stimulus 
(ringing of a bell). 
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2001) or elaboration to resolve the incongruity (Phillips, 1997; Whaley, 1991). 

Others found that the likelihood of counter-arguing is less (Brennan & Bahn, 

2006; McQuarrie & Phillips, 2005) and that individuals are more receptive to 

weak implicatures, rather than strong, direct claims (McQuarrie & Phillips, 

2005). In essence, figuration—defined in the present study as symbolism—has 

the ability to move individuals through each stage of the learning hierarchy: 

create awareness, stimulate interest, kindle desire and motivate action.  

Finally, Sopory and Dillard (2002) meta-analysis assimilated an array of 

evidence on the persuasive power of symbolic message elements, defined in 

terms of metaphors over literal language. Remarkably, their literal-metaphor 

comparison found that 42% of the variance on attitude change was explained 

under optimal conditions. Optimal conditions were described as a single, non-

extended metaphor that was novel, had a familiar target and was used early in a 

message (Sopory & Dillard, 2002).   

With such resounding evidence on the effectiveness of symbolic approaches in 

advertising, it would logically follow that its use should also escalate. This trend 

was examined by Phillips and McQuarrie (2002) in their extensive review of the 

development, change and transformation of rhetorical style in consumer 

magazine advertisements from 1954-1999. The study revealed that rhetorical 

figures were prevalent throughout the period; however, they became more 

complex and elaborate over time. Among other findings, the incidence of 

figurative pictures in advertisements almost doubled during the same time 

period, while verbal anchoring—the use of literal verbal copy, such as headlines 

or body copy that explains how consumers should interpret the advertisement’s 

message—experienced dramatic declines by the end of the 1990s (Phillips & 

McQuarrie, 2002). 

These studies and others attest to the extensive use and importance of this 

stylistic device. Clearly, metaphors and other rhetorical figures provoke deeper 

processing and, in turn, understanding, of advertisements leading to enhanced 

effectiveness in various ways: recall, attitude, involvement, elaboration, 

memorability and more. Notwithstanding this evidence of the decisive 

persuasive nature of symbolic message content, the application of these 
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techniques is notably absent in business advertising, along with research to 

advance understanding of the potential benefits for this more complex market. 

The present study takes up the challenge to address this gap.  

Symbolism in Print Advertisements. The use of symbolism can prove even 

more beneficial in a print context. Toncar and Munch (2001) confirmed that 

using tropes can significantly enhance the effectiveness of print advertisements, 

making it more persuasive and more memorable, but is limited to low 

involvement settings. Tropes in high involvement settings appear no more (or no 

less) effective than explicit claims on depth of cognitive processing, product and 

ad attitude, and recall (Toncar & Munch, 2001). Yet, from a different 

perspective, Huhmann, Mothersbaugh and Franke (2002) found rhetorical 

figures had the ability to enhance readership, particularly with longer texts. 

According to Proctor, Proctor and Papasolomou (2005) the process of 

interpreting metaphors in advertisements may be anchored in perceptions, 

interests, experiences and motivations of an individual, highlighting the 

possibility that some advertisements can lead to a range of interpretations 

because of the ambiguity of the message and the intended messages may never 

be received. The authors also found that extraneous differences of gender and 

culture impact on how metaphors are conceptualised, and assimilated or rejected 

by viewers.  

For Ang and Lim (2006), brands using metaphors are perceived as more 

sophisticated and exciting, but less sincere and competent than those using literal 

headlines or pictures. More recently, Jeong (2008) showed that the persuasive 

effect of visual metaphors of print advertisements can be attributed to both 

visual argumentation and metaphorical rhetoric. However, the relative 

effectiveness of metaphorical rhetoric or visual argumentation seemed to vary by 

outcome type, namely, cognitive elaboration, motivational (purchase intention), 

and affective (source credibility, ad attitude, brand attitude and product belief). 

Advertisements containing a visual metaphor without verbal anchoring lead to 

the highest level of cognitive elaboration and perceived source credibility 

(Jeong, 2008).  
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These studies suggest that for research seeking to investigate the use of 

symbolism in an unknown area, such as B2B advertising, a print context may 

produce results that are more definitive. As such, there is further support for 

print as the preferred medium for the present study.  

 

2.4.5. Summary 

In sum, the studies analysed as part of this review of the communication process 

clearly emphasise the role of ‘message’ and the ability to manipulate message 

elements to produce varying effects. Only some of these factors are at the 

control of marketers. Nevertheless, much is known and can be predicted in terms 

of communication and human behaviour. These tenets form the foundations of 

how advertisers can create messages—powerful, persuasive, memorable and 

(hopefully) effective.  

The use of symbolism is clearly one of the tools in a marketer’s toolkit that can 

nail an exceptional advertisement. The literature is rife with examples where 

research has provided growing evidence to support this claim, but whether 

symbolic message content has the same power in a B2B context is yet to be 

determined. Herein lies the gap, which is addressed by this project.  
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2.5. THEME 3: B2B MARKETING COMMUNICATIONS 

In addition to the concepts and theories of OBB and 

communication (Themes 1 and 2), B2B marketing 

communications involve a range of strategies to communicate successfully with 

B2B audiences. These strategies embrace the concept and practice of marketing 

communication, including determining the role of advertising, along with 

message strategies and tactics. Because message strategy development falls 

within the marketing communication management arena, Theme 3 focuses on 

understanding the role of B2B marketing communication and the use of literal-

symbolic messages. A commentary is provided on three key dimensions: media 

in B2B advertising and the importance of print; measurement of B2B advertising 

and the relevance of readership; and the implications of traditional message 

approaches and its relevance to the present study. 

Over the years, attention has been drawn to the economic value and importance 

of B2B marketing (Lilien, 1987; Oliva, 2005), yet much of what is done and 

understood about B2B marketing communications has been caught up in age-old 

principles and approaches. Marketing tools, such as advertising, trade shows, 

sales promotions, direct mail, training support and personal selling are all 

components of the marketing communications mix used by B2B marketers; 

however, B2B marketing has failed to use the extensive, diverse and often 

creative range of strategies seen in consumer markets. In particular, the role of 

advertising is more limited, with a widely held belief that the key purpose of 

B2B advertising and promotion is to pave the way for the personal selling 

function by creating awareness and directing sales leads. Similarly, choices for 

media selection have remained relatively constant with B2B marketers 

continuing to favour traditional print vehicles, particularly trade magazines, over 

other channels for non-personal communication. Nevertheless, despite the 

significant economic value, B2B advertising and marketing communication has 

failed to capture as much interest as the B2C advertising within the academic 

research community.  

Two key factors emerged from this analysis: 1) a mismatch between B2B 

advertising and advancements in consumer markets in the use of indirect forms 

THEME 1 THEME 2

THEME 3
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of persuasion (e.g. symbolism), and 2) the dominance of print as the preferred 

medium for B2B advertisements. Within these domains, the focus of this review 

is limited to only those aspects directly relevant to the present study: print as 

dominant B2B media channel, the effects of advertising in a B2B context, and 

challenges to the traditional paradigms of message content in B2B advertising.  

 

2.5.1. Media in B2B Advertising: Importance of Print 

As shown in Figure 2-8, print remains the preferred media category in the U.S., 

totalling 50.1% of all B2B ad spending across various print forms (business 

publications, consumer magazines and newspapers), compared to television 

(28.9%), radio (8.0%), the internet (9.5%) or outdoor (3.5%). Historically, media 

choice has also been found to favour the use of trade publications and direct mail 

(Bellizzi & Lehrer, 1983). In 1974, approximately 75% of industrial advertising 

was spent on business magazines (Hanssens & Weitz, 1980) and it remains the 

largest medium in the U.S today, accounting for 23.2% of all B2B advertising 

expenditure in 2008 (Maddox, 2009). Similar trends are experienced in the U.K., 

where the business magazine industry is worth 25% more than the combined 

business TV and radio industries (FIIP, 2007).  

FIGURE 2-8: U.S. B2B ADVERTISING EXPENDITURE FOR 2008  

 
Source: B2B analysis of data by TNS Media Intelligence, published by Crain Communications Inc.  
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More recently, scholars are advocating alternative media strategies to transmit 

B2B advertising messages such as outdoor advertising (Lichtenthal, Yadav, & 

Donthu, 2006), while others see strategies traditionally employed by consumer 

advertising, such as celebrity endorsements, as the way to bridge the gap 

between B2B and B2C advertising strategy (Podmolik, 2005). However, recent 

figures attest to the continued importance of print in B2B advertising and 

provide strong support to utilise this medium as the basis for this study.  

Furthermore, while interest in internet advertising continues to grow—being one 

of the few media categories where ad spend has increased—overall spending 

remains considerably lower than print, across its various forms and vehicles. 

Therefore, the main reason that this research project is focused on print 

advertising is that its dominance in use indicates that enhancing print in 

advertising performance is more likely to offer the greatest benefit for B2B 

advertising practice. 

 

2.5.2. Measuring Effects of B2B Advertising: Relevance of Readership Measures 

As within the B2C context, research that investigates the effectiveness or 

performance of advertising is difficult to measure, interpret and base predictions 

upon. In both the B2C and B2B sectors, the complexity of the marketplace, 

including competitive activity and marketing variables, has made it difficult to 

isolate the precise effects of advertising. All of these marketplace factors can 

adversely affect sales; however, they may be camouflaged or neglected as 

important considerations in the evaluation of outcomes for an advertising 

campaign.  

Other complications in measuring the contribution of advertising relate to 

decisions about which element of advertising should be measured—the creative 

strategy, creative tactics, media or entire campaign. And finally, against which 

criteria should advertising be measured—level of sales, changes in awareness, 

level of inquiries, or overall changes in buyer attitudes (Patti et al., 1991)? 

Nevertheless, it is critical to measure advertising effort in order to estimate 

return on investment, and evaluate the impact of communication activity. Such 
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measurements lead to improved performance of advertising and overall 

productivity of marketing efforts. 

In consumer markets, advertising practice continues to evolve, embracing new 

technologies and understanding about how people think and what motivates 

purchase decisions. B2B advertising generated considerable interest during the 

1970s and 1980s, concentrating on predictors of successful advertising 

approaches, message positioning and creativity, product characteristics, media 

selection, competition (Bellizzi & Hite, 1986; Bellizzi & Lehrer, 1983; 

Chamblee & Sandler, 1992; Hartley & Patti, 1988; Korgaonkar, Bellenger, & 

Smith, 1986; Naccarato & Neuendorf, 1998; Patti, 1977b; Zinkhan, 1984). 

Budgeting approaches has also received attention (Blasko & Patti, 1984; Lynch, 

& Hooley, 1989), along with econometric (modelling) studies (Hague & 

Jackson, 1994; Mudambi et al., 1997; Shipley & Howard, 1993).  

The most common measures of advertising performance involve memory (e.g. 

recall), attitude (e.g. likeability, evaluation), and action (e.g. purchase, inquiry 

generation) (Lohtia et al., 1995, p. 372). Measures regularly used to evaluate 

performance in B2B advertising, typically using some form of readership 

(Assael et al., 1967; Chamblee et al., 1993; Chamblee & Sandler, 1992; 

Hanssens & Weitz, 1980; Jensen & Jepsen, 2007; Soley, 1986; Soley & Reid, 

1983; Sweeney & Webb, 2007; Twedt, 1952; Zinkhan, 1984). Nevertheless, 

studies found that, by and large, B2B advertising practices only partially adopted 

theoretical concepts and standards of objective setting and evaluation (Hartley & 

Patti, 1988; Patti, 1979).  

In sum, advertising appeals have tended to be more limited as B2B buyers are 

found less likely to be influenced by psychological cues, seeking technical and 

specification-based information, including price, service and quality (Bellizzi & 

Lehrer, 1983; H. E. Brown & Brucker, 1976; Chakrabarti et al., 1982; Cutler & 

Javalgi, 1994; Morrill, 1970; Sawyer, 1978). Table 2-10 provides a brief 

summary of the research evaluating the effects of advertising that were reviewed 

in terms of their relevance to the investigation for this project: the role of 

literalism and symbolism in message content.  
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TABLE 2-10: SUMMARY OF ADVERTISING EFFECTS  
IN B2B ADVERTISING 

Advertising Effect Description of Research Key Writers 
Recall and recognition Readership studies6 (e.g. 

Starch, Ad Chart, Ad-Sell)   
 

Twedt (1952); Assael, Kofron and Burgi 
(1967); Hanssens and Weitz (1980); Soley 
and Reid (1983); Zinkhan (1986);  Soley 
(1986); Chamblee and Sandler (1992); 
Naccarato and  Neuendorf (1998)  

Affective response Attitude-toward-the ad; 
Liking; Favourable attitude 
toward brand (advertiser) 

Zinkhan (1984); Holbrook and Lehman 
(1980); Korgaonkar, Bellenger and Smith 
(1986); Shaw, Giglierano and Kallis 
(1989); Bellizzi, Minas and Norvell (1994) 

Behavioural change Enquiries; Intention to buy; 
Buying 

Morrill (1970); Bellizzi, Minas and Norvell 
(1994); Lohtia, Johnston and Aab (1995) 

 

While these studies and others provided a solid foundation for research in B2B 

advertising, efforts to advance knowledge have been neglected for over a decade 

(Gilliland & Johnston, 1997; Johnston, 1994). This signals the need for renewed 

efforts to address this void in the literature. In response, this study investigates 

the use of symbolism as a message strategy in B2B advertising and assesses the 

value of alternative approaches to those traditionally employed by B2B 

advertisers. 

Readership Measures of Advertising Performance. Within this body of 

enquiry, measures of readership (as a form of testing recall and recognition) 

have been used widely as proxies to measure the overall effect of advertising, 

albeit not without its critics (Krugman, 1977; Palda, 1966). In particular, Starch 

Readership Tests, McGraw Hill’s AdSell measures, Ad Chart, PennWell 

Advertising Readership Research (PARR) are among the leading measures of 

syndicated readership data and have been widely used in advertising research. A 

number of articles that used readership measures as effectiveness indicators are 

summarised in Appendix 2.3. Those articles appear in some of the most highly 

regarded academic journals, thus indicating the widespread acceptance of 

readership (e.g. Starch) as a measure of advertising performance.  

The use of these testing services in advertising research, pertaining to both B2C 

and B2B sectors, has endured as a time-honoured approach—spanning more 
                                                 
6 Appendix 2.3 provides an expanded summary of the key readership studies (B2B and B2C) 

reviewed for this project.  
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than five decades—attesting to the faith of advertising researchers in support of 

recall and recognition measures. Notably, Starch readership scores, testing how 

well respondents reported a print advertisement was noted or seen by its 

audience, how well respondents reported the advertisement was associated with 

the advertiser’s product, and how well respondents reported the advertisement 

was read, was the dominant measure used in these studies.  

According to Patti and Moriarty (1990), Starch readership scores measure three 

important areas. 1) intrusiveness—meaning that the audience is aware of seeing 

the advertisement, the advertisement is attention-getting or hard to ignore; 2) 

communication—which involves delivering some kind of message, either factual 

or emotional; and 3) brand identification—whereby the message is linked with 

the brand to insure that the audience doesn’t forget the product while 

remembering the advertisement. B2B advertising has yet to research the impact 

of affect and emotions to the same extent as consumer advertising.  

As such, while there are a variety of approaches to measuring the impact of 

advertising, measures of affect and attitude offer less scope for comparison with 

earlier studies. Previous research has found Starch readership measures represent 

important functions of B2B advertising and, in turn, represents an appropriate 

measure to test advertising performance of B2B print advertisements. 

Starch Readership Scores. Starch Readership Tests are a ‘through-the-book’ 

recognition technique for assessing print-ad readership. Developed by Daniel 

Starch in 1932 as a commercial syndicated service of readership of print 

advertisements (Finn, 1988), Starch readership scores account for 25% of 

communication effects evaluated by advertising agencies (Kerr, 2002) and are 

used widely in evaluation B2B press advertising. Starch readership scores are 

obtained by personal interviews with a representative sample of subscribers of a 

magazine, where respondents are shown a random selection of advertisements 

and indicate whether they recall having seen or read various aspects of the 

advertisement during normal perusal of the magazine (Mothersbaugh, Huhmann, 

& Franke, 2002, p. 592).  
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In this way, subjects are not explicitly directed to process elements of the 

advertisement. For example, tests that measure attitude-toward-the-ad or 

attitude-toward-the-brand may motivate additional processing by the subject, 

which, as argued by some authors happens at a subconscious level, not a 

cognitive one (Briggs, 2006; Wang, 2006; Zaltman, 2003), and therefore may 

produce inaccurate results.  

As suggested by McQuarrie and Mick (2003b) tests involving investigation of 

symbolism or rhetorical figures require incidental-exposure conditions. Starch 

readership scores enable this independent measure of advertising performance 

and therefore will produce results free of additional processing that could be 

stimulated by symbolic message stimuli. For these reasons, Starch readership 

scores are used as the dependent variable in the present study, instead of other, 

more subjective measures of advertising performance, such as liking, attitude or 

purchase intention. 

 

2.5.3. Traditional Message Approaches in B2B Advertising and Implications for 

Present Study 

B2B advertisements tend to be more technical in nature, in comparison to 

consumer advertisements. These approaches flow from the belief around the 

distinct differences between the two markets, relating to the limited number of 

potential buyers, the number of people involved in the decision process, the 

complexity of B2B products, and the ability of B2B buyers to understand 

information that is more complex. In the framework of the hierarchy-of-

communication-effects theory, impersonal sources of information (i.e. 

advertising and technical literature) are more relevant at the awareness and 

interest/knowledge stage, with communication task objectives of less 

consequence during affective and connotative (liking, preference, conviction and 

purchase) stages (Bellizzi et al., 1994; Hartley & Patti, 1988; Patti, 1979). These 

assumptions have significant influence on how B2B marketers set advertising 

objectives and message strategies. 

Historically, B2B advertising and advertising research has concentrated on the 

predictive capacity of quantitative elements in print advertising, relating to 
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mechanical (or form) components of layout and design of the advertisement 

(Chamblee & Sandler, 1992), with the tendency to use rational rather than 

emotional appeals (Leonidou & Leonidou, 2009; Turley & Kelley, 1997). 

Presumably, the intention is to build brand reputation and brand image; however, 

the literature on branding in B2B markets has been neglected (Jensen & Jepsen, 

2007; Lynch & de Chernatony, 2004; Michell et al., 2001) with a focus on 

creating attention to direct sales. Specific functions of B2B advertising are to 

disseminate technical information and functional product characteristics to make 

prospective customers aware of a potential supplier. While this type of literal 

content provides appeals to a B2B buyer’s need for cognition, it lacks the 

emotive resonance needed to create deeper and more enduring customer 

relationships (Mahajan & Wind, 2002). Table 2-11 summarises the key research 

issues relating to B2B advertising relevant for the present study on literal-

symbolic message content. 

TABLE 2-11: CHALLENGES TO TRADITIONAL APPROACHES IN B2B 
ADVERTISING AND RELEVANT ISSUES FOR PRESENT STUDY 

Summary of Knowledge on B2B Advertising  Relevant Issue for Present Study 
Many early studies evaluated the influence of form 
and style characteristics of an ad, comprising ad 
elements of headline, body copy of visuals. Typically 
readership was used as a measure of performance.  

While variation was found in the results of the studies 
reviewed, sufficient evidence emerged in terms of the 
potential predictive power of mechanical variables on 
advertising performance. As such, it was important to 
control for the potential confounding effect of these 
elements when assessing the effect of literal-symbolic 
message content.  

Studies investigating message content have 
established a dominant use of rational /informational 
approaches using logical/literal appeals in B2B ads. 
Some conducted simple ‘counts’ to compare the 
presence of one type of appeal versus another, while 
others tested the use of advertising effects. Overall, 
mechanical variables were found to influence (some 
measure of) advertising performance—usually 
readership—to a greater extent than the content 
variables tested. 

Research that informed better B2B advertising tended 
to focus more on mechanical elements rather than 
content (types of appeals). Of the studies that did 
evaluate content variables, most did not test the 
same constructs, nor was the influence on 
performance outcomes compelling. Emotional and 
symbolic appeals were used interchangeably, as 
were rational and informational appeals. As such, 
research has been inconclusive on the effect of 
message content to predictor performance.  

Affective responses have been found to work equally 
well in B2B, with research providing support for the 
use of intangible message content correlating 
positively to a brand’s image and reputation. More 
knowledge and understanding is needed to advance 
understanding on building strong associations with a 
brand, based on intangible and emotional attributes.  

Although minimal, research on branding in business 
markets points to the potential benefits in making 
connections with buyers, based on psychological or 
intangible aspects. According to the consumer 
literature, these can best be achieved by using 
indirect appeals, such as symbolism. Investigation on 
the effect of symbolism in B2B advertising is needed 
to advance understanding. 
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Summary of Knowledge on B2B Advertising  Relevant Issue for Present Study 
A growing body of literature on B2C advertising 
attests to the power of symbolic message content on 
a number of levels—such as, enhancing involvement 
and engagement in the message, deeper information 
processing, as well as reducing counter-arguing, and 
more. Some studies have tested symbolism 
interchangeably with emotional appeals; however, 
this fails to provide a true understanding of the effect 
of symbolism.  

Emotion and symbolism are different constructs and 
measure different aspects of an ad. While emotion is 
typically evoked by the use of symbolism, literal ads 
can be equally effective. Many examples are seen in 
ads using graphic images to shock and instil fear. As 
such, little is known about the effect of symbolism in 
B2B advertising. Research that will enable 
advertisers to connect more effectively with buyers 
has merit.  

 

Traditional Advertising Approaches. Cutler and Javalgi’s (1994) comparison 

of B2B advertising in the U.S. and U.K. evaluated the content of 430 full-page 

advertisements from four different trade journals (two U.S. and two U.K.). In 

addition to form variables (i.e. characteristics of headlines, graphics and copy), 

components of process appeals were analysed on the basis of 

rational/informational and emotional/symbolic, following measures defined by 

Moriarty (1989; 1991). Findings indicate that while creative specialists in the 

U.S. and U.K. employ soft-sell appeals (emotional/symbolic) in B2B 

advertising, rational/informational approaches outweigh emotional/symbolic by 

four to one (Cutler & Javalgi, 1994). The sample for the present study reflected a 

similar pattern. 

Among some of the other studies that explored more qualitative elements of 

B2B advertisements was the well-cited research by Zinkhan (1984), and 

Naccarato and Neuendorf (1998). Zinkhan (1984) extended on previous work in 

the consumer area, using scales designed to measure consumer responses: Wells 

Reaction Profile (Wells, Leavitt, & McConville, 1971), Leavitt’s 

multidimensional rating scale for television commercials (1970) and Schlinger’s 

Viewer Response Profile (1979). A twelve-item scale was created to measure 

readers’ reactions to B2B print advertisements, based on five dimensions: 

cognitive response, affective response, personal relevance, humour and 

familiarity. Of these five dimensions, significant correlations on behavioural 

intentions were found for cognitive response, affective response (humour and 

likeability) and personal relevance. Cognitive responses can be motivated by 

both literal and symbolic messages. As such, the present study explores this 

dimension in further detail as an extension on this earlier research. 
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Naccarato and Neuendorf (1998) investigated the effect of both mechanical 

variables (54) and content variables (21) on PARR readership scores in their 

examination of 247 print advertisements from eight issues of Electric Light & 

Power business magazine. The findings from this research were consistent with 

other studies conducted around the same time (as presented in Appendix 2.3); 

whereby significant effects on readership scores were more likely to be 

explained by mechanical variables than by content variables. Ad size and colour 

were among the strongest predictors.  

In contrast, a growing body of research refutes the reasoning behind the use (and 

purported effect) of literal approaches to message content in B2B 

advertisements. While much of this comes out of consumer advertising research, 

strong evidence exists to suggest that subjective message elements are also 

important in business markets. In this way, the present study contributes to 

enquiry that seeks to advance understanding on the challenges to traditional 

approaches in B2B advertising.  

Implications for the Present Study. Despite the popularity of the rational, 

information-laden paradigm, indirect persuasion can be more memorable than 

words (McQuarrie & Phillips, 2005). It follows therefore, that use of indirect 

forms of persuasion, such as symbolism, in the context of B2B advertising 

should receive more attention. Some research has shown that there is a shift in 

traditional stereotypes of B2B advertising—rational appeals are better than 

emotional appeals—with the latter appeals starting to appear more frequently in 

B2B advertisements (Cutler & Javalgi, 1994).  

Among these exceptions was Holbrook and Lehman’s (1980) analysis of 154 

one-page print advertisements, using Starch readership scores as the dependent 

variable of advertising performance. Consistent with similar studies undertaken 

at the time, mechanical factors were found significant under many conditions. 

However, message factors of creativity and believability were the most effective 

means of increasing readership for the read-most variable (Holbrook & Lehman, 

1980), establishing that the importance of affective appeals in B2B advertising 

existed over two decades ago. Bellizzi, Minas and Norvell (1994) confirmed this 

conclusion in a later study of management information systems (MIS) managers 
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and computer distributors. These authors found intangible ad copy correlated 

positively to important ad qualities such as sponsor reliability, experience and 

service, encouraging reader enquiries and were perceived more positively than 

tangible messages. A similar study, involving MIS executives in buying 

decisions of mainframe computer products, added further support to the 

importance of psychological aspects in the decision process (Shaw et al., 1989).  

Other studies show confounding results. For example, in a study of 247 

readership-studied B2B advertisements, Naccarato and Neuendorf  (1998) found 

content appeals of logical argument and service advertised to be the most 

positive predictors of aided recall and readership. Contrary to growing 

conventions in consumer advertising where symbolism is more effective, these 

findings support firmly-held beliefs of traditional B2B approaches. To this end, 

the issue of the differential effects of literal and symbolic messages remains 

unresolved, with little empirical evidence in the B2B literature to provide 

convincing support for either argument. Consequently, selection of the right kind 

of advertising has become more important than ever, particularly in today’s 

dynamic, complex and high-growth sector of B2B marketing communication, 

signalling the potential for greater scope in B2B copywriting than 

conventionally employed.  

For these reasons, findings from the present study will be of particular interest to 

B2B advertising and marketing communications practitioners, and make relevant 

contributions to the scholarly research undertaken in this area.  
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2.6. SUMMARY OF KEY ARGUMENTS 

As demonstrated through the review of relevant literature, this project is 

juxtaposed between the theoretical foundations of OBB and communication 

philosophies. Out of these two theoretical areas emerges the third theme for this 

research: the applied area of marketing communication practice and theory.  

Theme 1. Firstly, the literature review draws on contextual elements, with 

respect to the processes and perceived differences that govern marketing 

communication efforts within a B2B environment. Notably, OBB distinguishes 

itself from consumer buying in a number of ways: purchases are typically more 

complex, frequently represent significant importance to the firm, involve high 

dollar-value and the decision-making process is often conducted in groups or 

buying centres. Much research has investigated these key distinctions, based on 

the premise that these factors demand different marketing and communication 

strategies to those applied in consumer markets. In particular, there is the 

prevailing notion that B2B buyers only engage in cognitive and rational 

information processing during the buying decision process with the dominant 

practice of B2B advertising to communicate highly literal and factual, benefit-

laden messages.  

The review of the literature presented here develops the argument that these 

viewpoints may be flawed. Thus, buying groups may underestimate the 

influence of individuals in purchase situations; individuals within a buying 

group may not always be concerned with factual, problem-specific information 

and advertising may operate at unconscious levels to play a critical role in 

building brand preference. In this way, the traditional role of B2B advertising—

to create awareness and direct sales leads—may be inaccurate and may indeed 

have the same persuasive effects as found in consumer advertising. Research is 

needed to contribute to and extend knowledge on the role and influence of 

advertising in the OBB process. 

Theme 2. The second key area for the present study is rooted in the wide-

ranging field of human communication, integrating relevant arguments from the 

rich body of knowledge on communication and the role of advertising within 
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this research stream. Shannon and Weaver’s (1949) model for communication 

transmission conceptualises the flow of information to mass audiences: 

beginning with a source, who develops a message, which is transmitted via a 

channel to a receiver. Each component of the communication model comprises 

an expansive stream of enquiry that investigates its role and impact on the 

communication process. This project adopts a narrow focus, which concentrates 

on the message component of the communication model. Attention is also given 

to effects models that explain behavioural and nonbehavioural effects of 

communication. In this way, an understanding is developed about how 

advertising works and explains much of what is created in consumer and 

business advertising.  

However, the literature also reveals challenges to traditional communication 

paradigms. Emotion has emerged as a compelling influencer of attitude, beliefs 

and purchase behaviour and, for the most part, invoked through advertisements 

that use some form of symbolic message appeals. A plethora of research attests 

to the power of symbolism in advertising, and its ability to motivate elaboration 

through deeper involvement in the advertisement to process hidden meanings 

and associations within the message. Importantly, symbolic appeals, such as 

metaphors, tap into the fundamental ways in which people think and process 

information, particularly at a subconscious level.  

Advertising performance has flourished on a number of levels, from higher 

recall, more positive attitude-toward-the- ad and the brand, more extensive 

processing, reduced likelihood of counter-arguing, higher receptiveness toward 

weak implicatures rather than strong, direct claims, among others. Nevertheless, 

much of this interest has centred on consumer advertising, with little attention 

paid to the B2B sector, bringing us to the third area, B2B marketing 

communications.  

Theme 3. As outlined in the review of OBB, the range of marketing tools used 

by B2B marketers is considerably limited compared to those utilised in 

consumer markets. The key, almost singular, purpose of advertising and 

promotion is to stimulate awareness and direct sales leads. In terms of 

communication, the emphasis—financial, resources, concentration, research—is 
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unquestionably personal selling. This belief is so deeply entrenched in B2B 

marketing communications practice, it has stifled advancements and research to 

gain a full understanding of what really motivates B2B buyers. Caught in a 

mind-set of sticking to time-tested, traditional media channels (primarily print), 

innovation or creativity in B2B advertising is patchy. In consumer markets, 

however, we are often beguiled and delighted by clever ways that advertising 

influences and persuades. Changes in society, increased competition, 

developments in technology and an array of other factors affect the way 

consumers (B2B and B2C) seek information, evaluate alternatives, make 

judgements and ultimately make (or influence) purchase decisions.  

The power of symbolism to tap deep psychological, emotional and unconscious 

thought processes is well-supported. Consumer advertising advances in leaps 

and bounds, finding new, more effective ways to communicate with audiences, 

yet remarkably, B2B advertising shuns such approaches. An overhaul of B2B 

marketing communications is long overdue, with research needed to better 

understand what unconscious factors play into business decisions and whether 

heavily literal information, appealing to rational decision processes, is the most 

effective approach in today’s changing marketplace. Thus, a strong argument is 

made for the use and effectiveness of symbolic message appeals and the need for 

investigation in a B2B context is established.  

Formulating the Research Problem. From the analysis of the literature 

undertaken in this review, the research problem and research questions were 

formulated. The key purpose of the research is to address the theory gap 

proposed here, whereby advertising strategy has been neglected in the B2B 

literature with further research needed to investigate the varying impact of 

different message appeals.  

The present study extends the growing stream of scholarship on symbolism, 

metaphors and rhetoric figures, with empirical research that explores the strength 

behind these approaches. In this sense, this project is contextual, borrowing from 

the B2C advertising message concepts and exploring theory and practice in the 

B2B domain. 
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CHAPTER 3  
PROBLEM FORMULATION AND 
CONCEPTUAL FRAMEWORK 

 

 

3.1.  PROBLEM IDENTIFICATION AND PURPOSE 

‘Science is an enterprise dedicated to “finding out”. No matter what 

you want to find out, though, there are likely to be a great  

many ways of doing it.’  

 (Babbie, 1995, p. 83)  

 

This chapter explains the phenomenon under investigation in this project. 

Emerging from the analysis of theoretical foundations of organisational buying 

behaviour (OBB) and the message element of communication (discussed in 

Chapter 2), the problem is framed with respect to what is already known and 

what this research was tasked to discover. Figure 3-1 shows the gap in the 

knowledge established a need to investigate the effect of literal or symbolic 

message content on B2B advertising performance.  

Problem Definition. The central research problem for this project is: 

A lack of understanding exists about the role of literalism and 

symbolism in B2B advertising.  

As observed in the above statement by Babbie, academic researchers have 

embarked upon ‘a great many ways’ to investigate the effect of advertising. 

Despite the hundreds of studies that have focused on the message component of 

communication, no single, empirically-tested scale to conceptualise and 

operationalise literal-symbolic message content could be identified. Therefore, 
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Study 1 addressed this challenge by developing and validating a scale to 

measure literal-symbolic message content in advertising.   

FIGURE 3-1: CONCEPTUAL MAP OF THEORETICAL 
FRAMEWORK AND CONSTRUCTS UNDER INVESTIGATION          

 

 

Following construction of a suitable scale, content-analytic research was 

established as the appropriate method for assessing the literal-symbolic content 

in B2B print advertisements: Study 2. Advertising performance was measured 

using syndicated Starch data to ensure ‘incidental-exposure conditions’ as 

suggested by McQuarrie and Mick (2003b). In other words, deliberated 

responses can lead to contaminated results. Alternative measures of 

effectiveness, such as liking, attitude-toward-the- ad or brand, and so forth, 

require considered evaluations about message content by respondents. Such 

measures have the potential to mask the true effect that literal-symbolic content 

may have on reader responses, where attention is directed to these aspects of an 

advertisement. Starch data do not specifically measure message content, and 

thus minimise incidents of direct attention drawn to symbolic message elements 

(in the copy or visuals). On this basis, Starch data are suitable for this project.  
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Figure 3-2 provides a diagrammatic overview of the two studies addressed in 

this project. 

FIGURE 3-2: MESSAGE FACTORS THAT INFLUENCE  
ADVERTISING PERFORMANCE 

 

 

3.2 CONCEPTUALISATION OF THE RESEARCH PROJECT 

Riffe, Lacy and Fico (2005) advised that a number of issues should be addressed 

at the conceptualisation stage of a research project, as shown in  Figure 3-3. 

Hence, this project took into account the following questions posed by the 

authors: ‘What question is the research supposed to answer? Is the purpose of 

the study description or testing relationships among variables? Will the 

researcher be exploring whether variables are associated with one another, might 

the relationship be a cause-effect one? Is the focus of the study to describe 

messages, infer about messages’ meaning, or to infer from the message content 

to the context of its production or consumption?’ (Riffe et al., 2005, pp. 41-42). 

Addressing these questions of purpose was central in developing the research 

design for the present study.  

In this project, the literature review failed to establish a strong theoretical 

framework to predict relationships among content variables. Thus, inductive 

reasoning was applied and research questions were formulated. Furthermore, 

Krippendorff (2004) advocated that content analysis should start with research 
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questions for efficiency and empirical grounding. In contrast to scientific 

hypotheses, research questions permit inferences about extra textual phenomena 

to be drawn from the text—‘about meanings, consequences or particular uses’ 

(Krippendorff, 2004, p. 32). He contended further that hypotheses are developed 

from direct observational evidence, which rule out other observations or 

inferences from texts that are outside the hypothetical assumptions set for the 

research. Thus, research questions are appropriate for this project and provided 

directional purpose for the content analytic process. Previous literature also 

provided guidance on which variables to examine, formulation of the research 

questions and data collection processes, as outlined next. 

FIGURE 3-3: PURPOSES OF CONTENT ANALYSIS TO  
GUIDE RESEARCH DESIGN  

 

Source: Riffe, D., Lacy, S. and Fico, F.G. (2005). Analysing Media Messages 
(2nd ed.). Mahwah, NJ: Lawrence Erlbaum Associates, p. 42. 

 

3.3 RESEARCH QUESTIONS 

The following research questions flow from the research problem stated above: 

RQ1. To what extent does literal-symbolic message content predict 

advertising performance scores? 

RQ2a. What differences exist over time in terms of the use of literal-

symbolic message content in B2B print advertisements? 

RQ2b. To what extent does the use of literal-symbolic message content 

effect advertising performance scores over time? 
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RQ3a. To what extent does the use of literal-symbolic message content 

vary across industry classifications? 

RQ3b. To what extent does the use of literal-symbolic message content 

effect advertising performance scores across industry? 

 

3.4 KEY CONSTRUCTS AND VARIABLES 

The first step was to establish the variables to incorporate in the content analysis 

of the B2B advertisements, drawing on academic and professional literature to 

inform these decisions. Independent variables were measured on two levels: 1) 

content and 2) form. The following discussion provides an overview of key 

factors drawn from the literature review that were used to conceptualise key 

constructs and variables under investigation, and to plan the research design for 

Stages 1 and 2 (Chapters 4 and 5 respectively). This project also explored the 

relationships between variables and examined their effect, going beyond 

descriptive analysis. Thus, advertising performance is the dependent variable 

and is measured through the four dimensions of audience readership (Starch). 

 

3.4.1. Content Variables (IVs) in Advertising Messages 

In the broadest sense, message content relates to the type of overarching strategy 

used in the advertised messages. As discussed in Chapter 2, these are 

customarily explained in the literature as rational/informational approaches 

based on a logical or cognitive response to the advertised message, or 

emotional/symbolic approaches tapping attitudes, feelings, or emotive responses 

toward an advertised message. These strategies also drive the type of language 

and imagery used in message content. Rational strategies typically convey literal 

information about product facts, features and benefits. Emotional strategies, on 

the other hand, typically employ less direct forms of persuasion such as 

symbolic forms of exchange between the sender and the receiver. In this way, 

symbolism in message content creates structures of meaning that require 

interpretation by the receiver. In contrast to messages communicated in a 
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straightforward, factual manner with logical inferences, symbolic messages are 

typically more stimulating, more engaging, more appealing and more powerful.  

Content measures can also investigate various tactical approaches for message 

appeals, such as the use of humour, fear, jingles, and so forth, with varying 

impact on advertising performance. The motives for such study are grounded in 

attempts to increase the effectiveness of advertising messages. This project 

adopts a narrow focus, restricting scrutiny to literal-symbolic content and the 

degree of importance these messages hold on advertising performance.  

Need for a scale.  Many researchers have studied message strategy (rational 

versus emotional) and executions used (literal or symbolic, figures of speech, 

figures of rhetoric, metaphor, and so on). The main challenge in assessing the 

effect of literal-symbolic message content is the discreet identification of levels 

of literalism and symbolism in an advertisement. Before that could take place, a 

scale was needed to measure literal-symbolic comparisons (described in detail in 

Chapter 4). Two main approaches to scale development were identified in the 

literature: definitional and descriptive. 

Definitional Approaches to Operationalise Literal and Symbolic Message 

Content. One approach to operationalise message content is to create/assign 

definitions for literal or symbolic appeals based on their properties. Table 3-1 

lists examples of these definitions. A more comprehensive summary was 

conducted in the scale development process, which is outlined in Appendix 4.1.  

TABLE 3-1: SUMMARY OF DEFINITIONS FOR MESSAGE CONTENT 

DEFINITIONS USED TO CLASSIFY LITERAL MESSAGE CONTENT 

1. Descriptive (content explicitly conveys product, brand or service in a purely descriptive 
fashion) 

2. Before/after product comparisons 
3. Comparative (portrayal and/or naming of the competition in the visual) 
4. Demonstration (how to do, use, apply, or make the product) 
5. Product Attributes (functionality, performance, features) 
6. Price or value (What does the product cost? What is its value-retention capability? What is the 

need-satisfaction capability/dollars?) 
7. Quality (What are the product’s characteristics that distinguish it from competing products 

based on an objective evaluation of workmanship, engineering, durability, excellence of 
materials, structural superiority, superiority of personnel, attention to detail, or special 
services?) 
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DEFINITIONS USED TO CLASSIFY LITERAL MESSAGE CONTENT 

8. Performance (What does the product do and how well does it do what it is designed to do in 
comparison to alternative purchases?) 

9. Components (What is the product comprised of? What ingredients does it contain? What 
ancillary items are included with the products?) 

10. Availability (Where can the product be purchased? When will the product be available for 
purchase?) 

11. Special offers (What limited-time non-price deals are available with a particular purchase?) 
12. Taste (Is evidence presented that the taste of a particular product is perceived as superior in 

taste by a sample of potential customers? Advertiser opinion is inadequate.) 
13. Nutrition (Are specific data given concerning the nutritional content of a particular product, or is 

a direct specific comparison made with other products?) 
14. Packaging or shape (What package is the product available in which makes it more desirable 

than alternatives? What special shapes is the product available in?) 
15. Guarantees or warranties (What post-purchase assurances accompany the product?) 
16. Safety (What safety features are available on a particular product compared to alternatives?) 
17. Independent research (Are results of research gathered by an “independent” research firm 

presented?) 
18. Company-sponsored research (Are data gathered by a company to compare its product with a 

competitor’s presented?) 
19. New ideas (Is a totally new concept introduced during the commercial? Are its advantages 

presented?) 
20. Technical or scientific claims 

 

DEFINITIONS USED TO CLASSIFY SYMBOLIC MESSAGE CONTENT 

1. Pictorial metaphor (allegorical use, unexpected substitution based on similar feature) 
2. Verbal metaphor (implied comparison between two things of unlike nature which have 

something in common)   
3. Storytelling (narrative, drama, playlet) 
4. Aesthetics (details of the visual become art, a pattern or abstraction in the visual) 
5. Trope (transfer of the meaning of a word that is a deviation from what it normally signifies) 
6. Figure of speech (word, phrase,  expression or image used in a figurative way) 
7. Wordplay (artfully varied from common usage) 
8. Schemes (word transfer that deviates from customary grammatical structure) 
9. Pun (use of a single word or phrase for more than one purpose, or an amusing twist of a 

common phrase) 
10. Cliché (phrase, expression or idea that has been overused, overly familiar or commonplace) 
11. Literary allusion (explicit or implicit reference to another literary text that is "sufficiently overt" to 

be recognised and understood by competent readers) 
12. Irony (use of a word in a manner that conveys an opposite meaning to its literal meaning) 
13. Paronomasia (use of words alike in sound but different in meaning) 
14. Paradox (statement that either seems to or actually does contradict itself) 
15. Oxymoron (use of two terms which are ordinarily contradictory) 
16. Imagery or visual associations through words (use of words that appeal to one of the senses)  
17. Personification (ascribing inanimate objects or abstractions with human qualities or abilities) 
18. Allusion (reference to persons, places, myths, etc., the audience will recognise) 
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DEFINITIONS USED TO CLASSIFY SYMBOLIC MESSAGE CONTENT 

19. Simile (explicit comparison between two things of unlike nature which have something in 
common)  

20. Implicature (information that is implicitly communicated) 
21. Rhetorical questions (asking a question for the purpose of asserting or denying something 

obliquely) 
22. Alliteration (literary effect achieved by using several words that begin with the same or similar 

consonants) 
23. Metonymy (substitution of some attributive or suggestive word for what is actually meant) 
24. Semantic appositeness (fit between brand name and product attributes) 
25. Phonetic devices (use of plosives: hard-sounding consonants, or non-plosives: soft-sounding 

consonants) 

 

The summary outlined in Table 3.1 reveals highly complex, often technical 

terminology for definitions, especially for figures of rhetoric. This suggested that 

coders would require intense training, probably even specialist knowledge, to 

ensure valid and reliable assessment of the advertisements. As a condition of 

reliability, content analysis must be reproducible (Krippendorff, 2004) and 

‘usable by a wide variety of coders, not just a few experts’ (Neuendorf, 2002, p. 

116). Therefore, to avoid potential reliability issues, a definitional approach was 

not used to operationalise literal-symbolic message content for the present study.  

Descriptive Approaches to Operationalising Literal and Symbolic Message 

Appeals. Alternatively, communication researchers have created descriptors for 

classification of message content. Hundreds of studies have investigated some 

dimension of message content. The analysis of literature (Chapter 2) on message 

content and processes followed in scale development helped narrow the focus. 

As such, only articles published in leading advertising journals and utilising 

adjectives as descriptors were analysed. Table 3-2 presents a summary of 

relevant terms used in conceptualising the literal-symbolic construct.  

This approach provides a less precise yet more descriptive form of assessing 

message content. However, it permits a more holistic or collective evaluation of 

advertising messages, rather counting distinct instances where literal or symbolic 

bits of information (cues) are used in the advertisement. Furthermore, the 

practice of measuring the quantity (or frequency) of information content in 

isolation has been criticised as a limitation of such measurement instruments 
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(Aaker & Norris, 1982; Abernethy & Franke, 1996, 1998; Hunt, 1976a). As 

such, the descriptive approach, not the definitional approach, was favoured for 

the present study. 

TABLE 3-2: SUMMARY OF RELEVANT MESSAGE  
CONTENT DESCRIPTORS 

AUTHOR/S TERMS USED TO DEFINE MESSAGE CONTENT 
(Krugman, 1962) Investigation of the effects of learning on copy testing. ‘Hard-sell copy is intended to be 

clear and direct in its message. Little is left to chance, to the viewer, or to changed 
meanings with repetition.’ Soft-sell or mood copy is described as more complex and 
‘purposely somewhat more vague in its message…and attended by greater learning 
and liking effects with repetition’. 

(Berlyne, 1970) Explored effects of tangible versus intangible ad copy, where tangible is described as 
definite or not vague or rather specific about product attributes or intangible as less 
specific about these attributes.  

(Berlyne, 1970) Investigated the elements of tedium. Findings revealed the liking of the complex stimuli 
tended to increase with exposure, while liking of the simple stimuli tended to decrease 
(in Cox & Cox, 1988). 

(Leavitt, 1970) Unipolar scale to dimensions upon which viewers’ rate commercials. Three of the eight 
factors were consistent with other items relevant to this study: authoritative (confident, 
business-like, consistent-in-style, responsible, frank, and dependable); familiar 
(familiar, well-known, saw before); and novel (original, unique, imaginative, novel, 
ingenious, and creative). 

(Wells et al., 1971) List of approx 1,000 words and phrases developed to convey consumer opinions of TV 
commercials. Six stable factors found, including: uniqueness described as imaginative, 
novel, ingenious, unique and original. Familiar, saw-before and well-known emerged as 
less stable dimensions. Among the pool of words used in construction, words that 
loaded high (.05) onto any factor included: amusing, contriving, creative, disorderly, 
entertaining, expressive, informative, frank, logical, objective, unrealistic; words 
checked by raters twice or more included: abstract, emotional, complex, commonplace, 
conventional, dull, inconsistent, disorderly, ordinary, precise, subjective, subtle, 
tangible, simple, straightforward, trustworthy, vague; and words cast into bipolar format 
included: stupid-clever. 

(Morrison & 
Dainoff, 1972) 

Followed Berlyne (1970) theory; termed aspects of objects tending to create arousal 
(curiosity) as ‘collative variables’, In addition to novelty, complexity, and irregularity, 
have incongruity, surprisingness and uncertainty. Familiarity related to previous 
exposure to an ad and the authors ‘defined the opposite of familiarity as unfamiliarity’. 

(Holbrook, 1978) Factual claims are ‘logical, objectively verifiable descriptions of tangible product 
features’ whereas evaluative claims are ‘emotional, subjective impressions of 
intangible aspects of the product’. 

(Shimp, 1979) Examined three literary forms that advertising has adapted—metonymy, irony, and 
absurdity. Metonymy was capable of being misleading by adding multiple or implicit 
meanings. Irony, likewise, conveys double meanings where the message is hidden 
rather than stated overtly, such as in fear appeals, or using humour to present illogical 
surface propositions to stimulate the reader to infer the underlying meaning. Absurdity 
is used to stimulate ambiguity and create subjective interpretations, juxtapose 
incongruous visuals and text in humorous vignettes or display unrelated objects to 
create attention-getting effects.  

(Shimp, 1979) A claim is objective when ‘the thing signified is tangible and has physical reality’ (e.g. 
brand x is a diesel engine) and is subjective when the thing signified ‘is entirely 
perceptual and devoid of a counterpart physical property’ (e.g. brand x is attractive). 
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AUTHOR/S TERMS USED TO DEFINE MESSAGE CONTENT 
(Rossiter & Percy, 
1980) 

Investigated the variance of relative salience or strength of visual content and verbal 
content in an advertisement, combining high and low visual emphasis with explicit and 
implicit verbal claims.  

(Aaker & 
Bruzzone, 1981) 

Novel is original, imaginative and clever. 

(Aaker & Norris, 
1982) 

List of adjectives developed to describe commercials including the factor of 
entertaining, measured as clever, imaginative, amusing, original, uninteresting, lively 
and dull. Informative demonstrated large positive correlations to ‘personal relevance’ 
adjectives, reflecting a tendency to be: worth remembering, convincing, effective and 
interesting. A further 20 characteristic descriptors were developed including: hard-sell 
(reason-why approach/only product information provided) versus soft-sell/mood 
approach (characterisations, entertainment); distinct claims or thoughts. 

(Edell & Staelin, 
1983) 

An objective message describes ‘physical properties of the brand by giving verifiable, 
factual information—i.e. information conveyed on a scale not subject to individual 
interpretation’. Subjective information ‘is open to individual interpretation, primarily 
because there is no universal agreement on the scale used to measure the product 
performance attribute mentioned’. 

(Moldovan, 1984) Forced exposure of a single advertisement to test necessary elements of successful 
commercials. Two of the 20-item bi-polar pairs had adjectives deemed relevant to the 
present study: interesting or dull; realistic or unrealistic.  

(Debevec, Meyers, 
& Chan, 1985) 

Concrete verbal information is specific, whereas abstract verbal information is 
nonspecific. 

(MacKenzie, 1986) Concrete copy is phrased in detailed and specific terms about objects, actions, 
outcomes, and situational context, whereas abstract copy is more general or vague. 

(Holbrook & Batra, 
1987) 

To represent advertising content, authors developed scales borrowed from a number 
of sources in the development of three sets of scales, including a set of 24 bipolar 
adjective pairs with the relevant items for this study of: hard-sell vs. soft-sell; 
entertaining vs. dull; mundane vs. creative; factual vs. evaluative; surprising vs. 
expected; intangible benefits vs. tangible benefits; simple/straightforward vs. complex/ 
distracting; objective vs. subjective; and novelty (novel) appeal as a unipolar item. 

(Cox & Cox, 1988) Metaphorical images are described as embodied imaginative structures or simulated 
images of human understanding, giving coherent, meaningful structure to experiences 
at a pre-conceptual level.  

(Cox & Cox, 1988) Complex stimuli were defined as ‘having many heterogeneous elements, irregular in 
arrangement’ whereas simple ads have low levels of complexity or uncertainty, 
depicted by only one or two objects. Novelty was measured by the degree to which an 
ad was unusual, original, and new. Familiarity related to the number of times the 
stimulus has been seen in the past. 

(Aaker & Stayman, 
1990) 

Explored a broad set of items and dimensions and their links to ad effectiveness. Nine 
dimensions emerged from an individual level factor analysis: amusing/clever, dull, 
warm, lively, informative/effective, irritating/silly, familiar, confusing and believable.   

(Ford, Smith, & 
Swasy, 1990) 

An objective claim ‘describes some feature of the product that is measured in a 
standard way’. A subjective claim ‘describes some feature of the product that is not 
measured in a standard way’. 

(Miniard et al., 
1991) 

Following Petty and Cacioppo’s (1981) ELM model, messages can contain issue-
relevant information (i.e. arguments), described as product-relevant. Conversely, 
messages may be devoid of issue relevant information (i.e. peripheral cues), or are 
product-irrelevant. 

(Huhmann, 1998) Examine effect of rhetorical figures in text headings as to how users read and process 
the text. Rhetorical figures were defined as artful deviation from expected language 
use, operationalising incongruity as deviation from normal language use. 
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AUTHOR/S TERMS USED TO DEFINE MESSAGE CONTENT 
(Huhmann, 1998) Examined alternative combinations of pictorial and verbal material in print ads. The 

effect of presenting similar versus discrepant information within a message was tested 
whereby ease of comprehension was manipulated by imbedding an expectation and 
subsequent predictable or unpredictable information within the same text material.  

(Huhmann, 1998) Nonfigurative: text uses the expected pattern and literal meaning of words. Ad 
information can be expressed literally by describing the product or its concrete 
attributes and benefits in matter-of-fact, straightforward language. Rhetorical figures 
may also pair a common saying with a picture that causes the words to take on an 
unexpected meaning and should possess the power to enhance motivation to process 
and provoke an emotional response. One category of rhetorical figures, schemes, 
create unexpected, unusual, or pleasing patterns of words or sounds. Similarly, figures 
may leave a gap or omission that the audience must complete; however the missing 
information is not always obvious or readily implied. 

(McQuarrie & 
Mick, 1999) 

Metaphors and figures of speech are forms of rhetorical figures–artful deviations, 
considered stylistic devices and not errors or solecisms. Deviant construction relates to 
oscillating meanings that can’t be pinned down, and offer advantages over more 
straightforward messages. Figures in schematic mode related to when text contains 
excessive order or regularity, while a figure in tropic mode occurs when text contains a 
deficiency in order or irregularities. Artful deviation invites elaboration, as a swerve 
from expectations and fosters a pleasurable aesthetic experience = improved Aad.  

(Morgan & 
Reichert, 1999) 

‘Concrete metaphors are those which rely on comparisons that can be experienced 
directly. Abstract metaphors involve comparisons that cannot be experienced 
directly…based on something intangible.’ 

(Toncar & Munch, 
2001) 

Investigated the effects of specific type of figure of speech (tropes) with implied 
meanings, versus explicit (logical) claims on advertising effectiveness of print ads. 

(Ang & Lim, 2006) Metaphoric headline is “an elliptical (indirect/obtuse) form of a simile” whereas a 
metaphoric picture shows the object to which the brand was compared. 

(Jeong, 2008) Metaphor: rhetorical style of comparing two dissimilar objects, and because of the 
comparison, the characteristic of one object is transferred to the other. Visual 
metaphors are defined as two objects or concepts that are linked analogically, 
juxtaposing two images often without accompanying verbal explanations. Non-
metaphorical or literal image: advertisement containing a product image, whereas 
non-metaphorical or literal rhetoric are explicit verbal explanations. 

 

Definitions of Terms in the Independent Variable for Literal-Symbolic. As 

shown in Chapter 1, this study adopts the following definitions for the two key 

terms that comprise the independent variable for literalism-symbolism. 

 literal messages—explicit or logical forms of communication where 

logical inferences can be derived directly from the message (Toncar & 

Munch, 2001).  

 symbolic messages—figurative forms of communication, such as 

metaphors or tropes (figures of speech) that deviate from a person’s 

expectations through the use of nonliteral words or images 

(MacCormack, 1985).  
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Other Content Variables Relevant for the Present Study. Finally, the content 

analytic study conducted by Naccarato and Neuendorf (1998) presented another 

content variable found to impact readership scores for B2B print advertisements. 

This variable was labelled subject apparentness. The authors defined this 

predictor variable as ‘the reader can readily identify the subject (see SUBJECT 

Definition) of the advertisement “at a glance”, where SUBJECT is defined as the 

topic or “reason for the ad”’ (Naccarato, 1990, p. 127). Naccarato asserted that 

subject apparentness was more appropriate in the headline or visual; however, 

acknowledged that copy may also be cryptic. Naccarato and Neuendorf’s (1998) 

findings suggested that advertisements with readily apparent subjects and 

attractive visuals are important in predicting readership scores. Consistent with 

conventional wisdom on B2B advertising, the use of indirect or clever message 

appeals—in other words, symbolic message content—were less effective. As 

such, subject and subject apparentness represented other variables of interest for 

this research project.   

 

3.4.2. Mechanical Variables (IVs) 

Form, as detailed in Chapter 2, relates to mechanical elements of the message 

execution, such as size of the advertisement, length of copy, use of colour, space 

dedicated to images, and the like. The literature review provides evidence that 

these factors, referred to here as mechanical variables, are predictors of 

advertising performance. Controlling for these measures is vital; or can lead to 

incorrect interpretation of the effect of symbolism on performance measures.  

An analysis of previous studies (professional and academic) that have measured 

the effect of mechanical variables pinpointed key factors that consistently 

explain the variance on readership performance. This analysis is summarised 

next. Relevance to addressing the research problem was a further consideration 

in the evaluation of mechanical variables. That is, the purpose of this project was 

not to investigate the impact of mechanical variables on advertising 

performance; however, it was necessary to detect any variance on the DVs 

attributable to mechanical variables. Thus, extensive or comprehensive 

measurement of these variables was not required.  
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Professional Literature. Executives from MRI Starch have produced white 

papers and presentations that inform the advertising community about print 

advertising elements that most affect Starch performance scores.  For example, a 

2008 analysis of 10,173 advertisements with Starch readership studies 

undertaken during 2007/08, identified a number of key factors that contribute to 

an advertisement’s effectiveness (MRI Starch, 2008). Findings in the report 

listed the following variables—mainly form factors—as most likely to positively 

effect readership scores: 

1) Simple layout. Minimal illustrative material or use of fragmented segments 

for body copy. 

2) Use of colour. One of the most powerful, attention-getting creative 

elements. 

3) Direct, concise copy. Not necessarily related to short versus long–

primarily use of brief phrases and easy-to-follow descriptions and 

storylines. 

4) Memorable, catchy headlines. Not necessarily related to size, number 

of words, position and/or use of colour. 

5) Well-executed layout. Presence of a natural ‘flow’ upon the page, with 

best advertisements tending to guide the reader from illustration, to 

body copy, to logo. 

6) Product category. Some advertisements are more affected by size 

considerations than others (e.g. automobiles cannot be displayed 

effectively in a small space). Some types of advertisements, such as 

food, achieve dramatic increases in readership when colour is used.  

7) Sensory appeal. Close-up illustrations of the product presented in an 

appealing way (especially food advertisements showing the product using 

giantism). 

8) Emphasising product/service benefits. Clear and strong benefits present in 

the headline and body copy.   
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Academic Literature. Similarly, academic research has tested the effect of 

mechanical variables, as detailed in Chapter 2. The strongest predictors of 

performance were established as follows:  

(a) Ad size (often controlled for by using full-page advertisements) 

(b) Use of colour (often controlled for by using four-colour 

advertisements) 

(c) Number of words in headline 

(d) Placement of headline  

(e) Size of visual 

(f) Length of copy 

Not surprisingly, most advertising textbooks mention the above variables  

(Jewler & Drewniany, 2005; Moriarty, 1991; Schultz & Barnes, 1995; Wells et 

al., 2008). The above analysis demonstrates that mechanical elements were 

important considerations in terms of their relevance to the present study. 

 

3.4.3. Implications in Terms of Testing Ad Variables in the Present Study 

The exemplar set by other researchers (Chamblee et al., 1993; Finn, 1988; 

Holbrook & Lehmann, 1980; Madden & Weinberger, 1982; Rossiter, 1981; 

Soley, 1986; Vanden Bergh & Reid, 1980) to hold some variables constant was 

followed in the present study. Including only full-page, colour advertisements in 

the sample controlled for the effect of ad size and use of colour. 

To control for the confounding effect of the remaining mechanical variables 

found to explain variance in advertising performance levels, the coding scheme 

includes: 

 Headline: present or not; size (number of words, position on page)  

 Visuals: present or not; product/brand shown in visual; size 

(proportion of page); type of visual (photo, illustration, graph/chart) 

 Body copy: present or not; length (short, medium, long) 
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Rationale for Selection of Variables. The rationale for the selection of the 

above variables is that they represent the consensus of what the professional and 

academic literature report as the most relevant variables in explaining print 

advertising performance. Unfortunately, there is no single or multiple, definitive 

research that confirms the precise contribution of one or more mechanical or 

content variables to advertising performance. Nevertheless, a rigorous analysis 

was followed, as summarised in Appendix 3.1, and the most relevant variables 

that account for confounding effects on advertising performance were identified 

for the present study. 

 

3.5. SUMMARY 

The research issue identified for the present study strikes a balance between the 

vast array of methodologies and measures to investigate various elements of the 

message component of mass communication. From the review of 

communication and OBB literature, emerged the central research problem. Two 

disparate studies were required to address the identified issue: 1) development of 

an empirically-tested instrument to measure literal-symbolic message content, 

and 2) empirically test the impact of symbolism, versus the dominant practice of 

literal messages, in B2B advertising. The plethora of research in consumer 

advertising signalled a research problem of significant merit for higher-degree 

examination.  
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CHAPTER 4  
STUDY 1: SCALE DEVELOPMENT 

METHODOLGY AND RESULTS  
 

 

4.1. INTRODUCTION 

‘Every science presupposes the existence of underlying uniformities or 

regularities among the phenomena that comprise its subject matter.’ 

(Hunt, 1976b, p. 26) 

 

This project comprises two studies—Study 1: Scale development and Study 2: 

Content analysis. The methodology and process outlined in this chapter 

describes the research design, sampling strategy and analysis undertaken in 

construction of a measurement scale to evaluate levels of literalism-symbolism 

in print advertisements. Application (and further validation) of the scale is 

detailed in Chapter 5 in the content analysis undertaken in Study 2.  

As suggested by Hunt, finding the underlying structures or predictable patterns 

was the first priority of this project. While a theoretical perspective drove much 

of this process, the science of marketing research dictated rigorous processes and 

procedures for development of measures to adequately quantify the key 

construct of interest (literalism-symbolism). Existing methodological guidelines 

provide sound principles for scale development (Churchill, 1979; DeVellis, 

2003); however, two important factors required preliminary consideration: 1) 

appropriateness of a single-item or multi-item scale, and 2) determination of 

formative or reflective indicators in the measurement model. The evaluation of 

these factors prior to commencement of the scale development process is 

discussed next. 
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Single-item versus Multi-item Scales. Researchers use various approaches to 

develop any useful measurement instrument, from single-item to multi-item 

scales. Multi-item scales are represented as two composite measures of 

variables—indexes and scales—which provide ordinal rankings of cases on a 

given variable by combining several empirical indicators of the given variable 

into a single measure (Babbie, 1995).  

Rossiter (2002) put forward an alternative procedure for scale development, 

proposing a single-item scale as an appropriate method to measure a construct in 

marketing. This procedure was acronymically labelled C-OAR-SE: Construct 

definition, Object classification, Attribute classification, Rater identification, 

Scale formation, and Enumeration and reporting. Rossiter (2002) acknowledged 

that C-OAR-SE cannot provide empirical proof that scales produced following 

this procedure are more valid than more commonly-accepted, multiple-step 

processes prescribed for scale development (Churchill, 1979; DeVellis, 2003). 

Others contend that composite measures, such as indexes or scales, provide more 

clear validity than a single indicator measure (Babbie, 1995). Babbie further 

argued that ‘scales take advantage of any logical or empirical intensity structure 

that exist among the different indicators of a variable’, by tapping structures 

among the indicators and typically represent better ordinal measures of variables 

than indexes (1995, p. 183). In this way, a single indicator measure was not 

expected to adequately tap the different nuances or variation carried in different 

forms of literalism and symbolism—subjective terms, which are open to various 

styles of interpretation. Conversely, a collection of words (adjectives), which 

describe, identify or express an attribute of something, helps capture different 

characteristics of a latent construct (a concept that can’t be observed or 

measured directly).  

Hence, a group of adjectives (indicators) permitted more directed assessment of 

definitive aspects within an advertised message, versus a subjective one, and was 

more likely to produce a reliable mechanism for measuring levels of literalism-

symbolism than a single indicator measure. Nevertheless, scale development for 

this project demonstrated the required level of rigour in the item generation and 

review stages that Rossiter (2002) suggested is necessary for single-item and 

multi-item processes. 
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Formative versus Reflective Indicators. A further consideration in 

development of a multi-item measure requires the appropriate assessment of 

dimensionality, reliability and validity of indicators. Central to this issue is 

determining the directional relationship between the latent variable construct 

(i.e. literalism-symbolism) and the construct indicators, based on their 

distinction as formative or reflective indicators (MacKenzie, Podsakoff, & 

Jarvis, 2005). In other words, do items (i.e. observed variables) that compose the 

scale reflect the construct or do they combine to form the construct?  

Failure to distinguish between formative and reflective indicators is critical in 

scale development as many procedures only apply to constructs with reflective 

measure; if applied to constructs with formative measures then construct validity 

is undermined and can result in model misspecification (Diamantopoulos & 

Winklhofer, 2001; Jarvis, Mackenzie, Podsakoff, Mick, & Bearden, 2003; 

MacKenzie et al., 2005). This distinction is described in terms of cause 

indicators, whereby the full meaning of a composite latent construct is derived 

from its measures, in contrast to effects indicators, where direction of causality 

flows from the latent construct to the indicator items in the sense that the 

construct explains the variation in the measures (Bollen & Lennox, 1991; 

MacKenzie et al., 2005). Reflective-indicators must be highly correlated 

(reflecting the same underlying construct), uni-dimensional and exhibit high 

levels of internal consistency, whereas indicators in  formative-indicator models 

tend to be uncorrelated but each contribute to determine the latent variable 

(Bollen & Lennox, 1991).  

Conceptually, observed items for this project appeared to reflect the latent 

construct of literalism-symbolism under investigation, and treated as such during 

development of the measurement model. These assumptions were later tested: 

modelling indicators as causing the latent variable—rather than being caused by 

the underlying construct—did not make sense. As such, scale development for 

the present study used a reflective-indicator model. 

Framework for Scale Development. In consideration of these factors on scale 

development, the present study followed traditional approaches of a multi-item 

scale, adopting the eight-step DeVellis framework for scale construction. This 
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process appears diagrammatically in Figure 4-1. A detailed discussion of each 

of these steps is next. 

FIGURE 4-1: SCALE DEVELOPMENT PROCESS 

 

 

4.2 STEP 1: DETERMINE WHAT IS TO BE MEASURED  

 

Many researchers have studied communication message form and specifically 

the forms of literal and symbolic. The motives for such study are grounded in 

increasing the effectiveness of commercial communication messages, especially 

advertising messages. Most of these studies have involved tests of advertising 

performance, with others interested in the impact on consumer behaviour. 

Advertising research studies typically use one or more of the traditional 

advertising effectiveness measures as dependent variable(s) and forms of 

literalism (e.g. informativeness) or symbolism (e.g. metaphoric, tropes, schemes 

figures of speech, rhetorical figures) as independent variables.  
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The main challenge in assessing the effectiveness of symbolism in message 

content is the discreet identification of the construct. Researchers have 

approached this challenge by attempting to measure consumer responses toward 

indirect appeals or forms of rhetoric in many different ways, as examined in the 

literature review. All of these studies helped to conceptualise some of the 

general effects of symbolism in advertising messages. In developing the scale 

itself, the purpose was not to measure its influence, but rather analyse what 

individuals see in advertisements—descriptive terms that express literal and 

symbolic dimensions found in advertisements. So to be able to define these 

variables, scale development commenced by reviewing the literature on each 

latent construct’s domain, as reported in Chapter 2.  

 

4.3 STEP 2: GENERATE AN ITEM POOL 

Firstly, an extensive search of the literature was conducted to identify suitable 

items for inclusion. Using key search words, searches of electronic databases 

focused on leading journals in the discipline area of advertising and marketing 

communication. Other relevant articles were found by examining the reference 

list from each article reviewed. Studies were examined for selection based on the 

criteria that: 1) an empirical study was conducted where 2) operational 

definitions were provided of literal and/or symbolic elements of message content 

to 3) test elements of advertising effectiveness or performance.  

 

4.3.1. Sample of Studies for Item Generation 

Examination of extant literature reviewed the work on leading researchers in the 

field to grasp the diversity of mechanisms proposed by scholars to explain the 

effects of symbolism in advertising. This included the seminal work on visual 

and verbal rhetorical figures by McQuarrie and Mick (1992; 1996; 1999; 2003a; 

2003b); responses to headlines using figures of speech (Leigh, 1994), rhetorical 

figures (Huhmann et al., 2002; Mothersbaugh et al., 2002), tropes versus explicit 

claims (Toncar & Munch, 2001) and tangible versus intangible elements 
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(Bellizzi et al., 1994). Much work has also been done on the effect of verbal 

and/or visual metaphors in advertising (Ang & Lim, 2006; Brennan & Bahn, 

2006; Jeong, 2008; McQuarrie & Phillips, 2005; Morgan & Reichert, 1999; 

Proctor et al., 2005; Scott, 1994, 2007; Scott & Vargas, 2007; Sopory & Dillard, 

2002; Ward & Gaidis, 1990, among others).  

In short, broad ranges of classifications exist to define various figures of 

rhetoric. Thus, classification of literalism and symbolism drawn from a number 

of different viewpoints created a long list of terms, giving rise to questions about 

their unique significance and common meanings. It was expected that an 

analysis of these items by a panel of academic advertising experts would provide 

acumen to this list, providing clearer direction for the scale development.  

A number of studies were not included because they failed to provide a clear 

operational description for the construct under investigation. In other words, the 

study may have investigated the persuasive effects of (for example) literal 

content of an advertisement (visual or verbal), but assumed an inherent 

knowledge or understanding of the term, stated simply as ‘literal’ (or 

‘nonsymbolic’, ‘non-metaphoric’ and the like), without an explicit explanation 

of how the construct is measured. Consequently, widely cited articles that have 

investigated characteristics of some form of literal (informational/informative, 

non-figurative, factual) or symbolic (metaphorical, figurative, figure of speech) 

message elements in terms of advertising performance have been excluded. 

Notable articles within this list were: Mitchell and Olsen (1981); Pawlowski, 

Badzinski and Mitchell (1998); Nelson and Hitchon (1995); Ottati, Rhoads and 

Graesser (1999); and Hitchon (1997).  

 

4.3.2. Initial Assessment of Dimensionality (Pre-Test 1) 

Early attempts to define, and subsequently operationalise, literal and symbolic 

message appeals involved testing for dimensionality of constructs as well as ease 

of use that would ensure consistency in the evaluation of message content. First, 

a modified version of the framework proposed by Beltramini and Blasko (1986) 

was adopted, shown in Figure 4-2, as a sorting and item-reduction process. 
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Descriptors were derived from the literature to create a pool of items designed to 

assess message content in print advertisements with respect to two dimensions: 

literal and symbolic.  

FIGURE 4-2: PROPOSED PROCESS FOR PRE-TEST 1 

 
 

Selection of initial pool items relied on judgment of the researcher and the 

number of items to be included was based on rule-of-thumb guidelines to 

generate a pool three to four times as large as the final scale, but not too large to 

administer (DeVellis, 2003). The early literature search yielded an initial pool of 

over 200 words or labels used to describe literal or symbolic dimensions of 

message content. The list then was analysed to identify discrete items: similar or 

duplicate descriptors were eliminated. A brief definition and example was 

provided for the remaining 55 literal descriptors and 78 symbolic descriptors 

(see Appendix 4.1). 

The pre-test comprised an expert panel of three senior advertising academics, 

each with extensive industry experience in advertising and marketing. The 

judges were asked to evaluate 133 index cards—each bearing only one 

descriptor (either visual or textual) for a literal or symbolic communication 

dimension, along with a definition and an example—and sort them into piles, 
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based on underlying commonalities. That is, each pile was identified to represent 

similar elements or characteristics of the literal or symbolic dimensions to 

develop mutually exclusive and exhaustive categories. Appendix 4.2 provides 

an account of the instructions used in Pre-test 1 to judge dimensionality of 

literalism and symbolism in message content.  

In sum, the extent of agreement among judges was low and the judges 

considered the process as being too ambiguous and difficult to rate. The judges 

discussed the process undertaken and assessed the dimensionality utilised for the 

two constructs. Deliberations over discrete dimensions of literalism and 

symbolism posed the question of measurement: the construct appeared 

unidimenisonal—a single dimension rating the concept of interest on a number 

line ranging from very low (literal) to very high—rather than two discrete 

constructs (literal and symbolic). Alternative approaches for measuring the 

dimensionality of literalism and symbolism in advertising messages were 

recommended.  

 

4.3.3. Measure Development Process  

The choice of a uni-dimensional scale, as opposed to a two-dimensional scale, 

was a preliminary consideration for scale development. Defined as ‘the existence 

of one latent trait underlying the data’, uni-dimensionality requires that the items 

forming an instrument all measure the same thing (Hattie, 1985, p. 139). The 

range of scale alternatives in the measurement format design is also limited and 

requires consistency to these parameters. In addition, the review of the literature 

in Chapter 2 identified potential differences in the effect of cue modality—visual 

versus verbal argumentation, plus an interaction effect—as other important 

factors for consideration. The measurement instrument, therefore, could not 

discriminate between modality and applied to either visual or verbal stimuli.  

4.3.3.1. Justification for Uni-Dimensionality 

A further review was conducted on the literature, with attention paid to research 

concerning the operationalisation of literal and symbolic aspects of message 
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content. Although literal-symbolic message content has historically been treated 

one-dimensionally, for example by Osgood, Suci and Tannenbaum (1957), this 

does not provide sufficiently strong  justification to accept the construct as being 

uni-dimensional. Thus, three factors validated the use of a one-dimensional 

scale: 1) previous research, 2) expert opinion, and 3) item-testing using 

exploratory and confirmatory factor analysis.  

1. Previous Research. Wells, Leavitt and McConville (1971) were among the 

earliest researchers to test descriptors of message content as bipolar (opposite) 

terms. Holbrook and Batra (1987) borrowed from a number of sources to 

develop three sets of scales to measure advertising content. This included a set 

of 24 bipolar adjective pairs. In their seminal work on advertising rhetoric, 

McQuarrie and Mick (1992; 1996; 1999; 2003a; 2003b) devised a framework to 

classify rhetorical figures. Perceived figurativeness of an advertisement was 

measured on a 7-point semantic differential scale, anchored by ‘artful, clever’ 

and ‘plain, matter-of-fact’ (McQuarrie & Mick, 1999). Similarly, Ang and Lim 

(2006) utilised a 2x2x2x2 mixed factorial design to test product type (symbolic/ 

utilitarian), headline type (metaphoric/nonmetaphoric) and picture type 

(metaphoric/nonmetaphoric) on brand personality, Aad, Ab and purchase 

intention. These studies and others establish strong support by the literature for 

the use of a semantic differential approach, grounding further testing as a uni-

dimensional measure. 

2. Expert Opinion. Literalism and symbolism were first tested as two discrete 

dimensions, as outlined in Section 4.3.2. The results of the study led the expert 

panel to propose development of the scale as a uni-dimensional construct—not 

as two discrete dimensions. A larger expert panel, comprising ten advertising 

professors with extensive scholarly research and teaching experience aligned 

with evaluating message elements, later supported this recommendation. Scale 

development followed the review by both expert panels, relying on exploratory 

and confirmatory factor analysis as the third and final check to establish uni-

dimensionality of the literal-symbolic construct. 

3. Item Testing. The importance and erroneous nature of ‘whether the multiple 

measures that define a scale can be acceptably regarded as alternative indicators 
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of the same construct’ has been contended for some time (Gerbing & Anderson, 

1988, p. 186). As such, scale development adopted the two-step approach to 

model building, as proposed by Anderson and Gerbing (1988), and 

complementing the modelling approach for theory testing (exploratory factor 

analysis), with predictive application of confirmatory factor analysis. In this 

way, factor analysis processes (outlined in Section 4.8.3) identified one single 

underlying factor (construct), achieving acceptable model fit following a series 

of model respecifications. The model was cross-validated (Section 4.9) on a 

sample drawn from a different population. The same 5-item model was specified 

using confirmatory factor analysis and represented two necessary conditions for 

uni-dimensionality: internal consistency and external consistency (Anderson & 

Gerbing, 1988). 

On the weight of this evidence, strong justification is established for the choice 

of a uni-dimensional scale, as opposed to a two-dimensional scale. 

 

4.4 STEP 3: DETERMINE FORMAT FOR MEASUREMENT 

McQuarrie and Mick’s (1996; 1999) approach for measuring complexity and 

deviation (perceived figurativeness) of advertisements provided a functional and 

effective mechanism for rating characteristics of ad elements. Using adjectives 

as descriptor items was in-line with the seminal work by Leavitt (1970) and 

Wells, Leavitt and McConville (1971) who presented a 45-item and a 254-item 

list, respectively, of adjectives or phrases to describe or discriminate among 

television commercials. Numerous subsequent studies have drawn on this work 

to evaluate responses to advertisements. Among these reaction profile studies, 

research probed the effects of advertising claims and advertisement context 

(Burton & Lichtenstein, 1988), advertising value assessment and processing 

effort (Ducoffe, 1995; Ducoffe & Curlo, 2000), audience involvement 

(Greenwald & Leavitt, 1984) and the role of emotion on consumer response 

(Holbrook & Batra, 1987). Others looked at consumer perceptions of 

commercials (Aaker & Bruzzone, 1981) and then related this to advertisement 

impact (Aaker & Stayman, 1990).  
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Typically, authors have started by building an exhaustive list of words generated 

from the literature, intuitively, consumer input, dictionaries and other sources, 

applying factor analysis or multidimensional scaling to test reliability of the 

measures. In this way, terms were derived from the literature that embodied a 

symbolic contribution to the advertising message. Put differently, adjectives 

used to explain the nature or observed characteristic of symbolic stimuli—such 

as being indirect, figurative, abstract, implied, and so on—were assembled as 

suitable scale items. Adjectives used to describe dimensions of literal content in 

advertising messages, in particular those representing bi-polar opposites to 

symbolic descriptors, were included in the item pool and deemed more 

appropriate for measuring literalism than informational cues.  

The present study also duplicated the methodology of previous work (see 

Chamblee et al., 1993; Holbrook & Lehmann,1980) whereby the advertisement 

was the unit of analysis, rather than text or visuals in the advertisement. 

 

4.4.1. Measure Characteristics: Alternative Scales Evaluated and Tested 

Different measures were evaluated to identify the most suitable format to tap the 

construct of interest for literalism-symbolism. Appendix 4.3 presents eight 

alternative response formats translated into measurement scales. These eight 

scales were evaluated and tested, with the results also reported. As can be seen, 

the alternative scales comprised items scored on a continuum, others that are 

summed to form a scale score for each advertisement, or those rated on some 

evaluative matrix.  

Mothersbaugh, Huhmann and Franke’s (2002) continuum for coding rhetorical 

figures in an advertisement’s headline or subhead provided one possible 

measure. The single-item scale classified rhetorical figures into one of six 

categories: 1) no figure in the headline or subhead, 2) single scheme, 3) multiple 

schemes, 4) single trope, 5) multiple tropes, and 6) scheme-trope combination. 

Dependent variables included ‘extent of ad processing’, taken as a proxy for 

Starch Read Most scores, in headlines or subheads using a combination of 

different rhetorical figures (i.e. schemes and tropes) (Mothersbaugh et al., 2002). 
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Replication or a modification of this instrument in order to measure a range of 

ad elements was not regarded as sufficiently robust for this academic study, so 

other scale formats were considered. Furthermore, single-item scale for literal-

symbolic message content would fail to capture the distinct nuances within the 

construct. Hence, the semantic differential was examined as a means of 

capturing distinct dimensions of symbolism.  

Originally developed by Osgood, Suci and Tannenbaum (1957), the semantic 

differential is essentially a combination of controlled association (pairing of a 

concept with a scale), the direction of the association and its intensity measured 

on a 7-point scale. Defined by a pair of polar (opposite-in-meaning) adjectives, 

the authors proposed that for communications research the semantic 

measurement can serve as a listing of certain aspects of meaning, particularly 

connotative aspects. It follows, therefore, that the application of semantic 

measurement to human communications are broad and varied, applied 

particularly to psycholinguistic studies, studies in experimental aesthetics 

(dimensionality of the aesthetic meaning), and communication effect studies 

(such as attitude and meaning changes), as produced by messages carried in 

mass media (Osgood et al., 1957). On this basis, the semantic differential was 

deemed as appropriate for the present study, borrowing from a number of 

sources in compiling a list of suitable adjectives. 

 

4.4.2. Process for Inclusion of Adjectives (Pre-Test 2) 

The crux of the semantic differential lies in selecting the sample of descriptive 

polar terms. Osgood, Suci and Tannenbaum (1957) counselled the use of a 

sample size small enough to be administered efficiently, yet as representative as 

possible of all the ways in which meaningful judgements can vary. Since 

dimensionality of the scale system was pivotal, this study developed the pool of 

scale items from three sources, suggested by Wells, Leavitt and McConville 

(1971) and Osgood, Suci and Tannenbaum (1957): 1) from the literature, 2) 

Roget's Thesaurus (1982) and 3) expert opinion. Part of the groundwork was 

undertaken in the conceptualisation stage of the project, as discussed in Chapter 

3. The summary of terms used to define message content, (first presented in 
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Table 3-2), followed a similar process undertaken by Holbrook and Batra (1987; 

1988). The review of scales yielded 108 relevant descriptor items as represented, 

in part, by the following authors (listed alphabetically): 

Aaker and Bruzzone (1981); Aaker and Norris (1982); Aaker and 

Stayman (1990); Ang and Lim (2006); Bellizzi, Minas and Norvell 

(1994); Berlyne (1970); Cornelissen (2006); Cox and Cox (1988); 

Debevec, Meyers and Chan (1985); Edell and Staelin (1983); Ford, 

Smith and Swasy (1990); Holbrook (1978); Holbrook and Batra (1987); 

Houston, Childers and Heckler (1987); Huhmann (1998); Huhmann, 

Mothersbaugh and Franke (2002); Jeong (2008); Krugman (1962); 

Leavitt (1970); MacKenzie (1986); McQuarrie and Mick (1996; 1999; 

2003b); Miniard, Bhatla, Lord, Dickson and Unnava (1991); Moldovan 

(1984); Morgan and Reichert (1999); Morrison and Dainoff (1972); 

Rossiter and Percy (1980); Shimp (1979); Stern (1992); Toncar and 

Munch (2001); Wells, Leavitt and McConville (1971). 

The following criteria were used to screen the preliminary battery of adjectives 

for inclusion in the item pool: 

 Strong face validity. Key terms (drawn from the literature) used to 

describe aspects of literalism or symbolism (or subcategories thereof, 

such as metaphors or figures of speech).  

 Representation validity. How well the terms translate into observable 

measures.  

 Subjective judgment. How discrete terms are in relation to others.  

 Can apply to describe all ad elements (i.e. visuals, copy and headline). 

For example, word play, which relates purely to textual arguments, or 

colourful (colour distinctiveness, vibrant, bright), as a measure more 

traditionally associated with imagery.  

 Can’t be applied both literally and symbolically. For example, 

comparative (i.e. between competitors; before and after) could be applied 

using a symbolic or literal style (e.g. Apple Mac). Similarly, messages 

can convey literal information using emotional appeals, so while this 
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adjective is used interchangeably in the literature with symbolic, 

emotional—and its frequently cited bi-polar opposite rational—are 

excluded.  

 Not a homonym (words that share the same spelling and the same 

pronunciation but have different meanings). For example, representative 

(descriptive, illustrative, expressive cf. typical, demonstrative, 

characteristic); descriptive (expressive, colourful, eloquent cf. 

straightforward, factual, explanatory). 

 Bi-polar anchors must relate to literal or symbolic nuances. For 

example, the term scientific or technical relates principally to literal 

factors, but bi-polar opposites (unscientific/non-scientific or non-

technical) are not used to describe symbolic. 

The list of adjectives is largely based on subjective concepts recognised to 

express some aspect of appeals found in advertising messages, but collectively 

put forward as a means of tapping levels of symbolism in print messages. Three 

senior advertising academics reviewed the preliminary semantic differential, 

providing consensus on the selected format and appraisal of initial adjective 

pairs. Scale items were reduced to a set of 20 adjective pairs and employed a 

typical 7-point semantic differential scale, anchored by bi-polar adjectives. After 

that, a panel of ten scholars with research interests in this field reviewed the 

initial pool of adjective pairs, as discussed next.   

 

4.5 STEP 4: EXPERT REVIEW OF INITIAL POOL 

The paucity of empirical support for clearly-defined measures within the 

advertising domain, particularly with regard to symbolic and literal message 

type, created significant implications relating to review of the pool items. For 

this reason, the situation called for the aggregation of collective knowledge and 

opinion, as found in a panel of experts, to establish reliable and valid scale 

items: a technique particularly effective when little historical data is available 

(Story, Hurdley, Smith, & Saker, 2001).  
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Choice of panelists was noted as a potential limitation, with decisions on how to 

choose experts, how many to use, and what constitutes an expert having a 

profound effect on the accuracy of judgments demanding careful consideration 

(Ono & Wedemeyer, 1994; Story et al., 2001). The process of compiling a pool 

of items from the literature helped identify the leading authors whose teaching 

and research aligned strongly to the specific field of enquiry. Thus, experts in the 

field of advertising were selected from prominent academicians (primarily from 

the U.S.) with significant knowledge and expertise in the message component of 

advertising research.  

In the present study, the expert panel was queried electronically with responses 

submitted anonymously via an online application. Data collected were 

quantitative, with some qualitative feedback where open-ended questions were 

employed. According to de Villiers, et al. (2005) and Linstone and Turoff 

(1975), a finite number of ranking options encourages subjects to commit to a 

particular item and make clear calculations on agreement and disagreement. 

Judges rated each item in the pool based on evaluative criteria of the following 

3-point scale: (i) ‘Definitely YES’, (ii) ‘Definitely NO’, or (iii) ‘Not sure’. If 

‘not sure’, judges were invited to suggest a more suitable adjective as a 

substitute anchor item. Secondly, judges were encouraged to submit 

recommendations for additional adjective items deemed suitable for inclusion in 

the pool and/or details from other authors or manuscripts.  

 

4.6 STEP 5: INCLUSION OF VALIDATION ITEMS 

Fifteen well-cited authors, whose publications related to advertising content and 

message strategy, were contacted by email to join the expert panel. Ten 

advertising professors completed the questionnaire. Judges rated each adjective 

pair and written comments provided detailed feedback on the appropriateness or 

inappropriateness of adjective pairs, along with suggested alternatives.  

None of the judges challenged the choice of a uni-dimensional scale, as opposed 

to a two-dimensional scale; however, the judges cautioned that some meanings 

could vary in multidimensionality. The terms with the potential to cause 
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interpretation-variance were removed from the item pool. Table 4-1 summarises 

the responses and subsequent decision to retain, exclude or alter proposed 

adjective pairs.  

TABLE 4-1: SCALE DEVELOPMENT PRE-TEST 2 RESULTS 

Adjective Pair 
Expert Judgement Results 

Decision Definitely 
“YES” 

Definitely 
“NO” 

Not  
Sure Comments by Judges 

Concrete 
↔ 

Abstract 

70% 10% 20% Try embodied instead of concrete--
literal can be very concrete. 

Strong +tve majority.  
Retained original adjective 
pair 

Familiar 
↔ 

Novel 

44.4% 33.3% 22.2% Have/Haven't seen before.  
Symbolic ads are common, so they 
could be ‘familiar’. 

50% -tve or unsure. 
Replaced with ‘have seen 
before’/‘haven't seen before’ 

Nonfigurative 
↔   

Figurative 

66.7% 11.1% 22.2% Subjective. 
But consumers aren't going to be 
able to use these words. 

Strong +tve majority  
Retained original adjective 
pair 

Simple  
↔  

Complex 

40% 60% -  Stronger -tve majority. 
Excluded adjective pair from 
scale items 

Direct 
↔  

Indirect 

90% 10% -  Strong +ve majority 
Retained original adjective 
pair 

Nonmetaphoric  
↔  

Metaphoric 

50% 20% 30% Not all figures are metaphors, such 
as rhyme or ellipsis.  
No one will know what this means.  
Only captures one aspect of 
symbolic ads (i.e. one type of figure).  
Why not literal–lots of evidence that 
negations are tough to process 
cognitively. Not really opposite pole. 

50% agree + 30% 'not sure'. 
Retained original adjective 
pair as many studies have 
used these constructs to 
measure symbolism 

Normal  
↔  

Deviant 

40% 50% 10% Symbolic ads are common, so they 
could be ‘normal.’ Maybe 
‘straightforward/ unusual’? 

Stronger -tve majority. 
Excluded adjective pair from 
scale items. 
‘Straightforward’/‘unusual’ 
added 

Product-relevant  
↔  

Product-irrelevant 

20% 70% 10% Relevance is a tough issue, symbolic 
or literal can be relevant. 
Symbolic ads can impact product 
beliefs just as literal ads.  
Orthogonal dimension. 

Stronger -tve majority. 
Excluded adjective pair from 
scale items 

Clearly-stated  
↔  

Implied 

90% 10% -  Strong +tve majority 
Retained original adjective 
pair 

Logical  
↔  

Illogical 

20% 60% 20% Literal and symbolic can be illogical or 
logical when logical often means 
sensible to many people.  
Subjective.  
Most people are able to infer the 
message of symbolic ads. 

Stronger -tve majority. 
Excluded adjective pair from 
scale items 

Hard-sell  
↔  

Soft-sell 

40% 60% - Hard/soft is more the type of claim, not 
the style of the ad.  
Weakly related dimension. 

Stronger -tve majority. 
Excluded adjective pair from 
scale items 
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Adjective Pair 
Expert Judgement Results 

Decision Definitely 
“YES” 

Definitely 
“NO” 

Not  
Sure Comments by Judges 

Unambiguous  
↔  

Ambiguous 

70% 20% 10% Structured – unstructured.  
But replace the negative with 'definite'. 

Strong +tve majority. 
Changed opposite pole 
'unambiguous' to 'definite'. 
Included ‘Structured'/ 
'unstructured 

Informative  
↔  

Uninformative 

10% 60% 30% This may have more to do with the 
amount of body copy.  
Subjective  
No, No, NO! Symbolic pictures are 
"information" as much as words are.  
Yes there is surplus info in metaphors, 
but this is an awfully oblique way to 
tap it. 

Stronger -tve majority. 
Excluded adjective pair from 
scale items 

Straightforward  
↔  

Contrived 

10% 40% 50% If contrived means false or superficial 
to some people, this item may be a 
problem.  
Straightforward/not straightforward  
"Contrived" sounds negative. How 
about "clever"?    
I use straightforward against 
clever/artful as the fundamental 
anchor of your intended construct in 
my work. 

Strong "not sure" response-
key concern using 
'contrived' as bipolar 
opposite. Changed 
'contrived' to 'unusual'. 
Paired ‘clever’ with 'matter-
of-fact' as bipolar opposites, 
following McQuarrie & Mick 

Mundane  
↔  

Creative 

50% 20% 30% But is creative the same construct as 
symbolic? 

Strong +tve majority 
Replaced 'mundane' with 
'plain' 

Expected  
↔  

Unexpected 

70% 20% 10% This is an issue for all figurative 
language.  
Transformative - informative 

Strong +tve majority  
Retained original adjective 
pair 

Credible  
↔  

Implausible 

11.1% 66.7% 22.2% Credible/not credible.  
Literal ads can be implausible-- "lose 
40 pounds!"  
Totally confounded. 

Strong -tve majority. 
Excluded adjective pair from 
scale items 

Realistic  
↔  

Unrealistic 

20% 50% 30% Subjective.  
Same (subjective). 

Strong -tve majority. 
Excluded adjective pair from 
scale items 

Explicit  
↔  

Implicit 

90% 10% -  Strong +tve majority  
Retained original adjective 
pair 

Objective  
↔  

Subjective 

60% 30% 10%  Stronger +tve majority 
Retained original adjective 
pair 

Verifiable Facts  
↔  

Intangible 
Associations 

55.6% 33.3% 11.1% A picture of a slide covered in grass 
conveys a verifiable fact –gets out 
grass stains–but is symbolic.  
How many UGs could process that!? 

Stronger +ve majority  
Retained original adjective 
pair 

Predictable/Plain  
↔  

Surprising/Clever 

60% 10% 30% But this seems like two different 
points: predictable/surprising and 
plain/clever.  
I like but divide into 2 separate items 
predictable-surprising; plain-clever. 
But do as two items, these are 
pretty central and will help scale 
validity. 

Strong +tve majority. 
Separated into two items 
'predictable'/ 'surprising' 
and 'clever' /‘matter-of-
fact'. Paired 'plain' with 
'creative' to overcome 
negative connotation 
implied by 'mundane' 
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4.6.1. Semantic Differential Measure 

Based on responses from the expert judges, 20 bi-polar adjective pairs (listed in 

Table 4-2), representing disparate descriptors of literalism and symbolism, were 

identified for further validation. As concept-scale pairings each represented the 

same factor, the polarity direction of items (positive and negative poles) was 

alternated to prevent the formation of position preference or halo effect bias 

(Hair, Bush, & Ortinau, 2003; Osgood et al., 1957). Following a conventional 

format, the representation process (X or Y) were represented as (1) = extremely 

X, (2) = quite X, (3) = slightly X, (4) = equally X and Y, (5) = slightly Y, (6) = 

quite Y, (7) = extremely Y. Item labels were defined only as polar terms.   

TABLE 4-2: BI-POLAR ADJECTIVE PAIRS  
TESTED AS SCALE ITEMS 

ITEM NUMBER ADJECTIVE PAIR 
Item 1 Concrete  ↔ Abstract 
Item 2 (reversed) Implicit ↔ Explicit 
Item 3  Have seen  ↔  Haven't seen 
Item 4 (reversed) Figurative  ↔  Nonfigurative  
Item 5 (reversed) Intangible associations ↔  Verifiable facts   
Item 6 Easy to understand  ↔  Difficult to understand 
Item 7 Direct  ↔  Indirect 
Item 8 (reversed) Unstructured ↔  Structured   
Item 9  Interpretation easy  ↔  Interpretation required work 
Item 10 (reversed) Clever ↔  Matter-of-fact   
Item 11 Congruent associations  ↔  Incongruent associations 
Item 12 (reversed) Surprising ↔  Predictable   
Item 13 Definite  ↔  Ambiguous 
Item 14 (reversed) Imagination required  ↔  No imagination required   
Item 15 Straightforward  ↔  Unusual 
Item 16 (reversed) Unexpected  ↔  Expected 
Item 17 Plain  ↔  Creative 
Item 18 Clearly-stated  ↔  Implied 
Item 19 (reversed) Generated meaning ↔  Provided meaning   
Item 20 Objective ↔  Subjective 

 

In the development study, assumptions included familiarity of the target 

population (advertising academics) toward standard measurement instruments 

employed frequently in advertising research. In other words, advertising 

academics were expected to have a working knowledge of conventional scale 

positions, such as the semantic differential scale, thus eliminating the need to 
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provide complex instructions. More detailed instruction on completing the scale 

instrument was provided to subjects (industry professionals) participating in the 

confirmatory study. Given the specialised expertise held by both groups, 

participants should have found adjective pairs readily comprehensible; however, 

use of the scale as a coding instrument involved precise training for 

interpretation and application of the measure. 

Subjects were required to apply the 20-item scale to evaluate four different B2B 

advertisements. A second single-item measure was included to rate an ‘overall’ 

evaluation of each advertisement: using a 7-point scale with labels (1) highly 

literal, (4) equally literal and symbolic, (7) highly symbolic. The stimuli 

comprised four advertisements verified by a panel of senior advertising 

professors as representing one highly literal advertisement, one highly symbolic 

advertisement and two containing elements of both. Other variables measured 

included relevant demographic factors that related to each group to check 

representativeness of the sample. 

 

4.7 STEP 6: INITIAL MEASUREMENT INSTRUMENT VALIDATION 

(PHASE I) 

Mixed mode design. Validation of scale items necessitated a mixed-mode 

approach of two self-administered survey modes (drop-off and internet) to 

generate sufficient responses for data analysis. Self-administered surveys 

distributed by the researcher offered a fast and efficient means of generating 

responses from a specialist target sample; however, when the number of 

responses fell well below the rule-of-thumb benchmark (150), the survey was 

replicated utilising an online application. There was risk involved: different 

modes of data collection commonly produce different results, particularly in 

terms of measurement differences, often caused by variation in construction 

between the two types of survey instruments (Dillman, 2007). Following 

Dillman’s technique called unimode construction, the artefact of disparity 

between survey instruments was averted, effectively reducing the likelihood that 

subjects would respond differently to questions in either form. 
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Dillman also suggested that different modes can compensate for the weaknesses 

of each method (2007). Rapid changes in technology have changed data 

collection methods and related methodological issues on combining such data. A 

growing body of studies has investigated the consequences of mixing modes, 

with benefits such as improving response rates, reduction of non-response errors, 

lower costs, enhanced efficiency, greater coverage, improved ability in eliciting 

sensitive information, among others (de Leeuw, 2005; Dillman et al., 2009). In 

the main, previous research has found the mixing of modes to be unproblematic 

and similar results could be expected. (Bandilla, Bosnjak, & Altdorfer, 2003; 

Dolnicar, Laesser, & Matus, 2009; Lonsdale, Hodge, & Rose, 2006; McCabe, 

Couper, Cranford, & Boyd, 2006). Thus, a mixed mode approach was suitable in 

generating sufficient responses in the scale development process. Responses 

included in the analysis consisted of fully or partially completed questionnaires 

returned to the researcher or submitted online: 138 usable responses in total. 

 

4.7.1. Sampling Characteristics 

The objective of the study called for the aggregation of collective knowledge by 

way of expert opinion to review the pool of items—subjects with proficient 

understanding of creative strategy used in advertising messages. Using a 

purposive sample design, data were collected from a specific target group 

(Cavana, Delahaye, & Sekaran, 2001). Participants were chosen because they 

were judged to have expert knowledge and expertise gained through their 

teaching experience and scholarly research. Advertising educators were recruited 

mainly from the U.S. as well as Europe, Australia and New Zealand. The drop-

off survey consisted of American Academy of Advertising (AAA) members 

registered to attend the 2008 AAA Annual Conference (N=251). Participants for 

the internet survey were recruited from postings on an online forum for 

advertising academics (N=unknown), memberships of the major academic 

associations in advertising and Editorial Board members of the top advertising 

journals (N=240). 
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4.7.2. Survey Method 

Materials. Advances in technological capabilities, both in online and paper-

based publication formats, allow the replication of high-quality multimedia 

content at relatively low cost. Sample advertisements (full colour) were 

presented as stimulus materials and respondents used the semantic differential 

scale under development to evaluate dimensions of message type for each print 

advertisement. Printed surveys were produced using high-resolution colour 

photographic images; considered essential not only in the appraisal of the 

advertisement, but also in conveying a level of professionalism and importance 

to respondents. The internet survey was created as an almost-exact replication 

(unimode construction) to mitigate the occurrence of subjects responding 

differently between the two formats. 

Procedure. Both survey modes required subjects to apply a 20-item semantic 

differential scale to evaluate four different B2B advertisements—thus 

facilitating re-test of the scale four times over the entire sample. The drop-off 

method involved distribution of 140 self-administered, paper-and-pencil surveys 

to advertising academics attending the 2008 AAA Conference. Subjects 

completed the survey at their convenience and returned it directly to the 

researcher or left it at a designated location for collection. Subjects for the 

internet survey were contacted by email containing a letter of introduction with 

details about the research and a hyperlink to the internet survey. Efforts to enlist 

participants continued over a four-week period with follow-up by way of 

individual email and community network (AdForum) postings. 

 

4.8 STEP 7: EVALUATE THE ITEMS 

Over the four-day conference, 72 completed surveys were returned (51% 

response rate): all were useable responses included for analysis. The internet 

survey yielded 67 submissions, of which 66 were usable, generating 138 

responses in total. Sample size is an important aspect in factor analysis, with the 

emergence of more stable factor patterns where large-sample analysis is 

conducted (DeVellis, 2003). DeVellis also points out that modest samples 
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(around 150 subjects) are not uncommon in scale development. However, 

repeated use of the scale in the evaluation of four different example 

advertisements in the survey enabled further testing of the likelihood that the 

factor structure replicated across different stimulus conditions. 

Analysis of the raw data was conducted on SPSS 17.0 statistical software, 

following manual data entry of paper-and-pencil surveys and electronic import 

of an Excel file from the internet survey, after data cleaning and recoding as an 

alternate data set. Any non-response items were recorded as missing values. 

Descriptive and inferential statistics permitted analyses of the data to evaluate 

the direction and strength of relationships among items tested in determining 

how many items to retain. Box plots and mean scores were used to identify the 

presence of outliers (extreme scores). Outliers were unproblematic across the 

four advertisements whereby only some items recorded extreme scores. 

Advertisement Example B exhibited the most variation across the 20 items, with 

five cases consistently rating the advertisement in almost exact opposite to other 

respondents. Re-running the analyses on all four advertisements (for consistent 

results) with the five ‘problem’ cases excluded showed no difference in a chi-

square significance test. Factor reduction proceeded with all cases included in 

the analyses.  

 

4.8.1. Missing Values 

Missing data (partially completed surveys) were compared between the two 

independent samples with incidents of incomplete cases comprising only a small 

fraction of all cases (5% or less) (Schafer, 1997). Missing value analysis was 

conducted to address two key concerns caused by the incomplete data: 

1) reducing the precision of the calculated statistics with a smaller dataset, and 

2) assumptions behind statistical procedures are often based on complete cases, 

and missing values can confound interpretation of these outcomes (Hair, Black, 

Babin, Anderson, & Tatham, 2006). Maximum likelihood imputed values were 

calculated for incomplete data (missing at random items and whole 

advertisements), which represented less than .5% of cases in the data. 
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4.8.2. Comparison of Independent Samples 

Equivalence Between Samples. Descriptive statistics provided a comparison of 

demographic variables between the two sample sets (drop-off versus internet) 

with relatively similar patterns revealed for all respondent characteristics, as 

shown in Table 4-3. Nonparametric tests were run to check for equivalence of 

demographic characteristics between the two independent samples and to 

identify potential differences between modes. Demographic information for 

Position and Qualification was collected using ordinal scales and metric 

variables for Teaching Experience and Scholarly Publications were converted 

into non-metric variables for analyses. 

TABLE 4-3: DEMOGRAPHIC FREQUENCIES BETWEEN  
SURVEY MODES 

 Method 1: Drop-off Method 2: Internet 
No. % No. % 

Position:  
Professor 

 
28  

 
38.9 

 
24 

 
36.4 

Associate Professor 8 11.1 16 24.2 
Assistant Professor 17 23.6 8 12.1 
Other 19 26.4 18 27.3 

Qualification:  
PhD 

 
45 

 
62.5 

 
50 

 
75.8 

No PhD 15 20.8 11 16.7 
PhD in progress 12 16.7 5 7.6 

Teaching Experience:  
0 years  

 
6 

 
8.3 

 
1 

 
1.5 

1-5 years 17 23.6 11 16.7 
6-10 years 14 19.4 10 15.2 
11-20 years 11 15.3 30 45.5 
21-30 years 13 18.1 12 18.2 
31-50 years 9 12.5 2 3.0 
51+ years 2 2.8 - - 

Scholarly Publications:  
0 publications 

 
11 

 
15.3 

 
4 

 
6.1 

1-10 publications 22 30.6 23 34.8 
11-25 publications 14 19.4 16 24.2 
26-50 publications 18 25.0 9 13.6 
51-100 publications 6 8.3 8 12.1 
101+ publications 1 1.4 6 9.1 

 

Following Huck (2004), the nonparametric Mann-Whitney U test was selected 

as an appropriate test for the following reasons. As the two comparison groups 

do differ from each other, the Mann-Whitney U test is less likely to produce a 

Type II error where statistically significant results legitimately can conclude only 
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that the populations probably differ with respect to their averages (Huck, 2004, p. 

498). The Mann-Whitney U test confirmed the groups did not differ 

significantly, suggesting sample representativity of demographic characteristics 

in terms of Position, U(137) = 2329.00, Z = -.21, p = .834; Qualifications, U(137) 

= 2030.50, Z = -1.80, p = .073; Experience, U(137)  = 2232.50, Z = -.63, p = .531; 

and Publications, U (137) = 2107.00, Z = -1.18, p =   .792. 

Potential differences in the application of the scale were evaluated to check for 

measurement errors. The important consideration here was to establish whether 

respondents used the scale in the same way in evaluation of the four 

advertisement stimuli between the paper-based and online modes. Between-

group analyses were performed using independent group t-tests. Variation was 

found between groups (drop-off and internet) for some items in the evaluation of 

Example D, but the other three advertisements were unproblematic. As 

discussed in Section 4.8.3.2, CFA modelling produced no explicit problems in 

terms of outcomes for Example D. On this basis, the implications of mixing 

modes presented little concern in terms of relative importance and seriousness of 

errors (de Leeuw, 2005). To maintain consistency across the four 

advertisements, response differences for Example D were ignored and item 

reduction processes retained responses for all advertisements. 

 

4.8.3. Factor Analysis for Scale Item Reduction 

Exploratory factor analysis, using the Maximum Likelihood (ML) method was 

used to reduce the number of items by looking at which interrelated variables 

seemed to cluster together to form a smaller set of factors. Factor analysis 

established a smaller set of interrelated items by pinpointing variables found to 

correlate highly within one group, together with identifying redundancy among 

adjective pairs. These items were purported to represent disparate descriptors of 

the latent construct. As a full-information estimation approach, ML was used 

due to its relative strengths for theory testing and development. ML is 

considered a more powerful method of factor analysis, as it has statistical tests 

for the significance of each factor as it is extracted (Kline, 1994), in addition to 
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providing the most efficient parameter estimates and an overall test model fit 

(Anderson & Gerbing, 1988).  

Testing Conditions of Factor Analysis. Reliability of factor analysis is also 

dependent on sample size, as correlation of coefficients can fluctuate in small 

samples, so the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was 

used to check if data are likely to factor well (Field, 2005). KMO values 

exceeding .6 are generally recommended for EFA (Cunningham, 2008). Field 

put forward more exacting measures, stating ‘values between .5 and .7 are 

mediocre, values between .7 and .8 are good, values between .8 and .9 are great 

and values above .9 are superb’ (2005, p. 640). KMO values fall into the range 

of being great or superb for each advertisement (Example A = .89, Example B = 

.90, Example C = .91, Example D = .86), indicating most of the variance in the 

measured variables is common variance and that factor analysis is appropriate 

for these data. Bartlett’s test of sphericity reached statistical significance (i.e. 

have a significant value less than .05) for each example advertisement (Example 

A: χ² = 1584.617; df = 190; p<.000, Example B: χ² = 1653.755; df = 190; p<.000, 

Example C: χ² = 1744.708; df = 190; p<.000, Example D: χ² = 1386.671; df = 

190; p<.000). That is, there are sufficient non zero inter-correlations amongst 

the measured variables, supporting factorability of the correlation matrix.  

Factor Extraction. Two key main criteria were used to determine the number of 

components to extract: the Kaiser criterion and Cattell’s (1965) scree test, as 

shown in Tables 4-4 to 4-7. Identifying only components with eigenvalues 

above one, Factor 1 accounted for considerably more variance than other factors, 

explaining almost half to a third of variance in each advertisement example (A = 

42.5%, B = 45.6%, C = 45.5%, D = 34.6%) before rotation. Example B failed to 

converge in extracting four factors with eigenvalues above one and was forced 

into one, two and three factor solutions, reported in Table 4-5.  

Another guide is the scree plots shown in Figures 4-3 to 4-6. The scree plot test 

helps to determine whether an eigenvalue is large enough to represent a 

meaningful component, with the cut-off point for selecting factors above the 

point of inflection (or elbow) on the curve (Cunningham, 2008; Field, 2005).  
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MODEL OUTPUT FOR EXAMPLE A 

TABLE 4-4: TOTAL VARIANCE EXPLAINED - EXAMPLE A 
    

Factor 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 8.077 42.508 42.508 4.566 24.034 24.034 
2 2.201 11.586 54.094 3.420 18.002 42.036 
3 1.131 5.950 60.044 1.985 10.447 52.483 
4 1.056 5.557 65.601 .663 3.492 55.975 

Extraction Method: Maximum Likelihood. 

FIGURE 4-3: SCREE PLOT ILLUSTRATION OF EIGENVALUES - 
EXAMPLE A 

 

 
The arrow points to the “elbow” 
in the scree plot. Given that 
there are two eigenvalues 
above this point, the scree plot 
suggests that two factors 
should be retained. However, 
the greatest variation is shown 
between Components 1 and 2. 
This can be interpreted as one 
dominant factor present in the 
loadings.  

MODEL OUTPUT FOR EXAMPLE B 

TABLE 4-5: TOTAL VARIANCE EXPLAINED - EXAMPLE B 
 

Factor 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 9.133 45.567 45.567 5.142 25.710 25.710 
2 1.345 6.726 52.294 4.353 21.766 47.477 
3 1.138 5.688 57.981 .571 2.854 50.330 
4 1.032 5.158 63.139    

Extraction Method: Maximum Likelihood.    
 

FIGURE 4-4: SCREE PLOT ILLUSTRATION OF EIGENVALUES - 
EXAMPLE B 

  
The arrow points to the “elbow” 
in the scree plot. Given that 
there is one eigenvalue above 
this point, the scree plot 
suggests that one factor should 
be retained.  
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MODEL OUTPUT FOR EXAMPLE C 

TABLE 4-6: TOTAL VARIANCE EXPLAINED - EXAMPLE C 
 

Factor 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 8.644 45.497 45.497 7.784 40.970 40.970 
2 1.837 9.670 55.168 1.489 7.837 48.807 
3 1.318 6.939 62.107 1.312 6.905 55.712 
4 1.038 5.464 67.571 .573 3.014 58.726 

Extraction Method: Maximum Likelihood.    
 

FIGURE 4-5: SCREE PLOT ILLUSTRATION OF EIGENVALUES - 
EXAMPLE C 

 
The arrow points to the “elbow” 
in the scree plot. Given that 
there is one eigenvalue above 
this point, the scree plot 
suggests that one factor should 
be retained.  

MODEL OUTPUT FOR EXAMPLE D 

TABLE 4-7: TOTAL VARIANCE EXPLAINED - EXAMPLE D 
 

Factor 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 6.574 34.599 34.599 6.044 31.809 31.809 
2 2.747 14.458 49.058 2.272 11.959 43.769 
3 1.570 8.261 57.319 1.130 5.949 49.717 
4 1.140 5.998 63.317 .667 3.511 53.229 

Extraction Method: Maximum Likelihood.    
 

FIGURE 4-6: SCREE PLOT ILLUSTRATION OF EIGENVALUES - 
EXAMPLE D 

 
The arrow points to the “elbow” 
in the scree plot. Given that 
there are two eigenvalues 
above this point, the scree plot 
suggests that two factors 
should be retained. However, 
the greatest variation is shown 
between Components 1 and 2. 
This can be interpreted as one 
dominant factor present in the 
loadings. 
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Examination of the bend in the scree plots for advertisement examples B and C 

reveals a clear break between the first and second components, suggesting only 

one distinct eigenvalue above the ‘elbow’ in the scree plot. Examples A and D 

exhibit a sharp descent in the curve between components 1 and 2, with a slight 

curve between the second and third components, before tailing off, indicating 

two eigenvalues are present. Notably, the greatest variance occurs between 

components 1 and 2, which suggest one dominant factor is consistent across the 

four advertisement examples and the presence of a single underlying latent 

variable.  

The objective was to find a common set of items with the strongest loadings 

across all four advertisements. Examples A and D displayed high eigenvalues on 

two factors and, therefore, it was important to test which items loaded onto the 

two factors and, more importantly, whether the same items were loaded onto 

Factor 1 that were represented in examples B and C. For consistency, a two-

factor extraction was conducted for all advertisement examples. When compared 

to the two-factor rotation (shown in Appendix 4.4), the substantive solution 

didn’t vary much to the single factor extraction, reported in Table 4-8.  

Consideration of substantive importance of factor loadings is also dependent on 

sample size. Hair, et al. suggested the following criteria for assessing factor 

loadings: ‘loadings ±.50 or greater are considered practically significant; 

loadings exceeding ±.70 are considered indicative of well-defined structure and 

are the goal of any factor analysis’ (2006, p. 128). To assess the statistical 

significance, Steven’s table of critical values was used, whereby loadings should 

be greater than .512 for a sample size of 100 (in Field, 2005).  

The pattern of loadings on each factor was relatively consistent across the four 

advertisement examples, with the cluster of variables on Factor 1 accepted as 

measures of symbolism, as shown in the summary table. Items reflecting low 

loadings (<.512) on Factor 1 were considered for deletion. The factors correlated 

at -.36 for Example A, -.23 for Example B, -.31 for Example C and -.22 for 

Example D. Four items displayed high loadings on Factor 2, but only in three 

out of the four advertisement examples. The same items loaded strongly onto 

Factor 1 in the fourth advertisement example. Before any tests for goodness of 
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fit, Factor 2 would, at best, provide a maximum of four indicators. According to 

Brown, ‘a minimum of three indicators per latent variable is recommended’ 

(2006, p. 72) and therefore the data provided marginal support for the presence 

of a second factor. These items were considered for deletion. 

4.8.3.1. Analysing Factor Loadings for Item Selection 

The above analysis provides defensible justification to assume the presence of 

one clear factor to measure the latent construct of symbolism. Thus, a one-factor 

solution was extracted to isolate variables with the highest loading on Factor 1. 

A summary of the relative factor loadings for each advertisement presented in 

Table 4-8, showing the highest loading items on Factor 1 in bold. Crosschecks 

between factor matrix scores for each advertisement and respective 

communalities—the amount of the variance of the variable accounted for by the 

common factors—confirmed consistency of low rating items for removal from 

further analysis.  

Accepting absolute values ≥ .6 for three or more ads, 10 adjective-pairs were put 

forward for subsequent analysis. Item 16 was dropped due to the consistent high 

loadings on Factor 2 found in the rotated factor structures. In this way, 

exploratory factor analysis provided an initial item reduction process that 

identified the most appropriate items for inclusion in further tests of model fit. 

Following Hair, et al. (2006), a confirmatory perspective was used to provide a 

confirmatory test in development of the measurement model.  
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TABLE 4-8: SUMMARY OF ONE-FACTOR EXTRACTION FOR ALL 
ADVERTISEMENT EXAMPLES2 

Item 
No. ADJECTIVE PAIR FACTOR MATRIXa SCORES (FACTOR 1) 

Example A Example B Example C Example D 
(13) Definite/Ambiguous .830 .837 .810 .791 
(18) Clearly-stated/Implied .703 .885 .800 .712 
(15) Straightforward/Unusual .745 .819 .800 .644 
(14) Imagination req/No imagination req -.747 -.883 -.750 -.671 
(7) Direct/Indirect .800 .810 .793 .671 
(8) Unstructured/Structured -.642 -.684 -.714 -.731 
(1) Concrete/Abstract .795 .705 .698 .531 
(6) Easy/Difficult to understand .698 .687 .572 .638 

(20) Objective/Subjective .688 .650 .673 .636 
(9) Interpretation easy/required work .691 .617 .575 .685 

(16) Unexpected/Expected -.685 -.641 -.697 -.555 
(5) Intangible assoc/Verifiable facts -.511 -.551 -.723 -.615 
(2) Implicit/Explicit -.671 -.447 -.746 -.475 

(12) Surprising/Predictable -.497 -.742 -.606 -.390 
(19) Generated/Provided meaning -.566 -.465 -.631 -.522 
(11) Congruent/Incongruent assoc. .462 .571 .588 .465 
(10) Clever/Matter-of-fact -.427 -.620 -.485 -.086 
(17) Plain/Creative .467 .578 .567 .202 
(4) Figurative/Nonfigurative -.422 -.244 -.467 .159 
(3) Have/Haven't seen -.049 .034 -.029 .176 

Extraction Method: Maximum Likelihood.  
a. 1 factor extracted. 5 iterations required. 2 Sorted by highest loadings across the four ad examples. 

 

4.8.3.2. Identifying Scale Items for Subsequent Analysis 

Following initial item reduction, confirmatory factor analysis (CFA) using 

AMOS modelled the relationships between the 10 adjective pairs identified in 

the factor analysis. Factor analysis specified relationships of the observed 

measures to underlying constructs (or factors) by allowing constructs to 

intercorrelate freely, followed by a confirmatory structural model using separate 

estimation (and respecification) of the measurement model to determine which 

indicators provide the best model fit (Anderson & Gerbing, 1988). Anderson and 

Gerbing suggested that, in practice, investigations are often both exploratory and 

confirmatory analysis, therefore considered an ordered progression rather than 

distinct dichotomies of model-building. In this way, a two-step approach was 
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used to provide a further method of item reduction in selection of the best items 

for further testing by way of a validation study. The theorised one-factor 

structure and resulting covariance matrices were submitted for CFA using ML 

estimation. Tests conducted examined how each item related to every other item 

in the model and goodness-of-fit (GOF) for the model. The standardised 

parameter estimates appear diagrammatically in Appendix 4.5. 

The data were a poor fit to the model for each advertisement example (Example 

A: χ²(df = 35) =156.6, p=.000, Example B: χ²(df = 35) =143.4, p=.000, Example 

C: χ²(df = 35) = 106.7, p=.000, Example D: χ²(df = 35) = 119.0, p=.000), as 

indicated by the significant χ² statistic. Factor coefficients ranged from a low of 

.49 to a high of .89 across the four models, suggesting all coefficients were of 

reasonable magnitude (exceed at least .4) and could be retained if the data 

provided a good fit to the model (Cunningham, 2008). Looking at standardised 

residual covariances and modification indices (MI) for the four models indicated 

that covariation existed between some items. Items that exhibited notably strong 

correlations between another item in the model were considered to be redundant 

(measuring the same dimensionality) and were eliminated. Redundancy was 

found across Items 6 and 9 (residual correlations: Example A = .57, Example B = 

.55, Example C = .46, Example D = .65; MI:  Example A = 41.03,  Example B = 

40.85, Example C = 28.47, Example D = 56.01) with stronger co-variances 

displayed for Item 6. Item 20 reflected low standardised loadings ranging from 

.61 to .64 across the four advertisements with a further two advertisements 

displaying high covariances of residuals (residual correlations: Example C = .40 

and Example D = -.41; MI: Example C = 16.30 and Example D = 10.30). The 

model was respecified to assess goodness-of-fit. 

Model Re-specification and Further Results. The model was re-specified, 

dropping Items 6 and 20 in the first instance. The χ² model test results for each 

advertisement example of the 8-item one-factor parallel models, reported in 

Appendix 4.6, show the data clearly did not fit the model well. In particular, 

Examples A, B and C reflected a significant χ² statistic (p < .05) along high 

RMSEA values suggesting further presence of strong correlations between error 

residuals. The modification indices indicated that the model did not account well 
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for the covariation that existed in error residuals e7 and e8 for Example A 

(17.921) and C (8.475). High correlation of error residuals was also present 

between Items 13 and 18 for Example B (16.835), and moderate correlations 

error residuals for Items 9 and 13 for Example D (5.126). On this basis, further 

re-specification dropped Items 8, 9 and 13 to improve model fit.  

Retaining the ‘best’ indicators supported a one-factor 5-item model of 

symbolism for each advertisement example. CFA on the covariance matrix 

found that the data fits the model well with an exact fit for three of the four 

advertisement examples using the following five indicators, as shown in Figures 

4-7a to 4-7d. Factor loadings were significant at p <.001 with standardised 

loadings ranging from a low of .71 to a high of .80 for Example A; a low of .70 

to high of -.94 for Example B; a low of .68 to a high of .80 for Example C; and a 

low of.50 to a high of .70 for Example D.  

The significant chi square indicated a model misfit for Example C, requiring 

further assessment of fit due to ‘the overstringent nature of the χ² (i.e. it tests for 

“perfect fit”)’ (Brown, 2006, p. 84). Alternative fit indices were used, as 

suggested by Anderson and Gerbing (1988) and Byrne (2001), to assess 

consistency of the model based on different fit comparisons. 

PHASE I: ONE-FACTOR 5-ITEM MODEL  
OF LITERALISM-SYMBOLISM 

FIGURE 4-7A: EXAMPLE A FIGURE 4-7B: EXAMPLE B 

Example
Ad A

.63
A1 e1

.80

.58
A7 e7

.58
A14 e14

.59
A15 e15

.51
A18 e18

.71

.76

.77

-.76 Example
Ad B

.49
B1 e1

.70

.65
B7 e7

.88
B14 e14

.74
B15 e15

.68
B18 e18

.83

.81

.86

-.94

Note: χ² =4.031; df = 5; p=.545; RMSEA = .000 Note: χ² = 1.976; df = 5; p=.852; RMSEA = .000 
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FIGURE 4-7C: EXAMPLE C FIGURE 4-7D: EXAMPLE D 

Example
Ad C

.46
C1 e1

.68

.58
C7 e7

.62
C14 e14

.59
C15 e15

.64
C18 e18

.80

.76

.77

-.79 Example
Ad D

.25
D1 e1

.50

.40
D7 e7

.44
D14 e14

.43
D15 e15

.49
D18 e18

.70

.63

.65

-.66

 
Note: χ² = 15.877; df = 5; p=.007; RMSEA = .126 Note: χ² = 6.594; df = 5; p=.253; RMSEA = .048 

Legend: A1, B1, C1, D1 = Concrete/Abstract; A7, B7, C7, D7 = Direct/Indirect; A14, B14, C14, D14 = 
Imagination req’d/No imagination req’d; A15, B15, C15, D15 = Straightforward/Unusual; 
A18, B18, C18, D18 = Clearly-stated/Implied 

 

Goodness of Fit. Standardised Root Mean Square Residual (SRMR), 

Comparative Fit Index (CFI), Root Mean Square Error of Approximation 

(RMSEA) and the Tucker-Lewis Index (TLI) were used to evaluate the model fit 

for Example C. The SRMR, representing the average value across all 

standardised residuals explained correlations to within an average error of .041 

and consistent with small values (.05 or less) expected for a well-fitting model, 

as suggested by Byrne (2001). Acceptable levels on the CFI were found (.966), 

where values of greater than .90 are considered good (Bryant & Yarnold, 1995; 

Hair et al., 2006). TLI provided an incremental fit index, which has been 

consistently found to be independent of sample size and more sensitive to the 

presence of model misspecification than other indices (Cunningham, 2008, p. 4-

9). TLI values reflected a well-fitting model with a value of .93, where values 

exceeding .95 are indicative of good fit  (Byrne, 2001; Hu & Bentler, 1999).  

However, the model did not fit the data well when measured by the RMSEA, 

returning a values of .13, where values below 0.10 are typically regarded as 

acceptable for most models, but ideally less than .08 (Hair et al., 2006). This was 

because of one residual covariance between Items 1 and 7, correlating at .36. 

Post hoc correlation of error residuals of C1 and C7 returned an acceptable 

model fit shown in Figure 4-8 with a non-significant chi-square (χ² = 1.663; df  = 

4;  p =.797).  



139 CHAPTER 4: STUDY 1. SCALE DEVELOPMENT –  METHODOLOGY AND RESULTS  
 

FIGURE 4-8: CORRELATED MEASUREMENT  
ERRORS FOR EXAMPLE C 

Example
Ad C

.39
C1 e1

.62

.51
C7 e7

.65
C14 e14

.61
C15 e15

.66
C18 e18

.81

.71

.78

-.80

.36

 
Note: χ² =1.663; df = 4; p=.797; RMSEA = .000 

 

The practice to allow for correlated measurement residuals is not uncommon, 

particularly in consumer research. However, it is not without its critics, as it 

suggests the presence of systematic measurement error between indicators in the 

model and may mask an alternate, more meaningful underlying structure 

(Gerbing & Anderson, 1984). In addition to related (or systematic) errors in 

measurement (common in longitudinal studies), Fornell (1983) suggested certain 

data collection methods (creating method effects) and multidimensional 

constructs (correlations across factors) as other typical causes. For the most part, 

such factors are not considerations in the present study: models comprise a very 

simple, one-latent-variable structure with five indicators and use data collected 

at one point in time (cross-sectional study), which avoided measurement errors 

found with exact replication at a later date.  

Furthermore, as is seen across the multiple models (for each advertisement 

example), the items with residual covariance is not consistent across the data. 

This suggests that the occurrence may have happened by chance. Similarly, 

other fit indices (SRMR = .041; CFI = .966; TLI = .931) imply the data have 

fitted the model well—an important consideration to avoid erroneously rejecting 

the model by relying too heavily on the χ² test (Brown, 2006; Fornell, 1983; Hu 

& Bentler, 1999). Thus, based on the full weight of evidence this might suggest 

model misspecification for Example C has occurred by chance.  
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On this basis, the following five items were put forward for further validation: 

Item 1 (concrete/abstract), Item 7 (direct/indirect), Item 14 (imagination 

required/no imagination required), Item 15 (straightforward/unusual), and Item 

18 (clearly-stated/implied). 

Selection of Items for Further Validation. Based on the CFA results, the five 

aforementioned items were put forward for validation by way of a second 

confirmatory study. To bolster the scale and/or improve the scale, three items 

were re-tested and an additional item added, expected to capture the 

informational nature of B2B advertisements. These items were: Item 5 

(intangible associations/verifiable facts), Item 17 (plain/creative), Item 20 

(objective/ subjective) and ‘Information based/Non-information based’. In sum, 

nine items were tested in the validation study. 

4.8.3.3. Measures of Reliability and Validity  

Internal consistence (reliability) of the scale to ‘consistently reflect the construct 

it is measuring’ was assessed using Cronbach’s alpha co-efficient, where values 

of less than .7 indicate an unreliable scale (Field, 2005, p. 666). To test for 

reliability, the polarity of Item 14 was reversed, to achieve α values of .87, .92, 

.87, .77 for Examples A, B, C, and D respectively. These results suggested that 

the five adjective items were internally consistent and the scale was operating 

reliably across all four advertisements.  

Gerbing and Anderson (1988, p. 191) pointed out that while coefficient alpha is 

important in the assessment of reliability, it does not assess internal and external 

consistency of unidimensional multiple-indicator measurement models. For 

these reasons construct validity is assessed to examine the extent that the 

measurement model fits with the theoretical concept that it is supposed to 

measure (Sekaran, 1992). Churchill suggested this is achieved in two ways ‘(1) 

the extent to which the measure correlates with other measures designed to 

measure the same thing and (2) whether the measure behaves as expected’ 

(1979, p. 70).  

Typically, construct validity is assessed through convergent and discriminant 

validity (Churchill, 1979; Hair et al., 2006; Sekaran, 1992). However, no 
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comparative scale for symbolism is available in extant literature to test 

convergent validity and the one-factor structure of the model rules out the 

possibility of testing whether two theoretically distinct constructs are unrelated 

(discriminant validity). Correlations between latent constructs that are above .80 

or .85 suggest poor discriminant validity (Brown, 2006; Cunningham, 2008).  

In the present study, it was assumed that the two scales used to measure 

literalism-symbolism in the advertisements should be highly correlated with 

each other. As such, validity of the latent structure was tested against the single-

item scale (ranging from highly literal to highly symbolic) that measured the 

overall perception of the advertisement. This assumption was tested by adding 

the single-item variable into the AMOS model for each advertisement example.  

Figures 4-9a to 4-9d display the standardised parameter estimates, reflecting the 

extent to which the two measures are correlated. Correlations between the latent 

construct and the ‘overall’ observed variable for symbolism are consistently 

adequate (range = .50 to –.67), providing evidence toward the validity of the 

scale to measure what it is designed to measure.  

PHASE I: VALIDITY TEST OF ONE-FACTOR 5-ITEM  
MODEL OF LITERALISM-SYMBOLISM 

FIGURE 4-9A: EXAMPLE A FIGURE 4-9B: EXAMPLE B 

Example
Ad A

.66
A1 e1

.81

.55
A7 e7

.58
A14 e14

.58
A15 e15

.52
A18 e18

.72

.74

.76

-.76

Overall_AdA

.67

Example
Ad B

.51
B1 e1

.71

.66
B7 e7

.88
B14 e14

.74
B15 e15

.68
B18 e18

.83

.81

.86

-.94

Overall_AdB

.62

Note: χ² =10.104; df = 9; p=.342; RMSEA = .030 Note: χ² = 11.149; df = 9; p=.266; RMSEA = .042 
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FIGURE 4-9C: EXAMPLE C FIGURE 4-9D: EXAMPLE D 

Example
Ad C

.40
C1 e1

.63

.52
C7 e7

.63
C14 e14

.60
C15 e15

.68
C18 e18

.82

.72

.77

-.79

Overall_AdC

.60

.34

Example
Ad D

.28
D1 e1

.53

.42
D7 e7

.41
D14 e14

.41
D15 e15

.49
D18 e18

.70

.65

.64

-.64

Overall_AdD

.50

 
Note: χ² = 5.371; df = 8; p=.717; RMSEA = .000 Note: χ² = 13.351; df = 9; p=.147; RMSEA = .059 

Legend: A1, B1, C1, D1 = Concrete/Abstract; A7, B7, C7, D7 = Direct/Indirect; A14, B14, C14, D14 = 
Imagination req’d/No imagination req’d; A15, B15, C15, D15 = Straightforward/Unusual; 
A18, B18, C18, D18 = Clearly-stated/Implied 

 

4.9 STEP 8: OPTIMISE SCALE LENGTH (PHASE II) 

Confirmatory Study Procedure. After acceptable model fit was achieved in 

Phase I of the scale development process, the next step was to cross-validate the 

final model on another sample drawn from a different population. Phase II 

involved retesting nine adjective pairs: eight from the development study, along 

with the additional aforementioned item. The confirmatory study was conducted 

by way of an online survey, using an identical structure to the Phase 1 

development study, requiring subjects to apply a 9-item semantic differential 

scale to evaluate the same four advertisement stimuli used in the development 

study. 

 

4.9.1 Confirmatory Study Sampling Strategy 

As in the first phase of the scale validation process, a purposive sampling 

strategy was employed, collecting data from a comparative ‘expert’ group: 

industry professionals with experience and knowledge in advertising and 

marketing communications. Demographic questions were changed, relative to 

characteristics of this target audience (such as, position, type of business, size of 

organisation), along with more detailed instructions on using the semantic 
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differential scale to evaluate the advertisement. Unlike the first sample of 

advertising academics, prior knowledge in the use of this instrument was not 

assumed.  

Subjects for the confirmatory study were recruited over a four-month period 

through support enlisted from key industry and professional associations in 

advertising, B2B marketing and marketing communications located in Australia 

and the U.S. Within these efforts, assistance was requested and received from: 

Advertising Federation of Australia (AFA), Australian Marketing Institute 

(AMI), Brisbane Advertising Association (BAA), Brisbane Art Directors (BAD) 

Club, Business Marketing Association (BMA), Business Marketing Association-

Colorado Chapter (BMA), International Association of Business Communicators 

(IABC), ICOM: international network of independent advertising agencies, and 

Society for Business Communicators Queensland (SBCQ). Participation in the 

study by members of these associations was encouraged by way of details posted 

on the website and/or direct email communication providing the URL hyperlink 

to the online survey.  

The sample comprised a total of 152 participants, predominantly from Australia 

(59.2%), the U.S. (36.2%) and English-speaking professionals in the U.K., 

France, Italy, India, Philippines and Thailand (4.6%). Advertising specialists 

(e.g. art/creative directors, copywriters, producers) and account/brand managers 

constituted the larger portion of the sample (24.5% and 23% respectively), 

followed by marketing communications managers/consultants (13.9%), 

marketing managers (13.2%), CEOs (11.2%), general managers (4.6%), business 

developers (2%) brand managers (1.3%), sales managers (1.3%) and others 

(5%). The sample was predominantly employed in medium (38.5%) and large 

organisations (34.2%) within the marketing/advertising industry (63.9%). The 

relatively homogenous sample-profile suggested appropriate understanding in 

advertising by participants, and thus an ability to reliably apply the semantic 

differential scale in evaluation of the advertisement stimuli presented in the 

survey. The instrument prescribed forced responses to all questions, so no 

missing data were recorded with all 152 responses usable. 
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4.9.2 Data Analysis of Confirmatory Study 

Validation of the factor analysis result was conducted to define the underlying 

structure among the reduced set of items. Two competing CFA models were 

tested using AMOS with maximum-likelihood estimation procedures: 1) the 

original 5-item model derived from Phase I, and 2) a 9-item model using all nine 

items as measured (Phase II). Goodness of fit was evaluated first using the chi-

square (χ²) statistic. The original 5-item model fits the data well with a non-

significant chi-square for three of the four advertisement examples, as shown in 

Figures 4-10a to 4-10d. The significant chi square indicated a model misfit for 

Example B. Alternative indices were used to evaluate model fit for Example B, 

adhering to the same thresholds used in Phase I (nonsignificant χ² statistics, CFI 

>0.90, TLI >0.90, SRMR <0.50 and RMSEA <0.08). The model showed 

acceptable fit levels for CFI (.964), TLI (.928) and SRMR (.050), but returned a 

RMSEA > .05 (.116). The modification indices revealed one residual covariance 

between BB5 and BB7, correlating at .28. The data fitted the model well (χ² = 

4.172; df = 4; p=.383) by correlating measurement errors, as specified in Phase I. 

While the goodness-of-fit statistics show that RMSEA values exceeded the 

recommended cut-off levels for ‘mediocre’ fit (.08-.10), consistency of model fit 

must also be considered in the context of the analysis and other fit indices 

(Brown, 2006). For example, RMSEA are less preferable when sample size is 

small (N ≤ 250) (Hu & Bentler, 1999) and, as suggested by Brown, low values 

‘may be of less concern if all other indices are strongly in a range suggesting 

“good” model fit’ (2006, p. 87). Of particular note, the residual covariance in 

Phase I (concrete/abstract and direct/indirect), do not replicate between these 

items in the confirmatory study. Model misfit in Phase II was due to residual 

covariance between adjective pairs of ‘Straightforward/unusual’ and ‘Clearly-

stated/implied’, which implies that the issue is not systematic, but rather, caused 

by some random influence. 
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PHASE II: CONFIRMATORY ONE-FACTOR 5-ITEM  
MODEL  OF LITERALISM-SYMBOLISM 

FIGURE 4-10A: EXAMPLE A FIGURE 4-10B: EXAMPLE B 

Example
Ad A

.64
AA1 e1

.80

.60
AA3 e3

.73
AA4 e4

.71
AA5 e5

.42
AA7 e7

.65

.77

.84

.85 Example
Ad B

.49
BB1 e1

.70

.91
BB3 e3

.42
BB4 e4

.41
BB5 e5

.28
BB7 e7

.53

.96

.64

.65

Note: χ² =9.887; df = 5; p=.078; RMSEA = .080 Note: χ² = 15.214; df = 5; p=.009; RMSEA = .116
  

FIGURE 4-10C: EXAMPLE C FIGURE 4-10D: EXAMPLE D 

Example
Ad C

.54
CC1 e1

.74

.74
CC3 e3

.56
CC4 e4

.55
CC5 e5

.46
CC7 e7

.68

.86

.74

.75 Example
Ad D

.47
DD1 e1

.69

.68
DD3 e3

.60
DD4 e4

.57
DD5 e5

.45
DD7 e7

.67

.82

.75

.77

Note: χ² = 7.807; df = 5; p=.167; RMSEA = .061 Note: χ² = 7.726; df = 5; p=.172; RMSEA = .060 

Legend: AA1, BB1, CC1, DD1 = Concrete/Abstract; AA3, BB3, CC3, DD3 = Direct/Indirect; AA4, BB4, 
CC4, DD4 = Imagination req’d/No imagination req’d; AA5, BB5, CC5, DD5 = Straightforward/ 
Unusual; AA7, BB7, CC7, DD7 = Clearly-stated/Implied 

  

Next, fit of the model was compared to the 9-item model. The data were a poor 

fit, as indicated by the significant chi square statistic for each advertisement 

example (Example A: χ²(df = 27) =101.2, p=.000; Example B: χ²(df = 27) =77.3, 

p=.000; Example C: χ²(df = 27) = 109.9, p=.000; Example D: χ²(df = 27) = 70.5, 

p=.000). The AMOS model specifications are displayed in Appendix 4.7 and 

show the data clearly did not fit the model well. Respecification of the model 

failed to provide a stronger overall fit compared to the original 5-item model, as 

previously outlined. For these reasons, the original five indicators from Phase I 
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(concrete/abstract, direct/indirect, imagination required/no imagination required, 

straightforward/unusual, and clearly-stated/implied) were considered a better 

model fit. 

In sum, results for the 5-item model in the confirmatory study (Phase II) were 

akin to those from Phase I, indicating a high degree of replicability of the scale 

across advertisements for both studies. On this basis, the strong alternative 

goodness-of-fit indices and the small sample size were observed so as not to 

falsely reject the model (Brown, 2006) and the one-factor 5-item solution was 

accepted as a suitable measure of literal-symbolic message content.  

 

4.9.3 Testing for Invariance Between Groups 

As a final consideration in the scale development process, the observed 

differences in model fit for each advertisement example suggested potential 

variance existed between the sample populations. In other words, indicators of 

the latent construct (literalism-symbolism) may have different meanings for the 

two groups (academics and industry), indicating the measurement model would 

only hold when used by particular individuals. For example, marketing and 

communication professionals (industry) who are actively involved with the 

promotion of their business may be more accustomed to the variety of 

techniques in advertising and more sensitive to the subtleties in message 

strategy. Conversely, academics may be less familiar with such subtleties and 

more likely to respond to the definition provided. Therefore, it was appropriate 

to verify whether the factor model holds across populations  with matching 

pattern structure and parameter values.  

Measurement invariance testing between groups provided further evidence for 

validity and reliability of the measurement scale. Several tests were conducted to 

examine whether the underlying construct was equivalent between groups or, in 

other words, whether relationships among the latent variable and the five 

reflective indicators differed in the way they were represented across groups 

(Byrne, Shavelson, & Muthén, 1989; Cunningham, 2008).  
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4.9.3.1. Multi-Group Invariance between Samples (Academics – Industry) 

The first multi-group model was tested based on the assumption that the scale 

instrument operates equivalently across the two sample groups—academics 

(n=138) and industry professionals (n=152) —such that common factor loadings 

and latent factors are invariant and replicate across the different populations. 

Following established convention, a series of invariance testing was conducted 

between the sample populations involving multi-group confirmatory factor 

analyses (MGCFAs) using AMOS (Byrne, 2001; Cunningham, 2008; 

Vandenberg & Lance, 2000). Testing started with a model free of constraints on 

estimated parameters between the two groups. Using a hierarchical process, 

increasingly more restrictive tests of invariance were conducted by imposing 

constraints on the factor loadings, factor variances and covariances, and 

indicator variances and covariances.  

First, the assumption of equality of covariance matrices between the two 

populations (academics and industry) was tested. If the variance-covariance 

matrices are equivalent across the groups, then no further tests are conducted 

(Cunningham, 2008). Second, the baseline, free of constraints, examined the 

factor structure equivalence (configural invariance) between the two groups. 

This test specifies that the number of factors are the same across the two samples 

and pattern of indicator-factor loadings is identical across groups (Brown, 2006). 

Third, metric invariance provided a test of whether factor loadings (termed 

measurement weights in AMOS) are the same across the groups, by constraining 

factor loadings to be equal across samples. Full metric invariance (where all 

factors loadings are constrained) is a rigorous test in most contexts; however, 

partial metric invariance is considered sufficient where at least two estimates for 

each construct are equal between groups (Hair et al., 2006, p. 823). Fourth, the 

test of factor invariance examined whether the two factors showed equal 

variance across the samples and whether the interrelations between the factors 

are the same. Finally, scalar invariance was examined to test the equality of 

indicator (item) intercepts to determine whether differences appear in the means 

among data from the two different populations. Equivalence exists where the 

intercept terms of corresponding items are equal between groups (Cunningham, 

2008). While further invariance testing is possible, ‘tests beyond scalar 
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invariance are usually of little importance’ (2008, p. 712) and therefore the tests 

used here are considered acceptable in establishing equivalence across 

advertising academics and industry marketing and communication professionals.  

The sequential process advocated by Vandenberg and Lance (2000, p. 13) was  

followed, whereby scalar invariance proceeded only if (at least partial) metric 

and factor invariance was established. Indices used to evaluate model fit were 

the chi-square (χ²) statistic, and CFI, TLI, SRMR and RMSEA values, based on 

the justification for selection of these goodness-of-fit measures presented in 

Section 4.8.3.3. A full list of model comparisons for measurement invariance is 

presented in Appendix 4.8 with selected output of results summarised next. 

Invariant-Covariance between Samples. Test 1. The first test was to establish 

whether the sample variances and covariances for each group came from the 

same population. If the ∆χ² test is not significant, then the variance-covariance 

matrices are equivalent across the groups and the model has measurement and 

structural invariance for all parameter estimates, whereby no further tests are 

required (Cunningham, 2008). The data did not support structural covariances 

model with a significant ∆χ² for each advertisement: Example A, χ²(20) = 52.584, 

p=.000; Example B, χ²(20)  = 3.728, p=.000; Example C, χ²(20)  = 32.776, p=.036; 

Example D, χ²(20) = 51.997, p=.000. Hence, the omnibus test for invariant 

covariance established that further measurement invariance tests should proceed. 

MGCFA Invariance Tests between Sample Populations. Test 2. The test of 

equal factor structure investigated a baseline model with no constrained 

parameters across the two groups of academics and industry respondents. The 

results in Table 4-9 show a non-significant chi square test across three models 

(Example A: χ²(10) =13.930, p=.176; Example B: χ²(10) =17.205, p=.070; Example D: 

χ²(10) =14.446, p=.154), indicating that configural invariance was achieved with a 

good model fit for three of the four advertisements. As found in Phase I, error 

covariances returned a significant chi square (χ²(10)=23.615, p=.009) for 

Example C, indicating poor model fit. However, further model testing signified 

that variability was not systematic across samples, suggesting correlation of 

measurement errors may be due to sampling or random influences, rather than 
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being underidentified. On this basis, further model comparisons were conducted 

without correlation of error residuals. 

TABLE 4-9: SUMMARY STATISTICS OF GOODNESS-OF-FIT 
INDICES FOR UNCONSTRAINED MODEL FOR ALL 

ADVERTISEMENT EXAMPLES  

 χ² df p CFI TLI SRMR RMSEA    
Configural invariance (unconstrained model)   
Ad Example A 13.93 10 .18 .99 .99 .02 .04    
Ad Example B 1 17.21 10 .07 .99 .98 .01 .05    
Ad Example C 1 23.62 10 .01 .98 .96 .04 .07    
Ad Example D 14.45 10 .15 .99 .98 .04 .04    

Significant at p <.05 
1 Uncorrelated error covariances. 

 

Test 3. To test metric invariance, corresponding factor loadings of the items 

were set to be equal across the two groups (academics and industry). The fully 

constrained model showed acceptable model fit where the ∆χ² is not significant 

(Cunningham, 2008) for Example A (∆χ²(4)= 2.456, p=.653); Example C (∆χ²(4)= 

2.338, p=.674); and Example D (∆χ²(4)= 3.051, p=.209), as shown in Table 4-10.  

TABLE 4-10: SUMMARY STATISTICS OF GOODNESS-OF-FIT 
INDICES FOR METRIC INVARIANCE FOR ALL  

ADVERTISMENT EXAMPLES  

 χ² df p CFI TLI SRMR RMSEA ∆χ² ∆df p 
Metric invariance       
Ad Example A 16.39 14 .29 1.00 1.00 .02 .02 2.46 4 .65 
Ad Example B 37.55 14 .00 .97 .96 .03 .08 20.47 4 .00 
   Items 3,4 & 5 released* 17.32 11 .10 1.00 .99 .01 .05 0.11 1 .74 
Ad Example C 25.95 14 .03 .98 .97 .04 .05 2.34 4 .67 
Ad Example D 17.50 14 .23 .99 .99 .04 .03 3.05 4 .21 

Significant at p <.05 
Note: ∆χ²=Difference in chi-square values between models; ∆df=difference in number of degrees of 

freedom between models. 
* Partial metric invariance achieved for advertisement Example B where at least two loading estimates are 

equal between groups.   

 

Metric invariance was not supported for Example B, meaning that at least one of 

the factor coefficients cannot be assumed to be equal across the groups for this 
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advertisement. Estimates and regression weights were examined in the less 

constrained model in a sequential model-fitting procedure to identify the sources 

of non-invariance (Byrne et al., 1989). Partial metric invariance was achieved 

for Example B (∆χ²(11)=17.316, p=.099) by releasing three items (3, 4 and 5) and 

two constrained items (1 and 2) as invariant across samples. Invariance 

evaluation proceeded, accepting partial measurement invariance as sufficient to 

enable further comparisons of relationships between the groups (Byrne et al., 

1989; Hair et al., 2006).  

Test 4. Factor invariance was tested next by adding the constraint that factor 

variance-invariance is equal between samples. The constrained model for each 

advertisement, displayed in Table 4-11, shows acceptable model fit for all four 

advertisements (Example A: ∆χ²(5)=3.062, p=.690; Example B: ∆χ²(2)=.136, 

p=.934; Example C: ∆χ²(5)=2.776, p=.734; Example D: ∆χ²(5)=3.963, p=.555). 

Again, the tests suggested factor invariance is also invariant across groups for all 

four advertisements.  

TABLE 4-11: SUMMARY STATISTICS OF GOODNESS-OF-FIT 
INDICES FOR FACTOR INVARIANCE FOR ALL  

ADVERTISEMENT EXAMPLES  

  χ² df p CFI TLI SRMR RMSEA ∆χ² ∆df p 
Factor invariance1      
Ad Example A 16.99 15  .32 1.00 1.00 .03 .02 3.06 5 .69 
Ad Example B 17.34 12 .14 .99 .99 .01 .04 0.14 2 . 93 
Ad Example C 26.39 15 .03 .98 .98 .04 .05 2.78 5 .73 
Ad Example D 18.41 15 .24 .99 .99 .05 .03 3.97 5 .56 

Significant at p <.05 
Note: ∆χ²=Difference in chi-square values between models; ∆df=difference in number of degrees of 

freedom between models. 
1 More restrictive tests proceeded where (at least partial) metric invariance is achieved between groups. 

 

Test 5. Scalar invariance was tested next by further constraining like items’ 

intercepts on the latent construct to be invariant across sample populations. The 

constrained model in Table 4-12 shows acceptable model fit for Examples B 

(∆χ²(7)= 9.593, p=.206), C (∆χ²(10)=6.972, p=.728) and D (∆χ²(10)=13.264, 

p=.209). Full metric and scalar invariance is achieved for Examples C and D. 
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According to Hair et al., ‘when both metric and scalar equivalence are 

established, strong factorial invariance is said to exist’, and therefore mean and 

relationship comparisons between groups are valid  (2006, p. 824).  

Scalar invariance was not supported for Example A meaning that at least one of 

the item intercepts cannot be assumed to be equal across the groups for this 

advertisement. After releasing the constraint on Item 3 for advertisement A, the 

modified model showed acceptable model fit (∆χ²(9)=11.790, p=.225), 

suggesting  that like items’ intercepts were partially invariant across the sample 

populations. 

TABLE 4-12: SUMMARY STATISTICS OF GOODNESS-OF-FIT 
INDICES FOR SCALAR INVARIANCE FOR ALL  

ADVERTISEMENT EXAMPLES  

  χ² df p CFI TLI SRMR RMSEA ∆χ² ∆df p 
Scalar invariance1       
Ad Example A 33.95 20 .03 .98 .98 .03 .05 20.02 10 .03 
   Item 3 released** 25.72 19 .14 .99 .99 .03 .04 11.79 9 .23 
Ad Example B 26.91 17 .06 .99 .99 .01 .05 9.60 7 . 21 
Ad Example C 30.59 20 .06 .98 .98 .04 .04 6.97 10 .73 
Ad Example D 27.71 20 .12 .98 .98 .05 .04 13.26 10 .21 

Significant at p <.05 
Note: ∆χ²=Difference in chi-square values between models; ∆df=difference in number of degrees of 
freedom between models. 
1  More restrictive tests proceeded where (at least partial) metric invariance is achieved between groups. 
** Partial scalar invariance achieved for advertisement Example A where at least two item intercepts are 

equal between groups.  
 

In sum, the results revealed that factor structure (configural invariance), factor 

loadings (metric invariance), indicator residuals (factor invariance) and item 

intercepts (scalar invariance) were (at lease partially) equivalent across the 

sample populations (academics and industry). This means that both groups 

interpreted and applied the scale in the same way, attesting to the robustness of 

the measurement scale developed.  

Equivalence tests were conducted next to compare the extent to which the scale 

operated consistently across the four different executions: literal, symbolic or a 

combination of both.  
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4.9.3.2. Multi-Group Invariance between Executions (A, B, C, and D) 

The second multi-group model was tested based on the assumption that the scale 

instrument operates equivalently across different creative executions. In other 

words, the structure of the scale and factor loadings are invariant by replicating 

across the four advertisement examples where varying levels of literal-symbolic 

message content are present. Mean comparisons between the advertisement 

examples (groups) are not valid as levels of literalism and symbolism are 

expected to vary among the four creative executions tested. For this reason, a 

multi-group CFA was not suitable. Rather, a repeated measures test confirmed 

whether the respondents were using the scale in the same way when evaluating 

advertisements. A full list of model comparisons for measurement invariance is 

presented in Appendix 4.9, with selected output of results summarised next. 

Invariance evaluation was conducted on CFA models using a one-sample 

approach (for both academics and industry) across the four advertisement 

examples following the process suggested by Brown (2006) for longitudinal 

measurement invariance, substituting temporal change for change in creative 

execution. The single-sample approach takes into account the complete data 

structure and controls for correlated errors of the repeated measurements in the 

estimation of other model parameters (Brown, 2006, p. 255). A four-factor 

model was specified, using the latent variable and five indicator items for each 

advertisement example as separate factors. Pathways between the latent 

variables and residual errors were covaried as constructs and items (indicators) 

are assumed to be correlated.  

As shown in Table 4-13, model fit improved with significant differences in the 

chi square between unconstrained model with no correlated errors (Model 1) and 

the unconstrained model where correlated errors are specified for each pair of 

repeated measures (Model 2).  
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TABLE 4-13: SUMMARY STATISTICS OF GOODNESS-OF-FIT INDICES 
FOR UNCONSTRAINED MODEL FOR SINGLE-SAMPLE APPROACH 

 χ² df p CFI TLI SRMR RMSEA ∆χ² ∆df p 
Configural invariance (unconstrained model)       
Academics: Model 1 
  Unconstrained, no correlated errors 206.38 164 .01 .97 .96 .05 .04    
Academics: Model 2 
  Unconstrained, correlated errors 149.06 134 .18 .99 .98 .05 .03    
           

Industry: Model 1 
  Unconstrained, no correlated errors 226.91 164 .00 .96 .95 .06 .05    
Industry: Model 2 
  Unconstrained, correlated errors 161.17 134 .05 .98 .97 .06 .04    

Significant at p <.05 

 

To test metric invariance, corresponding factor loadings of the items were set to 

be equal across the four groups (advertisement examples A, B, C, D) for each 

one-sample model (academics and industry). The fully constrained model 

showed acceptable model fit where the ∆χ² is not significant (Cunningham, 

2008). As shown in Table 4-14, metric invariance was almost achieved for 

Academics (∆χ²(12)= 21.157, p=.0481) and not supported for Industry (∆χ²(12)= 

33.195, p=.001), meaning that at least one of the factor coefficients cannot be 

assumed to be equal across the groups for this sample. Factor loadings were 

examined in the less constrained model in a sequential model-fitting procedure 

to identify the sources of non-invariance (Byrne et al., 1989). Partial metric 

invariance was achieved for Academics (∆χ²(11)= 13.066, p=.2890) by releasing 

one item (Item 1, Example B) and for Industry (∆χ²(10)= 12.1, p=.2784) by 

releasing two items (Item 2, Example A and Item 3, Example D). 

TABLE 4-14: SUMMARY STATISTICS OF GOODNESS-OF-FIT INDICES 
FOR METRIC INVARIANCE MODEL FOR SINGLE-SAMPLE APPROACH  

 χ² df p CFI TLI SRMR RMSEA ∆χ² ∆df p 
Metric invariance       
Academics: Model 3 
  Fully constrained, correlated errors 170.22 146 .08 .98 .98 .05 .04 21.16 12 .05 

Academics: Model 4* 
  Released: Item1, Ad B  162.12 145 .16 .99 .98 .05 .03 13.07 11 .29 
           

Industry: Model 3 
  Fully constrained, correlated errors 194.36 146 .01 .97 .96 .06 .05 33.20 12 .00 
Industry: Model 4* 
  Released: Item2, Ad A; Item3, Ad D 173.26 144 .05 .98 .97 .06 .04 12.09 10 .28 

Significant at p <.05 
Note: ∆χ²=Difference in chi-square values between models; ∆df=difference in number of degrees of freedom between 
models. 
* Partial metric invariance achieved for industry sample where at least two loading estimates are equal between groups.   



154 CHAPTER 4: STUDY 1. SCALE DEVELOPMENT –  METHODOLOGY AND RESULTS  
 

In sum, the results revealed that factor structure (configural invariance) and 

factor loadings (metric invariance) were (at least partially) equivalent across the 

different creative executions (advertisement examples) in each sample 

population (academics and industry). This means that academic and industry 

respondents applied the scale in the same way for all advertisements. Good 

model fit was achieved, despite greater complexity of the single-sample 

approach (Brown, 2006), providing further support for the robustness of the 

measurement scale developed. 

 

4.10 SUMMARY 

The study reported in this chapter was conceptualised due to a gap in the 

literature relating to a measurement instrument to assess literalism-symbolism 

content in advertising messages. The review of the literature in Chapter 2 

revealed a number of approaches used in advertising research to evaluate direct 

and indirect messages, and their effect on advertising performance. However, no 

standard measure of literalism-symbolism was located in the literature, which 

then demanded development of a standardised scale that meets the requirements 

of dimensionality, reliability, and validity testing.  

Scale development commenced from a strong theoretical foundation to identify 

underlying structures of literalism-symbolism. Uni-dimensionality of the 

construct was established, before moving to a comprehensive process of testing 

and retesting suitable reflective indicators of the latent construct. Early 

evaluation of extant measures helped distinguish the uni-dimensional 

characteristics of the construct and shaped decisions in terms of the format for 

measurement and the generation of a pool of relative items as measures of 

symbolism. By following the eight-step framework proposed by DeVellis 

(2003), scale development was systematic and rigorous; from initial review of 

the item pool by a panel of experts, testing selecting items with a development 

sample, to validation of scale items in a confirmatory study. Utilising 

exploratory factor analysis, dimensionality of the latent construct of symbolism 

supported a one-factor 5-item solution.  
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From these preliminary results, confirmatory factor analysis and maximum 

likelihood estimation procedures were conducted to determine the best model fit 

to the data of the validation study. This resulted in a one-factor 5-item solution, 

mirroring results in Phase 1 of scale construction. Residual covariances (which 

can indicate the presence of more than one factor) did not replicate in the 

confirmatory structural model, suggesting the correlation of measurement errors 

was caused by some random influence. Thus, exploratory and confirmatory 

factor analysis provided evidence of an acceptable uni-dimensional construct 

measurement for literalism-symbolism.  

Based on the analytic procedures utilised in the present study, measurement 

invariance across groups is established, suggesting the symbolism scale can be 

applied by various individuals to assess different advertising executions (literal 

and symbolic). Accordingly, the scale is suitable for use in content analytic 

research to evaluate symbolism in B2B print advertisements—and applied in 

Study 2 of this research project.  

 

4.11 ETHICAL CONSIDERATIONS 

As the present study involved human participants, the research was undertaken 

in accordance with statutory guidelines set out by the National Statement on 

Ethical Conduct in Human Research. ‘Ethical considerations are paramount in 

all research from its design to conclusion’ (Fossey, Harvey, McDermott, & 

Davidson, 2002, p. 723)—true for both qualitative and quantitative research. 

Following guidelines set out by the University Human Research Ethics 

Committee (UHREC) at QUT, Level 1 ethical clearance was required prior to 

recruitment of candidates. The research involved minimal risk to participants 

with survey questions directly relevant to the specialised expertise of 

participants. No questions were of an offensive, personal or contentious nature, 

discussion did not involve sensitive topics, nor did the study involve any illegal 

activity and confidentiality issues were low.  

An information sheet outlining key ethical undertakings of the study was made 

available to participants, with details such as protection of participants, informed 
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consent, right to withdraw, privacy and confidentiality. Results from this project 

contribute to a deeper understanding of the relationship between message 

content and antecedents to B2B buyer behaviour, advancing theory and 

knowledge within the discipline area of participants. In this way, the research 

and its eventual outcomes falls within the interest of advertising academics and 

practitioners recruited as participants and offers significant contributions to 

advertising research and professional practice.  
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CHAPTER 5  
STUDY 2: CONTENT ANALYSIS 

METHODOLOGY  
 

 

5.1 INTRODUCTION 

‘Inasmuch as linguistically competent communicators are able to 
transcend the physical manifestations of their messages and respond 

instead to what those messages mean to them, content analysts cannot 
remain stuck in analyzing the physicality of the text…’ 

    (Krippendorff, 2004, p.22) 

 

As suggested by Krippendorff, recognising meanings in text is instrumental in 

the pursuit of knowledge by communication researchers. Within this search are 

the demands for methods of inquiry that permit empirical examination into the 

meaning of communications that are not directly observable. Such requirements 

tie closely with the objectives central to this research project: investigating the 

use of literal-symbolic messages to develop understanding about what these 

mean to B2B buyers. Thus, content analysis is an appropriate method to explore 

conceptions that might be present in B2B advertising.  

This chapter covers the research method, sampling strategy and process used to 

evaluate the differing effects of literalism-symbolism on advertising 

performance from a representative sample of B2B print advertisements. Drawn 

from three trade press magazines, a cross-section of three industries are 

represented (aviation, architecture, foodservice), spanning a seven-year period to 

evaluate variations that may have occurred over time. Using a predictive 

content-analytic method, the primary goal for the present study is to measure key 

characteristics of print messages to ascertain reader responses to these messages.  
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Explanation for the Use of Content Analytic Research. This research follows 

an extensive tradition of communication research. Content analysis is among 

various approaches used by communications researchers, moving beyond its 

initial journalistic roots into a scientific tool used extensively in the social 

sciences. As a research technique, content analysis provides specialised 

procedures for making replicable and valid inferences from texts (or other 

meaningful message elements), increasing understanding of a particular 

phenomena and relating research findings to audience perceptions and 

behavioural effects (Krippendorff, 2004, p. 18). In synch with the objectives of 

this project, content analysis is defined as ‘a research technique for the objective, 

systematic and quantitative description of the manifest content of 

communication’ (Berelson, 1952, p.18).  

Furthermore, content analysis offers additional benefits as a form of unobtrusive 

or nonreactive research that permits the study of social behaviour without 

affecting the subject of interest in the process (Babbie, 1995, p. 306). Research 

techniques requiring respondents to directly process elements of an 

advertisement or make cognitive evaluations about message content can 

contaminate results. This is based on the premise that much of human thought 

takes place at a unconscious level (Briggs, 2006; Wang, 2006; Zaltman, 2003), 

therefore tests that explicitly draw attention to the phenomena being investigated 

may motivate additional processing by the respondent. Thus, McQuarrie and 

Mick (2003b, p. 579) counselled that investigation of symbolism or rhetorical 

figures requires incidental-exposure conditions. 

Quantitative analysis, using nominal data based on classification systems and 

qualitative judgements are often used in marketing and advertising research 

(Perreault & Leigh, 1989) and, in particular, media effects (Sparks, 2006). This 

method allows the systematic study of the nature of the content of 

communication. It is objective even though the content itself is non-quantitative.  

For the present study, content analysis follows what Krippendorff (2004) 

describes as rhetorical analysis, focusing on how messages are delivered, and 

with what effects (intended or actual) to investigate the following questions:  
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RQ1. To what extent does literal-symbolic message content predict 

advertising performance scores? 

RQ2a. What differences exist over time in terms of the use of literal-

symbolic message content in B2B print advertisements? 

RQ2b. To what extent does the use of literal-symbolic message content 

effect advertising performance scores over time? 

RQ3a. To what extent does the use of literal-symbolic message content 

vary across industry classifications? 

RQ3b. To what extent does the use of literal-symbolic message content 

effect advertising performance scores across industry? 

 

The formal method of scientific content analysis is appropriate under conditions 

where all decisions are guided by an explicit set of rules, so that analysis of the 

data follows identical procedures to generate valid, reliable and replicable 

findings (Krippendorff, 1980; Riffe, Lacy, & Fico, 1998). For these reasons, 

content analysis is utilised as the principle methodology to examine the impact 

of the level of symbolism in B2B print advertisements and follows a clearly 

defined protocol, outlined next. 

 

5.2 CONTENT ANALYSIS PROCESS 

Content analysis conducted here closely follows guidelines set out in the texts by 

Neuendorf (2002) and Krippendorff (2004). Figure 5-1 describes the systematic 

course of action utilised in Study 2, following the typical process proposed by 

Neuendorf (2002). The first two steps— Steps 1: Theory and rationale, and Step 

2: Conceptualisation—are outlined in Chapter 3, and guided development of the 

research questions and research design. These steps are briefly summarised, 

followed by a detailed account of steps three to eight in the content analytic 

process of B2B print advertisements sampled.  
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FIGURE 5-1: FLOWCHART FOR THE PROCESS OF CONTENT 
ANALYSIS RESEARCH 

 
Source: Adapted from Neuendorf, Kimberly A. (2002). The Content Analysis Guidebook, 

Thousand Oaks, CA: Sage Publications, pp. 50-51. 

 

5.2.1 Theory and Rationale 

Advertising researchers have invested considerable time and energy to improve 

effectiveness in communicating with intended audiences. The vast number of 

scholarly publications on the use of rhetoric message content establishes the 

importance of the topic. The framework of mass communication theory anchors 

much of this enquiry, expanding on fundamental concepts of how people 

receive, interpret and process information, in attempts to increase its persuasive 

effect. The present study builds on this body of knowledge by examining literal-

symbolic message content through the narrower lens of B2B advertising and in 

the context of OBB theory. 
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Unit of Analysis. The unit of analysis for the present study is the message in the 

advertisement. As stated by Finn (1988, p. 169), ‘the development of a model of 

print ad readership begins at the micro level with individual information 

processing’. This approach is followed by Leigh et al, (2006, p. 110), among 

others, based on the viewpoint ‘that groups of individuals will have relatively 

homogenous responses to particular advertisements’, and ‘properties of those 

ads will produce particular kinds of responses on those groups of people’. 

Duplicating the approach adopted by Chamblee et al. (1993) and Holbrook and 

Lehman (1980) the ‘advertisement as a whole’ was the unit of analysis, rather 

than text or visuals in the advertisement. Consideration was given to measuring 

just headlines, or just copy blocks or visuals, etc.; however, the gestalt was 

regarded as more in line with the way readers would look at an ad—the 

combination of all ad elements simultaneously. 

Therefore, ad-based characteristics that influence the effectiveness of an 

advertisement were identified as variables of interest. Muehling and Laczniak 

(1988) suggested print media (instead of radio or television) allows interested 

readers more time to engage in the advertising stimuli. This translates to 

increased opportunity to process symbolic advertisement information, where the 

readers’ interest is sparked. Furthermore, trade press remains the dominant 

medium for B2B advertising and thus is the logical media choice for this project, 

with the higher likelihood of selecting a representative sample than with 

broadcast, for example. Analysis comprised only of full-page, colour 

advertisements of company brands and services. 

 

5.2.2. Conceptualisation of Variables Under Investigation 

Existing theory and previous research guided design of the present study. 

Chapter 3 provides a detailed account on the process undertaken to conceptualise 

the variables of interest. As shown in Figure 5-2, two types of independent 

variables were tested: 1) mechanical (or form) variables, and 2) content variables 

to predict the effect on the advertising performance. Mechanical variables, such 

as layout design (use of images, copy length), ad size, colour, location and 

position on page have been routinely tested in B2B advertising (Chamblee & 
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Sandler, 1992; Cutler & Javalgi, 1994; Finn, 1988; Hanssens & Weitz, 1980; 

Hartley & Patti, 1988; Naccarato & Neuendorf, 1998; Soley & Reid, 1983). 

Previous research has found a number of different mechanical variables can 

explain the variance on advertising performance. As such, these variables were 

included in the study to control for any spurious effect when assessing the 

impact of literalism-symbolism on advertising performance. 

Content variables focused primarily on literal-symbolic message content in the 

advertisement, the classification of the reason for the ad (subject of 

advertisement) and apparentness of the subject in different ad elements 

(headline, visual and body copy). The dependent variable (advertising 

performance) uses Starch readership scores to measure the level of exposure 

received by the advertisement (Noted), the level of attention received 

(Associated), the level of comprehension attained (Read Some) and the level of 

elaboration attained (Read Most) (Finn, 1988). Appendix 3.1 provides a 

comprehensive analysis of potential variables evaluated in the development 

stages and the justification for inclusion or exclusion in the present study.  

FIGURE 5-2: MODEL OF VARIABLES TESTED  

 
 

5.2.3. Operationalisation of Variables of Interest 

Moving from the conceptual level to the operational level, actual measurement 

procedures that coders could apply were required for abstract or theoretical 

variables. As explained by Riffe, Lacy and Fico (2005, p. 95) measurement 



164 CHAPTER 5: STUDY 2. CONTENT ANALYSIS  –  METHODOLOGY  
 

involves ‘moving from theoretical definitions of concepts to numerical 

representations of those concepts as variables, which can be statistically 

analysed’. During this operationalisation process, the following questions were 

taken into account: What data answer the research questions? What units of 

content (words, proportion of page, etc.) will form the categories? What 

operational definition will be used? Measurement requires that different coders 

applying the same classification rules to the same content will assign the same 

numbers (reliability) and that assignment of numbers will accurately represent 

the construct being studied (validity) (Riffe et al., 2005). As such, operational 

definitions were drawn from previous studies and modified (where necessary) to 

improve coding reliability.  

5.2.3.1.  Independent Variable Measures 

Content Variables: Measures of Literalism-Symbolism. Message content is 

evaluated using the uni-dimensional construct, literalism-symbolism. Two key 

measures were used: 1) a single-item scale to measure the overall impression of 

the advertisement, providing a holistic rating for literal-symbolic content, and 

2) the 5-item Literalism-Symbolism (L-S) scale, capturing various nuances of 

literalism and/or symbolism in an advertised message. 

The single-item measure utilised a 7-point scale, anchored as highly literal (1) to 

highly symbolic (7). The following definitions were derived from the literature to 

help operationally define literal and symbolic messages for the single-item 

measure:  

 Literal messages use explicit or logical forms of communication 

where logical inferences can be derived directly from the message 

(Toncar & Munch, 2001). 

 Symbolic messages use figurative forms of communication, such as 

metaphors or tropes (figures of speech) that deviate from a person’s 

expectations through the use of nonliteral words or images 

(MacCormack, 1985). 

The 5-item L-S scale, featured 10 bi-polar adjectives established as strong 

reflectors of the key construct. Each item was measured on a 7-point scale, 
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anchored as follows: concrete (1) to abstract (7); direct (1) to indirect (7); no 

imagination required (1) to imagination required (7); straightforward (1) to 

unusual (7); and clearly-stated (1) to implied (7). 

Content Variables: Measures of Subject Apparentness. In conceptualising 

the project, a second factor emerged with potential relevance (and importance) 

to the use of symbolism in B2B print advertisements. This factor related to the 

clarity in which messages conveyed the purpose of the advertisement. Naccarato 

and Neuendorf (1998) were followed, evaluating advertisements on the basis of 

the subject or purpose (product, service or corporate image advertisement) and 

apparentness of the subject—present or not—in each of the major ad elements 

(headline, visuals and/or body copy). 

Mechanical Variables: Evaluating Operational Measures. Seven key 

mechanical variables were included in the content analytic process: size of the 

ad, use of colour, headline length/size, headline position, size and type of visuals 

used, and length of the body copy. Previous literature provided a variety of 

formats to operationally define (and measure) each of these variables. The next 

challenge was to determine the best way to measure these variables to achieve 

key research outcomes. These outcomes required the generation of consistent 

assessment by coders, collection of data only relevant to achieving the stated 

objectives and so help minimise coder fatigue, and gathering adequate 

information to answer the research questions.  

As shown in Chapter 2 (Table 2-2) mechanical variables have been 

operationalised (measured) in many different ways in previous research. In 

consultation with the researcher’s committee, these studies and others were 

analysed to identify the most appropriate measures for the present study. Some 

measures were refined during the iterative process used to develop and test the 

coding scheme (outlined below).  

Table 5-1 exhibits the operational definitions used for the present study, along 

with the justification for their application. 
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TABLE 5-1: OPERATIONALISING MECHANICAL VARIABLES  
IN PRESENT STUDY 

MECHANICAL 
VARIABLE 

OPERATIONAL 
DEFINITION JUSTIFICATION 

Ad size N/A Controlled for by using full-page ads following exemplar 
set by Vanden Bergh and Reid (1980), Holbrook and 
Lehman (1980), Rossiter (1981), Madden and 
Weinberger (1982), Soley (1986), Finn (1988), 
Chamblee, Gilmore, Thomas and Soldow (1993).  

 Use of colour N/A Controlled for by using full-colour ads following 
exemplar set by Vanden Bergh and Reid (1980), 
Madden and Weinberger (1982). 

Presence of headline Yes/No To confirm presence of headline in the advertisement. 
Follows measure used by Naccarato and Neuendorf 
(1998) to establish use of a headline, if any.  

Number of words in 
headline 

Simple count—number 
of words 

Measure used frequently in previous research and ‘the 
smallest and, as far as reliability is concerned, the 
safest recording unit for written documents’ 
(Krippendorff, 2004, p.104). 
Follows studies by Hanssens and Weitz (1980), 
Holbrook and Lehman (1980), Rossiter (1981), Finn 
(1988), Naccarato and Neuendorf (1998). 

Placement of headline Measured by position of 
the headline in the ad 
(top half, bottom half, or 
spread across both top, 
bottom half of page) 

Limited number of categories to three discrete groups. 
Headline placement cannot always be classified into 
specific quandrants on a page and not critical to 
answering RQs. 
Abridged version of measure used in study by 
Naccarato and Neuendorf (1998). 

Presence of visual Yes/No To confirm presence of visual in the ad. 
Follows measure used by Naccarato and Neuendorf  
(1998) to establish use of visuals, if any. 

Size of visual (picture/ 
illustration) 

Measured by proportion 
of the ad taken up by all 
visuals (photographs, 
illustrations, graphs/ 
charts) ranging from full 
page to ‘quarter or less’ 

Proportion of page used frequently in previous 
research with potential relevance in drawing 
inferences about use of symbolism to visual size. 
Follows measure used by Naccarato and Neuendorf 
(1998), plus measure ‘quarter or less’ from recent 
study by Mothersbaugh, Huhmann and Franke (2002). 

Presence of photographs Yes/No To establish type of visual with respect to any 
potential relationship among different executions used 
for visual elements and use of symbolism. Follows 
measure by Naccarato and Neuendorf (1998). 

Presence of illustrations Yes/No 
Presence of graphs/charts Yes/No 

Presence of body copy Yes/No To confirm presence of body copy in the ad. 
Follows measure used by Naccarato and Neuendorf 
(1998) to establish use of body copy, if any. 

Length of copy Measured by ‘short’ (50 
words or less), ‘medium’ 
(51-100 words) or ‘long’ 
(over 100 words). 

Categories of ‘short’, ‘medium’, ‘long’ used frequently 
in previous research and provides sufficient detail 
(versus simple count) to draw inferences about length 
of body copy and use of symbolism.  
Follows modification based on measures used by 
Soley (1986), Chamblee and Sandler (1992) and 
Mothersbaugh, Huhmann and Franke (2002). Modified 
due to concerns re: time required to count words 
(200+) and relevance to RQs. 
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5.2.3.2. Dependent Measures 

Traditional, non-sales measures are regarded as most appropriate for this study. 

As previously discussed, the focal dependent measure utilises Starch readership 

scores of: Noted (recall), Associated (recognition), Read Some 

(comprehension),and Read Most (elaboration) (Finn, 1988). Appendix 5.1 

provides an example of a Starched advertisement. The GfK Starch report 

provided the following definition for each of the Starch measures: 

 Noted scores represent the percentages of readers who report they 

remember seeing an advertisement in a studied magazine; 

 Associated scores represent the percentage of issue readers who 

report they not only Noted the advertisement, but also saw or read 

some part of it which clearly identified the brand or the advertiser; 

 Read Some scores represent the percentage of issue readers who 

report they read any part of the ad’s copy; and  

 Read Most scores represent the percentage of readers who report 

having read more than 50% or more of the written material in the ad. 

In addition to readership scores (percentage of Noted, Associated, Read Some, 

Read Most), the GfK Starch report provided the following information on each 

of the B2B advertisements in the sampling frame:  

Date of issue, page number, page size/number of colours code, name of 

advertiser, publication title, product code, and product description. 

Analytical measures are also provided in terms of: Noted and Associated 

rank (relative standing of each advertisement in a study issue in terms of 

its Noted and Associated percentages), and Readership Indexes (compare 

the Noted, Associated, Read Some and Read Most scores for each 

advertisement to the issue median for each of those measures).  
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5.2.4. Coding Schemes  

Codebook and Coding Forms. In the tradition of document analysis (Sparks, 

2006), the coding scheme enabled the identification and subsequent calculation 

of all other key variables within the advertisements. Early attention was paid in 

the development of the coding process to improve the quality and consistency of 

coder judgements. Following Perreault and Leigh (1989) a diagnostic application 

helped improve the classification scheme, definitions, directions and training by 

using pre-tests on a subset of data. Pre-testing of the written coding instructions 

resulted in modifications to the coding scheme after review, discussion and 

critique by the researcher, supervisors and other senior academicians.  

A qualitative assessment undertaken by the coders pre-tested the adequacy of the 

coding scheme, using an iterative process, as discussed in ‘Coder Training’ 

below. By achieving a sufficient level of inter-coder reliability, the coding 

process could proceed confident that independent coding was valid and reliable, 

versus a requirement for multiple judges to code every observation. Inter-coder 

reliability was checked at three stages of the coding process (start, middle and 

end) using a reliability subsample. 

Neuendorf (2002) points out that the process of developing the coding scheme 

and coder training are inextricably linked, and as the present study was a case of 

first developing of a coding scheme, it closely adhered to the process put 

forward by Neuendorf (Figure 5-3). 

The final codebook provided full detail about measurement of each variable and 

included comprehensive instruction on the evaluation of advertisements and 

application of the coding scheme. The coding form (in electronic format on an 

Excel spreadsheet) provided a quick and easy repository for numeric information 

using an abbreviated version of variable names. The coding scheme presented in 

the appendices shows: the codebook in Appendix 5.2 and the coding form in 

Appendix 5.3. 
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FIGURE 5-3: PROCESS OF CODEBOOK DEVELOPMENT AND 
CODER TRAINING  

 Write codebook, with variable selection and variable measurement following guidelines 
by Neuendorf (2002) 

   Coder training, with discussion 

     Coders practice code together, engaging in consensus‐building discussion 

       Possible codebook revisions 

         Coder training on revisions 

 Coders practice code independently on a number of units representing 
the variety of the population 

   Coders discuss results of independent practice coding 

   Possible codebook revisions 

   Coder training on revisions 

   Coders code pilot subsample for reliability purposes 

   Researcher checks reliabilities 

   Possible codebook revisions 

   Coder training on revisions 

 Final, independent coding (including final 
reliability checks) 

 Coder “debriefing”, which asks coders 
to analyse their experiences (may be 
written)   

Source: Adapted from Neuendorf, Kimberly A. (2002). The Content Analysis Guidebook, 
Thousand Oaks, CA: Sage Publications, p.134. 

 

5.2.5. Sampling 

Decisions on the sample size and sampling technique were driven by the data set 

with the following key factors contributing to these decisions:  

 number of advertisements in data set, 

 control variables: ad size and use of colour,  

 number of times advertisement has been presented, and 

 variation within data set: subgroups by publication title and publication 

date.  

Number of Advertisements in Data Set. Available trade press publications 

with corresponding Starch readership scores governed the total number of 

advertisements available for inclusion in the data set. The most recent Starch 
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reports with access to the original B2B advertisement were limited to the 

publications as set out in Table 5-2, providing a total sampling frame of 3,231 

B2B print advertisements. Notably, the age of the data is recognised as a 

limitation of the current study; however, it permitted comparative analyses with 

similar studies conducted during this era. Recent scholarly interest in B2B 

advertising is minimal, with no comparable studies to the investigation 

undertaken here.  

Thus, in the first instance, framing the present study within an equivalent, well-

researched context was important and formed a sound foundation for future 

research. Furthermore, Starch ceased compiling this type of analysis over ten 

years ago, turning to customised research for organisations. Starch provided the 

only remaining historical data available. 

TABLE 5-2: AVAILABLE DATA FROM STARCH 

PUBLICATION 
YEARS COVERED 
(NUMBER OF ISSUES 
WITHIN YEAR) 

NUMBER 
OF ISSUES 

NUMBER 
OF ADS 

Air Transport World 1990 (4); 1995 (4);  
1996 (3); 1997 (3) 14 520 

Architectural World 1990 (12); 1995 (6);  
1996 (1); 1997 (2) 21 1227 

Food Management 1995 (3); 1996 (4); 1997 (3) 10 452 

Restaurant Business 1990 (5); 1995 (6); 1996 (5) 16 1032 

TOTALS  61 3231 

 

Control Variables: Ad Size and Use of Colour. As previously outlined, earlier 

research has found that mechanical variables (ad size, location on the page, use 

of colour (4-colour versus black-and-white, spot colour, etc.) can be predictors 

of readership performance scores. Therefore, a researcher must either account 

for these factors in terms of variable measurement or hold these variables 

constant. The latter option is well accepted in academic research (Chamblee et 

al., 1993; Finn, 1988; Holbrook & Lehmann, 1980; Madden & Weinberger, 

1982; Rossiter, 1981; Soley, 1986; Vanden Bergh & Reid, 1980) and, arguably, 

is more reliable as it reduces the potential for variation in measurement. For 

these reasons, the sampling frame was culled to include only 4-colour, full-page 
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advertisements. Another rationale for selecting only these advertisements is that 

in general, the majority of B2B advertisements possess this format.  

Some may consider the diminished potential to observe important variation in 

the data, such as differences between black-and-white, versus spot or other 

colour variations, as a limitation of the present study. However, a strong case to 

limit the sample to only 4-colour advertisements is provided by more than 50 

years of research which prove colour advertisements are strong predictors of 

readership (Assael et al., 1967; Chamblee & Sandler, 1992; Finn, 1988; 

Hanssens & Weitz, 1980; Holbrook & Lehmann, 1980; Mothersbaugh et al., 

2002; Naccarato & Neuendorf, 1998; Twedt, 1952). Similarly, two- to three-

page spreads permit greater flexibility in creative executions and, in turn, may 

positively effect readership scores, but would also introduce other confounds in 

explaining this phenomena. The variety of creative content needed to test the 

scale was achieved with single-page, full-colour advertisements, which 

constituted 56% of the total sample.  

Number of Times Advertisement Presented. Duplicate advertisements 

provided another potential issue in terms of accuracy of the findings. For 

example, if a single advertisement received particularly high readership scores 

and the advertisement was presented multiple times in the issues investigated, 

then this advertisement could bias findings in terms of the symbolic or literal 

nature of the message. This is particularly significant for symbolic 

advertisements, which are less prevalent, given the dominant literal style of B2B 

advertisements. Furthermore, variation in readership is likely between the first 

time a reader views an advertisement and subsequent impressions of the 

identical advertisement, with scores predicted to decline once the advertisement 

is first noticed, associations are made and content is read.  

On this basis, duplicate advertisements were excluded from the sample, utilising 

performance scores for the first execution of the advertisement only—

determined by the first date of publication.  

Subgroups by Publication Title. The objectives set down by the present 

research questions sought to distinguish any potential differences on the effect of 
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symbolic messages on advertising performance among industries. Studies in 

consumer literature regularly consider variation across industry/product 

categories (Coney & Patti, 1979; Franke, Huhmann, & Mothersbaugh, 2004; 

Keller, 1991; Moldovan, 1984; Mueller, 1991; Stern, et al., 1981), but few have 

done so in B2B advertising research. Among the exceptions that used more than 

one publication in the sample (Chamblee & Sandler, 1992; Soley, 1986; Soley & 

Reid, 1983), explicit comparison between industry types was not an important 

consideration.  

Hanssens and Weitz’s (1980) study of B2B print advertisements looked at 24 

content and mechanical variables, examining the effect on advertising 

performance (using recall, readership, and inquiry-generation measures of 

effectiveness) and across product categories. They found some characteristics, 

such as ad size and position in the magazine, related consistently to effectiveness 

across product categories and effectiveness measures. Use of full-colour and 

attention-getting techniques were specific to the product category and 

effectiveness measure (Hanssens & Weitz, 1980). Thus, it is proposed here that 

variation among industries may emerge as an important consideration for B2B 

advertising strategists, and thus relevant for investigation in the present study. 

Standard Industry Classification (SIC) codes provide a functional system to 

classify the industries included in the investigation. Established in 1937, SIC 

codes are a four-digit system used to identify the primary business of an 

organisation and were replaced in 1997 by the North American Industry 

Classification System (NAICS) (Milner Library, 2004), although both are still 

used. For ease of identification, the present  study uses first-level (2 digit) codes 

listed by the NAICS (NAICS Association, 2007).  

As set out in Table 5-3, three industry subgroups are represented in the data set: 

aviation (transportation), architecture (construction) and foodservice/restaurant 

supplies (accommodation and foodservices). The small number of 

advertisements available from Food Management posed sampling issues from a 

statistical perspective and was excluded from the sampling frame from the 

outset. The remaining three publications provide widely-circulated and long-

established, mainstream vehicles for advertisers to communicate to audiences 

within their respective industries. 
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TABLE 5-3: SUMMARY OF PUBLICATIONS IN SAMPLING FRAME 

Magazine Title Industry 
Classification Code 

No. of Ads 
in Sampling 

Frame 

Years in 
Sampling 

Frame  
Frequency 

of Issue 
Air Transport World 
(ATW) Transportation 48 500 1990; 1995;  

1996; 1997 Quarterly 

Architectural Record 
(AR) Construction 23 940 1990; 1995;  

1996; 1997 Monthly 

Food Management 
(FM)  

Accommodation 
and Foodservices 72 252 1995; 1996; 

1997 Quarterly 

Restaurant 
Business (RB) 

Accommodation 
and Foodservices 72 928 1990; 1995; 

1996 Monthly 

Source: NAICS Association (2007) accessed from: http://www.naics.com. 
 

As the leading magazine for the airline industry, Air Transport World (ATW) is 

in its 42nd year of publication (Penton Media Inc, 2010) with a circulation of 

close to 31,500 print copies worldwide (BPA Worldwide Business, 2009). 

Architectural Record, has serviced the construction industry for over 110 years 

and claims the position of ‘#1 source for architecture design, modern 

architecture, and green architecture’ (McGraw Construction, 2010). The third 

business magazine, Restaurant Business, was established in 1902 and is 

recognised as the only publication specifically for restaurant and foodservice 

operations (Ideal Media LLC, 2008). Display advertisements in each trade 

publication applied a range of message strategies, thus providing sufficient scope 

to investigate the use of symbolism within the entire sample.   

Subgroups by Publication Date. The research questions dictated an appropriate 

sampling strategy had to permit sampling of time as a discrete group to 

distinguish any potential differences over the given period. Smith and Lux 

(1993) advised that in any time enquiry, decisions regarding the time interval are 

crucial to ensure the causes of change over time can be adequately explained. 

Variations may not be discernible where time intervals are too narrow, while any 

change is likely to be obtained if time intervals are too long (Phillips & 

McQuarrie, 2002).  

The data from GfK Starch permitted examination over a seven-year time (1990 

to 1997), providing a suitable time frame for any trends to emerge in the use of 

symbolism in B2B advertisements. However, a number of issues were missing 

within each publication set. To overcome this shortcoming, publications were 
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grouped into two time-periods: 1990 and 1995 through 1997. This provided a 5-

year time interval between publication dates and considered appropriate for the 

present study, based on the assumption that minimal variation in creative 

execution of the message content occurred between 1995 and 1997. 

Additionally, the sample includes three disparate industries of aviation, 

architecture and foodservice, as required to address the research question related 

to this issue.  

5.2.5.1. Sampling Strategy 

Sampling Techniques. Sampling in communication research—or the analysis of 

texts—poses additional challenges to other forms of research. Unlike other data 

collection methods, such as survey, texts must be sampled in terms of what they 

mean, what interpretations they enable, and information they contain—or, in 

other words, content that is relevant to the research questions (Krippendorff, 

2004). Krippendorff cautioned communication researchers to distinguish 

between units sampled and units counted (termed coding/recording units) as 

sampling of recording units may require different sampling techniques.  

The present study does not require this distinction as a message strategy—

rational, emotional or both—exists in every advertisement created. The type of 

approach—literal, symbolic or some combination of both—in the language and 

imagery used to convey a message, is also assessable in every advertisement 

sampled. Therefore, the units sampled are the units counted as each provides a 

fair chance of the research questions being answered correctly (Krippendorff, 

2004). Generalisability of content analysis to some population of messages is 

dependent on the random selection of the sample. In other words, every unit 

(advertisement) from the sampling frame must have an equal chance of being 

selected (Neuendorf, 2002). It is also important to note that the population and 

sampling frame for this study are limited to the resources available—

representing three industries over a seven-year time period. Thus, caution should 

be exercised in generalising findings to the broader population: B2B print 

advertising. Nevertheless, an inherent ‘sameness’ of B2B advertising suggests 

that the sample are comparative to most advertisements seen in the trade press 

and therefore the findings will have reasonable generalisability potential.   
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From the range of random sampling techniques available, a cluster sampling 

strategy was deemed the most appropriate, because of the population parameters. 

This design is used extensively in content analysis and typically starts with a 

group of elements—clusters—followed by a random selection of units within 

each of the selected clusters (Babbie, 1995; Krippendorff, 2004). Figure 5-4 

(below) shows the disproportionate sampling and weighting process used to 

select the sample for each cell, broken down by publication title and year.  

FIGURE 5-4: SUMMARY OF DISPROPORTIONATE CLUSTER  
SAMPLING TECHNIQUE 

 

Sample Size. Citing Berelson (1952), the use of small, carefully chosen samples 

can be appropriate for most purposes in content analysis, producing results just 

as valid to those studies using large sample sizes (Budd, Thorp, & Donohew, 

1967). However, there is no universally-accepted one way for selecting an 
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appropriate sample size. Similarly, the issue of relevant content has received 

considerable attention in communications research (Berelson, 1952; Budd et al., 

1967). Nevertheless, optimal methods exist to determine a proper sample size for 

specific applications of content analysis (Krippendorff, 2004; Neuendorf, 2002).  

The present study followed Krippendorff (2004) to direct the selection of the 

sample size. Krippendorff (2004) cautioned that sampling of texts might be 

inconsistent with these theoretical parameters due to the tendency of textual 

units to contain less frequent instances of relevant information than are required 

to answer the research questions. The sample units for this project are considered 

equally informative, thus conformed to assumptions of statistical sampling 

theory whereby units sampled are the units counted  (Krippendorff, 2004).  

The three publications were sampled for each time-publication cell. As a result, 

748 B2B advertisements were randomly selected from the sampling frame 

comprising 1,031 full-page, four-colour advertisements—or a sampling ratio of 

73%. Two groups (clusters) used a census, incorporating all units (ads) in 1990 

from two publications (ATW and RB).  

5.2.5.2. Randomising the Sample 

Randomising the sample was required at both stages of the content analysis 

process: selection of the reliability subsample and the independent coding 

sample. Neuendorf (2002) points out that the reliability subsample should 

accurately reflect the full sample, therefore it must follow the same process for 

randomness to extract message units as used for the full sample selection.  

Using the guidelines for the sample sizes, as set out above, a random number 

generator randomly determined the advertisements to be drawn from each 

publication-date cluster. The summary table in Figure 5-4 lists the number of 

units specified for each sample ‘cell’, ensuring an appropriate size and the 

occurrence of key characteristics in each cluster group.  
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5.2.6. Training and Pilot Reliability 

Good coder training is typically a systematic and iterative process, during which 

time instructions are altered, classification categories are modified and data 

sheets are revised until coders are comfortable with what is expected and able to 

apply the coding scheme consistently (Krippendorff, 2004; Neuendorf, 2002).  A 

series of coder training sessions and pre-tests were undertaken to assure 

understanding of the coding instructions and isolate potential issues with inter-

coder reliability. The training within all of these sessions was developed and 

conducted in consultation with a senior advertising academician.  

5.2.6.1.  Determining Number of Coders 

Most content-analytic research involves the use of two or more coders. Two 

coders have proven to be acceptable for over two decades for manuscripts 

published in a range of top tier journals. Among these publications, comparable 

articles include: Torres, Sierra and Heiser (2007) and Shabbir and Thwaites 

(2007), Journal of Advertising; Djafarova (2008) and Chamblee and Sandler 

(1992), Journal of Advertising Research; Mothersbaugh, Huhmann and Franke 

(2002), Journal of Consumer Research, and Finn (1988), Journal of Marketing 

Research. Nevertheless, Krippendorff (2004) and Neuendorf (2002), frequently 

cited as authorities on content analysis, advocate more than two coders as 

preferable. Hence, three coders—not the researcher—were engaged for the 

present study as mechanism to increase reliability. 

5.2.6.2.  Coder Qualifications 

Careful consideration is necessary when selecting coders in terms of cognitive 

abilities, appropriate backgrounds and qualifications (Krippendorff, 2004). 

Krippendorff stated that in terms of cognitive abilities, coders ‘must be capable 

of understanding the rules’ of a coding scheme and apply them reliably, plus 

have the ability to maintain consistency in ‘a highly repetitive analytical task 

that requires strenuous attention to details’ (2004, p. 127). To reduce the 

potential effect of prior learning, coders should not have been previously 

exposed to any of the advertisements used. Coders should also share a level of 
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familiarity in reading and interpreting the texts or observing the visual images 

with similar backgrounds, education and social sensitivities.  

On this basis, similar experience in higher-degrees research was deemed suitable 

criteria for education level, proficient cognitive abilities and familiarity with the 

task of investigative analytic processes. Presumably, individuals either holding 

or currently undertaking higher-degrees research have the skills and competency 

required. Interestingly, coders related to the research project on a personal level, 

exhibiting a shared passion and enthusiasm for the task. Krippendorff  cautioned 

further that characteristics (or ‘coder qualifications’) must ‘occur with sufficient 

frequency within the population of potential coders’ to permit replication of the 

recording process (2004, p. 128). This is a view supported by Neuendorf, in that 

‘total reliance on expert standard to judge reliability and validity is inconsistent 

with the goals of content analysis’  (2002, p. 116). Thus, specialist expertise in 

advertising was not a criterion for selection. Three coders (one male, two 

female) were appointed with the qualifications as set out above. 

5.2.6.3. Coder Training 

Comprehensive training provided understanding of the coding instructions to 

facilitate acceptable inter-coder reliability scores. Practice coding aided the 

development of robust measures, involving revisions to the codebook to 

facilitate suitable reliability and overall viability of the coding scheme before the 

final coding commenced.  

Table 5-4 summarises the training process. During pilot coding inter-coder 

reliability scores were calculated among the researcher (doctoral student) and 

coders using a subsample of advertisements representing the variety of the 

population. Initial reliability scores reflect poor agreement levels on a number of 

items, eventually corrected through further training of coders and refinement of 

the coding scheme.  

Statistical Anomaly on Low Variance Data. Low agreement results were 

particularly puzzling for somewhat relatively straightforward questions, such as 

‘is there a headline in the advertisement?’, requiring a simple yes/no (binary) 

response. A comprehensive examination of responses revealed a statistical 
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anomaly for all binary questions. Despite high (pairwise) percentage agreement 

levels between coders, covariation was low. For example, in one practice 

session, 17 out of 20 advertisements were rated ‘yes’ for presence of headline 

but produced extremely low alpha values of α = .2020. Pairwise percent 

agreement of 94% existed between the four coders. While percentage of 

agreement or observed agreement is the simplest form of agreement between 

coders (and least reliable as it fails to correct for agreement based on pure 

chance), it indicated an anomaly in the alpha values as a level of agreement.  

TABLE 5-4: CODER TRAINING PROCESS 

Day/Date Time Questionnaire  Training Notes Comments 
17 Jun 
2009 
(Wed)  

2:00 – 
5:00pm 
(3 hours) 

Version 1:  
39 questions 

Coders introduced to research 
project and provided coding 
scheme 
 Explanation about B2B, print 

advertising, advertising elements. 
 Question-by-question review of 

code and instructions. 
 Coders practice code together 

applying codebook to randomly 
selected ads from data set. 
Consensus-building discussion. 

 Coders practice-code six ads 
independently on multiple units 
representative of sample.  

Researcher checks reliabilities. 
 Differences between 
responses were identified to 
identify further clarification of 
coding classification. 

 Coder re-trained on changes.   

18 Jun 
2009 
(Thu) 

1:00 – 
5:00pm 
(4 hours) 

Version 1:  
39 questions 

Coders discuss results of 
independent practice coding: six 
ads. 
 Agreement was achieved to 
resolve differences in responses. 

 Coders practice-code 
independently on a number of 
units representing the variety of 
the population. 

 Test on 20 practice ads. 
 

Researcher checks reliabilities. 
 Krippendorff alpha reliability 
statistics run on all mechanical 
variables. Alpha scores too low 

 Anomalous results for α where 
little/no variation in data. 

 RWG reliability run on 5 literal-
symbolic questions. Strong 
reliability on “overall ad” with 
≥.90 for 18/20 ads; ≥.74 = 
body copy (20 ads); ≥.77 = 
visuals for 13/20 ads; and 
≥.72 = headline for 14/20 ads. 

19 Jun 
2009 
(Fri) 

   Codebook revisions made. 
 Rating each ad element was 
questioned—ad elements are 
not viewed in isolation, thus 
erroneous to rate separately. 
Questions removed to assess 
ad elements separately and 
‘benefit claims’ questions. 

 Codebook reduced from 39 to 
22 questions.  
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Day/Date Time Questionnaire Training Notes Comments 
22 Jun 
2009 
(Mon) 

2:30 – 
4:15pm 
(1.75 
hours) 

Version 2:  
22 questions 

Coder training on revisions. 
 Discussion of codebook changes 
 Examination of different ratings 
for questions with low reliability.  

 Consensus-building discussion 
to reach agreement. 

Codebook revision made. 
 Minor changes to develop 
better, more tightly-defined 
instructions. 

23 Jun 
2009 
(Tue) 

10:00-
11:45am 
(1.75 
hours) 
 
2:00 – 
5:00pm  
(3 hours) 

Version 2:  
22 questions 

Coder training on revisions. 
 Discussion of codebook changes. 
 Coders code pilot sub-sample 
for reliability purposes. 

 30 ads multi-coded & analysed. 
 Examination of differences in 
responses for questions with low 
reliability. Consensus-building 
discussion resolved incongruity. 

 Coders recode pilot subsample 
for reliability purposes. 

 30 ads recoded by coders. 

Researcher checks reliabilities. 
 Krippendorff alpha reliability 
statistics run on mechanical 
variables. Acceptable alpha 
scores not achieved. 

 RWG reliability statistics run 
on literal-symbolic questions 
with high reliability (≥.83) for 
29/30 ads. 

 Following Neuendorf (2002), 
pilot subsample was recoded 
following further coder training. 

24/25 
Jun 
2009  
(Wed 
/Thu) 

   Researcher checks reliabilities. 
 Krippendorff alpha reliability 
statistics run on all 
“mechanical” variables. Five 
variables failed to achieve 
acceptable alpha scores, due 
to statistical anomaly. 

 Codebook and coding form 
revisions. 

6 Jul 
2009 
(Mon) 

 Version 2:  
22 questions 

Coder training on revisions. 
 Discussion of minor changes to 
codebook (refining wording of 
instructions). 

Researcher checks reliabilities. 
 Krippendorff alpha reliability 
statistics on all “mechanical” 
variables. Anomalous results 
for binary (Y/N) qs noted. 
Acceptable alpha scores: 
headline length (.99), headline 
position (.85), visual size (.88), 
photograph (.90), illustration 
(.78), graph/ chart (.80), body 
copy length (.71). 

 RWG reliability statistics run 
on literal-symbolic: high 
reliability (ranging .75-1.00 for 
all 20 ads in pre-test sample. 

 Codebook settled as final. 

 

The problem of low αs where little/no variation is present in baseline responses 

between coders was also observed by Lombard, Snyder-Duch and Bracken 

(2004), who suggested researchers need more specific guidelines regarding how 

to assess reliability in such situations. Artseti and Poesio (2008) also commented 
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on the issue of highly skewed data and the surprising results whereby chance-

corrected agreement may be low even though observed agreement is high. These 

authors suggested this ‘prevalence problem’ is, nevertheless, justified as 

‘reliability implies the ability to distinguish between categories’ [emphasis 

added] (2008, p. 523). Further training on these questions produced ‘no 

variation’ or perfect alpha values (α = .1000) in coding the reliability subsample. 

Inter-coder Reliability Practice and Standards. Following Neuendorf (2002), 

consensus-building was used as part of the training, pilot and revision stages to 

ensure the researcher and coders were all proficient in applying the coding 

scheme and yielded acceptable agreement levels to establish reliability of the 

measures. Coders, without discussion or collaboration, undertook the final 

coding independently.  

Threats to reliability identified by Neuendorf (2002), were also taken into 

account. Firstly, care was taken to ensure the coding scheme was well executed, 

with changes to instructions and codebook after the pilot test. Secondly, 

comprehensive coder training was undertaken, involving server sessions and 

practice codings to establish acceptable reliability before commencing final 

coding of the full sample. Finally, keeping coder fatigue in mind, a reasonable 

schedule was adopted with regular breaks to avoid over-taxing coders. 

Debriefing insights from coders (outlined in Section 5.2.9) reveal that coders 

were comfortable with the coding process.  

 

5.2.7. Coding 

Neuendorf (2002) cautioned that that medium by which the message is 

transmitted can also have implications for human coding; recommending that 

coding is undertaken in the same modality in which the messages are created. In 

other words, the B2B advertisements created for print (trade magazines) should 

be evaluated in printed format. According to Franke (2000), human coding of 

text also seems to work better using a hard copy (cited in Neuendorf, 2002). This 

was particularly relevant when counting body copy length during coding of the 

present study.  
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Duplication of the advertisement was as close to the original as possible. A 

professional document imaging and scanning company, Echo Concepts, Inc., 

was engaged to scan original advertisements from trade press magazines. Scans 

were printed using a high-quality colour printer, avoiding the temptation to 

utilise an electronic display for coding. Computer display can mitigate the 

overall impression of an advertisement, with exhibits smaller (or larger) than in 

the original context and can also give rise to difficulties in accurate measurement 

of images (Neuendorf, 2002). Photocopies (for use in multi-coding) were 

unsuitable as this reproduction significantly reduced the quality of the printed 

text.  

Dealing with Potential Bias. Starch stickers with corresponding readership 

scores were visible on a number of advertisements and could bias the coding 

process. Starch stickers were masked on printed copies of the advertisements to 

avoid potential contamination of results. Additionally, a screening question 

required coders to check first whether Starch stickers impaired their ability to 

assess the advertisement. If ‘yes’, then they were instructed to put the 

advertisement aside. Masking of Starch stickers did not prevent coding of any 

advertisements in the sample.  

Coding Procedure. Using the coding scheme (codebook and coding form), 

coders rated 22 questions by viewing the hard copy of print advertisements and 

entering numeric responses into an Excel spreadsheet. Benefits of electronic data 

entry were two-fold. Coders found electronic data entry quick and easy, thereby 

helping reduce fatigue. Access to the data in an electronic format allowed faster 

processing and amalgamation of responses for reliability analysis. For the 

purpose of this project, coders were instructed to accept advertising message 

elements at face value, and not to question the truth or credibility of the claims. 

5.2.7.1. Amount of Coding by Each Coder 

Based on the full sample of 748 advertisements, a systematic schedule was 

followed to test consistency of interpretations, as detailed in Table 5-5. This 

comprised 540 advertisements coded individually and multi-coding of 208 

advertisements by all three coders and the researcher (doctoral student) for inter-
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coder-reliability checks. The number of advertisements used in the reliability 

subsample determined decisions about how many advertisements to assign to 

each coder, as discussed next.  

TABLE 5-5: CODING SCHEDULE 

Date Session Number 
of coders 

No. ads 
coded Comments 

7 Jul 2009 
(Tue) 

Multi-code 
Session 1  

3 coders & 
researcher 

68 Multi-coding advertisements: coders + researcher
Inter-coder reliability scores above .667 
(acceptable) 

8 Jul 2009 
(Wed) 

Single Code 
Session 1  

3 coders 90 No reliability tests conducted. Advertisements 
coded independently by coders. 

9 Jul 2009 
(Thur) 

Multi-code 
Session 2 

3 coders & 
researcher 

70 Multi-coding advertisements: coders + researcher
Inter-coder reliability scores above .667 
(acceptable) 

10 Jul 2009 
(Fri) 

Single Code 
Session 2 

3 coders 90 No reliability tests conducted. Advertisements 
coded independently by coders. 

11 Jul 2009 
(Sat) 

Multi-code 
Session 3 

3 coders & 
researcher 

70 Multi-coding advertisements: coders + researcher
Inter-coder reliability scores above .667 
(acceptable) 

 

5.2.7.2. Determining Number of Units for Each Reliability Assessment 
Most researchers have all coders evaluate the same set of units; however, some 

have started to use sequential overlapping sets of units for reliability testing. 

Krippendorff (2004, p. 428), for example, has encouraged the use of overlapping 

coding ‘provided there is enough duplication or overlap’ (in Lombard et al., 

2004). Nevertheless, such approaches remain questionable and more research is 

needed to establish the utility of overlapping sets of units (Neuendorf, 2002). To 

avoid potential challenges to reliability processes for the present study, all three 

coders, plus the researcher, evaluated all advertisements in the reliability 

subsample.  

Appropriate selection of reliability subsamples was raised by Lacy and Riffe 

(1996), warning that small, non-random samples are problematic. According to 

Neuendorf (2002), rough guidelines in social science research texts include 10% 

to 20% of the total sample, and suggested that the reliability subsample should 

probably never be smaller than 50 and should rarely need to be larger than about 



184 CHAPTER 5: STUDY 2. CONTENT ANALYSIS  –  METHODOLOGY  
 

300 (p. 159). The reliability subsample for the present study comprised 208 

advertisements—or 28% of the total sample. Lacy and Riffe (1996) proposed a 

sample size of 125 units for a population size of 1,000 units at an assumed level 

of 85% agreement and a 95% level of probability. Again, the size of the 

reliability subsample (208 advertisements) for the present exceeds these 

guidelines. Under such conditions, lower levels of agreement are then acceptable 

(Lacy & Riffe, 1996). This condition supports the acceptance of some reliability 

scores that fall below agreement levels of .70. 

5.2.7.3. Measuring Inter-coder Reliability  

Estimating Reliability for Nominal Data. Among the various indices of inter-

coder reliability available to researchers, the most prominent tests designed to 

accommodate multiple-coders are Cohen’s kappa (adapted for multiple coders) 

and Krippendorff’s alpha (Neuendorf, 2002). In their review of issues related to 

accurate reporting of inter-coder reliability in mass communication, Lombard, 

Snyder-Duch and Bracken (2004) provided an extensive appraisal  of the most 

widely-used techniques, pointing out the limitations of each, concluding that 

Krippendorff’s alpha is optimal. A similar verdict emerges from Neuendorf’s 

(2002) review of inter-coder reliability coefficients, which observed that both 

Scott’s pi and Cohen’s kappa have been criticised for being overly conservative 

for giving credit only to agreement beyond chance. These procedures also treat 

all disagreements equally—yet a further serious limitation of pi and kappa 

(Artstein & Poesio, 2008). Conversely, Krippendorff’s alpha takes into 

consideration chance agreement as well as the magnitude of the misses, making 

it a highly attractive coefficient, but not used extensively because of the tedium 

of its calculation (Neuendorf, 2002).   

Hayes and Krippendorff (2007) responded to calls for a standard reliability 

measure that can span the variable nature of obtainable data, proposing 

Krippendorff’s alpha as the measure of choice. The adequacy of several popular 

measures of reliability used by communication researchers was discussed in 

comparison to Krippendorff’s alpha. In short, ‘the latter index generalises across 

scales of measurement; can be used with any number of observers, with or 

without missing data; and it satisfies all of the important criteria of a good 
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measure of reliability’ (Hayes & Krippendorff, 2007, p. 78). The authors 

acknowledged usability limitations of the measure, as mentioned by 

Neuendorf—that is, the inability of popular statistical packages used in the 

social sciences to calculate Krippendorff’s alpha—and described a macro 

(KALPHA) for calculating α values using SPSS or SAS (Hayes & Krippendorff, 

2007). In this way, widespread implementation of the measure is possible, thus 

establishing Krippendorff’s alpha as the most favourable reliability measure for 

the present study.  

Reliability Standards for Nominal Data. Achieving acceptable levels of 

reliability is important to provide basic validation of the coding scheme and 

permit replicability of the study, as well as the practical advantage of using 

multiple coders, provided that appropriate agreement levels are reached 

(Neuendorf, 2002). Acceptable reliability scores are generally .70; however, 

scores lower than this can be justified (Carmines & Zeller, 1979; Ferguson, 

2000; Rubin, Rubin, & Piele, 1996; Sparks, 2006). Among some of the best-

known conventions for reporting kappa-like coefficients, values of above .40 

have also been generally considered adequate, as proposed by Landis and Koch 

(1977) and shown in Figure 5-5 (in Artstein & Poesio, 2008).  Burke and 

Dunlap (2002) also reported the use of correlation coefficient on the lower 

bounds of estimates of consistency (within the range of .60 to .80 or lower) by 

several recent large-scale empirical studies. Clearly, reporting lower cut-offs for 

agreement levels is defensible as acceptable inter-coder reliability standards in 

some circumstances.  

FIGURE 5-5: KAPPA VALUES AND STRENGTH OF AGREEMENT 

 

 

In contrast, Neuendorf concluded that ‘coefficients of .90 or greater would be 

acceptable to all, .80 or greater would be acceptable in most situations, and 

below that, there exists great disagreement’ (2002, p. 143). Similarly, 

Krippendorff (2004) advocated reliabilities above α = .800 and to draw only 
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tentative conclusions with reliabilities between α = .667 and  α = .800.  

Nonetheless, he added that KALPHA distribution responds to sample size, thus 

giving criteria that are more justifiable than similar guidelines proposed other 

coefficients so that the tolerable risk of drawing wrong conclusions is reasonably 

small. Furthermore, results of most content analysis do not have drastic 

consequences, so researchers can adopt far lower standards (Krippendorff, 2004, 

p. 242). As a final point, Krippendorff’s alpha was identified as the most 

appropriate co-efficient for testing reliability in the present study, therefore it 

makes sense that standards determining acceptable reliability should also have 

his counsel. As such, the present study follows the guidelines set out by 

Krippendorff in his text, Content Analysis: An Introduction to Its Methodology 

(2004, pp. 241-242).  

Estimating Reliability for Scale (Metric) Data. Each of the above-mentioned 

indices of inter-coder reliability are intended for rating nominal data; however, 

they fail to adequately account variability of ratings on a continuous scale of 

measurement (e.g. 5-point or 7-point scale). These indices are problematic when 

working with observed variability as an index of agreement in applications in 

which ratings are made on a continuum (Brown & Hauenstein, 2005), thus offer 

limited utility as measures of reliability. This led to the development of indices 

to provide more direct assessments of inter-rater agreement in the metric units of 

the original measurement scale, such as the rwg class of indices (Finn, 1970; 

James, Demaree, & Wolf, 1984; Lindell, Brandt, & Whitney, 1999). The logic 

behind rwg coefficients compares the observed variance (and hence agreement) in 

the raters’ responses for a set of ratings to the expected variance of a uniform 

distribution (Lindell et al., 1999). Finn (1970) is credited with the introduction of 

a method for estimating within-group interrater reliability on a single-item scale, 

extended later by James, Demaree and Wolf (1984) to cover multiple items by 

using the average item variance in the numerator and applying the Spearman-

Brown correction.  

Limitations of rwg and subsequent extensions (e.g. rwg(J)) have been criticised in 

the literature as the assumption of a uniform distribution of responses may be 

unrealistic in some circumstances and can overestimate or underestimate rwg 
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(Brown & Hauenstein, 2005; Lindell et al., 1999). In particular, Lindell, Brandt 

and Whitney (1999) pointed out that there are sound theoretical as well as 

practical reasons for avoiding any multi-item extension of rwg that uses the 

Spearman-Brown correction. Therefore, the present study used rwg calculations 

without correction by simply using the average of the item variances as the 

numerator. Brown and Hauenstein (2005) proposed the awg index; however, this 

index has yet to be widely applied, which makes comparisons with existing 

research difficult. Lindell, et al. (1999) suggested a number of problems remain 

for all multi-item agreement indices, therefore rwg is regarded as an appropriate 

indices in the present study. The rwg is employed to assess reliability of two 

continuous measures using a 7-point scale: 1) the single-item measure (ranging 

from highly literal to highly symbolic), and 2) the L-S scale (developed in 

Chapter 4). The recommended cut-off for rwg at .70 is followed (Lindell et al., 

1999).  

 

5.2.8. Final Reliability 

As shown in Table 5-6, the coding schedule consisted of three multi-coding 

(MC) sessions and two single coding sessions. Reliability subsamples for each 

publication (ATW = 68 units, AR = 70 units and RB = 70 units) were sufficiently 

large enough to contain each category of units for α to be meaningful. 

Reliability testing was conducted at three stages of the coding process—at the 

start, mid-way through and at the end—reflecting a sound pattern of reliability, 

based on Krippendorff’s (2004) conditions for α to exceed the smallest 

reliability of αmin = .667.   

Inter-coder Reliability of Mechanical Variables. Scores for key mechanical 

variables found as consistent predictors of advertising performance (i.e. headline 

length and position; visual size and type; and body copy length) reflect moderate 

to almost perfect agreement levels between the coders and the principal 

researcher. A full summary of inter-coder reliability results for all variables 

tested is shown in Table 5-6. Questions that were measured on a continuum (3, 

18, 19, 20, 21 and 22) are reported in Table 5-7. 
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TABLE 5-6: SUMMARY OF INTER-CODER RELIABILITY TESTS ON NOMINAL VARIABLES 

VARIABLE MC1: 68 ads COMMENTS/ VARIATION MC2: 70 ads COMMENTS/ VARIATION MC3: 70 ads COMMENTS/ VARIATION 
Q1:   Consistency of data (yes/no) No variation Constant data No variation Constant data No variation Constant data 
Q2:   Readability of ad (yes/no) No variation Constant data No variation Constant data No variation Constant data 
Q4:    Use of headline (yes/no) No variation Constant data α = .1000  α = .1000  
Q5:    Headline-# of words (ratio) α = .9538 7 ads: 3/4 agree;   

1 ad: 2/4 agree, 2/4 ≠ agree  
α = .9662 12 ads: 3/4 agree   α = .9797 10 ads: 3/4 agree;  

1 ad: 2/4 agree, 2 = agree;  
1 ad: 2/4 agree, 2/4 ≠ agree 

Q6:   Headline position (4 values) α = .8565 8 ads: 3/4 agree   α = .8985 3 ads: 3/4 agree;   
2 ads: 2/4 agree, 2 = agree 

α = .9146 5 ads: 3/4 agree 

Q7:   Use of visuals (yes/no) No variation Constant data No variation Constant data No variation Constant data 
Q8:   Visual size (6 values) α = .7938 15 ads: 3/4 agree;  

10 ads: 2/4 agree, 2 = agree;  
3 ads: 2/4 agree, 2 ≠ agree 

α = .7705 16 ads: 3/4 agree;  
8 ads: 2/4 agree, 2 = agree;  
2 ads: 2/4 agree, 2 ≠ agree 

α = .8627 14 ads: 3/4 agree;   
2 ads: 2/4 agree, 2 = agree;  
2 ads: 2/4 agree, 2 ≠ agree 

Q9:   Visual type – photograph (yes/no) α =.9304 1 ad: 3/4 agree;   
1 ad: 2/4 agree, 2 = agree 

α = .8775 2 ads: 3/4 agree α = .9179 3 ads: 3/4 agree 

Q10: Visual type – illustration (yes/no) α =.6554 13 ads: 3/4 agree;  
1 ad: 2/4 agree, 2 = agree 

α = .7869 6 ads: 3/4 agree;  
1 ad: 2/4 agree, 2 = agree 

α = .8576 4 ads: 3/4 agree 

Q11: Visual type – graph/chart (yes/no) α =.7170 9 ads: 3/4 agree;  
1 ad: 2/4 agree, 2 = agree;  
1 ad: 2/4 agree, 2/4 ≠ agree 

α = .7939 5 ads: 3/4 agree;  
1 ad: 2/4 agree, 2 = agree 

α = .8828 2 ads: 3/4 agree;  
1 ad: 2/4 agree, 2 = agree 

Q12: Use of body copy (yes/no) α =.1000  α = .1000  α = .1000  

Q13: Body copy length (4 values) α = .8696 10 ads: 3/4 agree; 
 5 ads: 2/4 agree, 2 = agree 

 α = .8077 15 ads: 3/4 agree;  
5 ads: 2/4 agree, 2 = agree 

α = .8456 12 ads: 3/4 agree 

Q14: Subject of ad (3 values) α = .6220 3 ads: 3/4 agree;  
4 ads: 2/4 agree, 2 = agree 

α = .8472 3 ads: 3/4 agree;  
2 ads: 2/4 agree, 2 = agree 

α = .8717 4 ads: 3/4 agree;  
1 ad: 2/4 agree, 2 = agree 

Q15: Subject apparent 
         in headline (yes/no) 

α = .7900 9 ads: 3/4 agree;  
4 ads: 2/4 agree, 2 = agree 

α = .7957 9 ads: 3/4 agree;  
4 ads: 2/4 agree, 2 = agree 

α = .8286 8ads: 3/4 agree;  
3 ads: 2/4 agree, 2 = agree 

Q16: Subject apparent  
         in visuals (yes/no) 

 α = .6999 6 ads: 3/4 agree;  
5 ads: 2/4 agree, 2 = agree 

α = .6612 8 ads: 3/4 agree;  
2 ads: 2/4 agree, 2 = agree 

 α = .7094 6 ads: 3/4 agree;  
3 ads: 2/4 agree, 2 = agree 

Q17: Subject apparent  
in body copy (yes/no) 

α = .7168 3 ads: 3/4 agree α = .9057 1 ad: 3/4 agree α = .7589 3 ads: 3/4 agree 
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In sum, high observed agreement was found the following mechanical variables: 

headline length (MC 1: α = .9538, MC 2: α= .9662, MC 3: α = .9797), headline 

position (MC 1: α = .8565, MC 2: α = .8985, MC 3: α = .9146), and body copy 

length (MC 1: α = .8696, MC 2: α = .8077, MC 3: α = .8456). 

This indicated high reliability of the single coder’s evaluation of the 

advertisements being consistent with the evaluation made by other judges. 

Moderate to substantial agreement was found for: visual size (MC 1: α = .7938, 

MC 2: α = .7705, MC 3: α = .8627), visual type a photograph (MC 1: α = .9304, 

MC 2: α = .8775, MC 3: α = .9179), visual type an illustration (MC 1: α = 

.69304, MC 2: α = .8775, MC 3: α = .9179) and visual type a chart or graph (MC 

1: α = .7170, MC 2: α = .7939, MC 3: α = .8828). As content analysis in the 

present study is exploratory, these levels are acceptable to permit adequate 

reliability standards in generation of the data for final analysis and any 

differences in ratings are unlikely to be noticeable in the results. 

Inter-coder Reliability of Categorical Content Variables. Agreement levels 

were inconsistent, and thus unreliable, for content variables measuring subject of 

the advertisement (MC 1: α = .6220, MC 2: α = .8472, MC 3: α = .8717), and 

subject apparentness in the visuals (MC 1: α = .6999, MC 2: α = .6612, MC 3: α = 

.7094). Adequate agreement was found for subject apparentness in the headline 

(MC 1: α = .7900, MC 2: α = .7957, MC 3: α = .8286) and subject apparentness 

in body copy (MC 1: α = .7168, MC 2: α = .9057, MC 3: α = .7589).  

Inter-coder Reliability of Scale Content Variables. As literalism-symbolism 

was measured on a uni-dimensional continuum, a different reliability index was 

used to evaluate reliability to variables measured on a nominal or ordinal scale. 

For both single and multi-item scales, rwg is regarded as the appropriate indices 

to assess reliability ratings of metric (scale) data (James et al., 1984; Lindell et 

al., 1999). Table 5-7 reports inter-coder reliability results for both scales used in 

the present study. Cases reflecting poor agreement levels are shaded.  

The single-item scale (ranging from highly literal to highly symbolic) obtained 

poorer reliability than the L-S scale. A strong pattern of agreement (rwg ≥ .83) 

was found in most cases in each reliability subsample, with 12% (25 cases) 
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across the three multi-coding sessions dropping below the recommended cut-off 

for rwg at .70, of which 1.5% (3 cases) displayed very low agreement between 

coders (rwg at .21, .33 and -1.13). On this basis only the single-item scale was 

dropped from further analysis. Conversely, the L-S scale proved a reliable 

measure of literalism-symbolism, achieving consistently high agreement levels 

between the three coders and the researcher.  

TABLE 5-7: SUMMARY OF INTER-CODER RELIABILITY  
TESTS ON SCALE VARIABLES 

MC1 – 68 ADS MC2 – 70 ADS MC3 – 70 ADS 

Ad Item #  rwg 1-item L-S  
 

241-AR1-007  1.00 .99  
666-RB2-045  .83 .99  
643-RB2-022  .88 .99  
116-ATW2-011  .88 .99  
445-AR2-082  .88 .89  
007-ATW1-007  .67 .98  
401-AR2-038  .67 .98  
617-RB1-125  .88 .97  
264-AR1-030  1.00 1.00 
441-AR2-078  .88 1.00  
495-RB1-003  .21 .96 
068-ATW1-068  .83 .96  
724-RB2-103  1.00 .95 
284-AR1-050  .83 .99  
192-ATW2-087  .67 .99  
313-AR1-079  .83 .99  
360-AR1-126  .83 .75  
173-ATW2-068  .88 1.00 
464-AR2-101  .83 .79  
615-RB1-123  .88 .90  
361-AR1-127  .88 .99  
130-ATW2-025  .83 .98  
122-ATW2-017  .83 .96  
603-RB1-111   1.00 1.00  
249-AR1-015   1.00 1.00  
720-RB2-099   .83 .98  
672-RB2-051  .83 1.00  
435-AR2-072   .83 .97  
606-RB1-114   .50 .99  
275-AR1-041   1.00 .98  
620-RB1-128   .83 .86 
020-ATW1-020   .88 .83  
024-ATW1-024  .88 .99 
503-RB1-011    .88 .99 
570-RB1-078    .88 .94  
269-AR1-035   .88 1.00 
197-ATW2-092   .88 .98  
316-AR1-082    .88 .99 
708-RB2-087    .88 1.00  
251-AR1-017    .54 .94  

Ad Item #  rwg 1-item L-S  
 

359-AR1-125     .83 .98 
093-ATW1-093       .88 .98 
730-RB2-109        1.00 .98 
608-RB1-116        1.00 .99 
623-RB2-002        1.00 .93 
297-AR1-063 1.00 1.00 
685-RB2-064        1.00 .98 
366-AR2-003        .83 .93 
124-ATW2-019       .88 .98 
279-AR1-045        1.00 .99 
155-ATW2-050       .88 .99 
118-ATW2-013       1.00 .99 
578-RB1-086        1.00 .99 
396-AR2-033        .83 .96 
567-RB1-075        .88 .88 
744-RB2-123        .88 .98 
726-RB2-105        .88 .99 
126-ATW2-021       1.00 .99 
524-RB1-032        .88 .96 
468-AR2-105        1.00 .98 
003-ATW1-003       .88 .95 
492-AR2-129        1.00 .98 
389-AR2-026        .54 .69 
642-RB2-021        1.00 .98 
434-AR2-071        1.00 .98 
475-AR2-112        .54 .96 
322-AR1-088        .67 .96 
357-AR1-123        .83 .99 
676-RB2-055    1.00 1.00 
369-AR2-006        1.00 .99 
358-AR1-124        .83 .98 
670-RB2-049       .88 1.00 
248-AR1-014       .83 .94 
196-ATW2-091       1.00 .99 
657-RB2-036        .54 .80 
120-ATW2-015       .88 .98 
500-RB1-008        .33 .74 
107-ATW2-002       .54 .95 
594-RB1-102        .88 .98 
041-ATW1-041       .88 .98 

Ad Item #  rwg 1-item L-S 
 

703-RB2-082  .83 .95 
437-AR2-074      .83 .98 
593-RB1-101   1.00 1.00 
742-RB2-121      .88  .99 
706-RB2-085       1.00 .99 
271-AR1-037  1.00 1.00 
080-ATW1-080  1.00 .99 
494-RB1-002   .88 .99 
082-ATW1-082  .88 .97 
132-ATW2-027  .88 .99 
050-ATW1-050  1.00 1.00 
733-RB2-112  1.00 1.00 
634-RB2-013  .83 .98 
258-AR1-024  1.00 .98 
084-ATW1-084  .83 .95 
307-AR1-073  .67 .93 
096-ATW1-096  .54 .92 
392-AR2-029  1.00 .96 
409-AR2-046  .88 .98 
532-RB1-040  .54 .94 
218-ATW2-113  .83 .99 
649-RB2-028  .88 .99 
534-RB1-042  .88 .99 
086-ATW1-086  .83 .98 
689-RB2-068  .83 .98 
137-ATW2-032  1.00 .99 
410-AR2-047  .88 1.00 
568-RB1-076  .83 .98 
696-RB2-075  .83 .98 
078-ATW1-078  .83 .98 
476-AR2-113  .83 .98 
106-ATW2-001  .83 .98 
684-RB2-063  .88 .99 
426-AR2-063  1.00 .99 
398-AR2-035  .88 .96 
517-RB1-025  1.00 .99 
485-AR2-122  .54 .94 
283-AR1-049  .88 .93 
718-RB2-097  .88 .95 
639-RB2-018  -1.13 .00 
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MC1 – 68 ADS MC2 – 70 ADS MC3 – 70 ADS 

Ad Item #  rwg 1-item L-S 
    

557-RB1-065    1.00 .98 
700-RB2-079    .88 .95 
191-ATW2-086   .67 .99 
315-AR1-081    .88 .99 
678-RB2-057    .88 .98 
723-RB2-102    1.00 1.00 
368-AR2-005    1.00 .99 
602-RB1-110    1.00 .99 
252-AR1-018    .83 .98 
278-AR1-044   .88 .98 
711-RB2-090    1.00 .98 
400-AR2-037    .83 .95 
473-AR2-110    .88 .99 
498-RB1-006    .83 .87 
478-AR2-115    .88 .95 
057-ATW1-057   .88 .99 
519-RB1-027    .88 .98 
070-ATW1-070   .83 .85 
075-ATW1-075   .83 .96 
157-ATW2-052    1.00 1.00 
217-ATW2-112   .67 .98 
265-AR1-031    .83 .98 
152-ATW2-047   .83 1.00 
333-AR1-099    1.00 .99 
090-ATW1-090   .83 .97 
089-ATW1-089    .83 .95 
662-RB2-041     .83 .98 
399-AR2-036     .88 .97 

Ad Item #  rwg 1-item L-S 
   

428-AR2-065       1.00 .98 
261-AR1-027        1.00 .98 
235-AR1-001        .83 .95 
200-ATW2-095       .88 .98 
135-ATW2-030       .83 .98 
613-RB1-121        .88 .99 
180-ATW2-075       1.00 .95 
381-AR2-018        .33 .82 
179-ATW2-074       .88 .95 
562-RB1-070      1.00 1.00 
204-ATW2-099       .83 .95 
449-AR2-086        .88 .96 
416-AR2-053        .88 .96 
635-RB2-014        1.00 .97 
209-ATW2-104       .83 .83 
219-ATW2-114       1.00 .97 
288-AR1-054        .88 .98 
547-RB1-055        .88 .99 
156-ATW2-051       .83 .99 
627-RB2-006        1.00 .97 
483-AR2-120        .88 .95 
556-RB1-064        .88 .99 
749-RB2-128        .88 .97 
210-ATW2-105       .88 .99 
344-AR1-110        .88 .96 
629-RB2-008        .88 .99 
727-RB2-106        .88 .99 
213-ATW2-108       1.00 .99 
403-AR2-040        1.00 .97 
039-ATW1-039       .83 .99  

Ad Item #  rwg 1-item L-S 
 

303-AR1-069  .50 .83 
665-RB2-044  .88 .99 
324-AR1-090  .88 .96 
370-AR2-007  .67 .96 
560-RB1-068  .83 .99 
482-AR2-119  .83 .98 
214-ATW2-109  .67 .98 
511-RB1-019  .88 .96 
097-ATW1-097  .67 .95 
158-ATW2-053  1.00 .88 
584-RB1-092  .83 .95 
407-AR2-044  .88 .99 
509-RB1-017  .83 .94 
722-RB2-101  .83 .99 
372-AR2-009  1.00 .98 
115-ATW2-010  1.00 .99 
536-RB1-044  .83 .98 
734-RB2-113  .88 .99 
048-ATW1-048  1.00 1.00 
510-RB1-018  .67 .98 
614-RB1-122  .83 .95 
363-AR1-129  1.00 .99 
652-RB2-031  .88 .99 
101-ATW1-101  .54 .95 
346-AR1-112  .83 .96 
488-AR2-125  1.00 .99 
356-AR1-122  .88 .99 
104-ATW1-104  1.00 1.00 
530-RB1-038  1.00 .98 
038-ATW1-038  .83 .94 

 

Looking at the 208 advertisements tested, the scale reflected extreme scores of 

rwg ≥ .80 in 98% (203) of cases assessed and very high rwg agreement of rwg 

between .74 and .89 in 14 cases (or 7%) in the reliability subsample. In one case, 

rwg dropped below the .70 cut-off (rwg at .69) and one instance of rwg at .00. Both 

advertisements were excluded from the analysis reported in Chapter 6. In sum, 

good rwg agreement levels are recorded for the L-S scale, whereby 99% of cases 

are greater than the threshold for acceptable agreement (rwg at .70). Thus, the L-S 

scale behaved remarkably well under the conditions in the present study, but not 

the single-item scale. The single-item scale was not used in later analyses. 
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5.2.9. Tabulation and Reporting 

On completion of coding the full sample of 748 advertisements, data were 

cleaned, checking for data entry errors in terms of numeric entries outside the 

classification measures. Relationships among variables are investigated 

(literalism-symbolism on Starch readership performance) rather than simple 

descriptive frequencies. Controls measured any spurious effect by mechanical 

variables. Reporting of statistical procedures and content analysis findings are 

presented in Chapter 6.  

Coder Debriefing. As with most research, the present study offers an entrée for 

further investigation. Taking a long-term perspective, the project incorporated 

mechanisms for evolution of the coding scheme by way of coder ’debriefing’, as 

suggested by Neuendorf (2002). The coding scheme provides a sound 

foundation for further research replicating the methodology applied in the 

present study. While not relevant to the research problem, key insights from 

coders revealed that no effect of prior learning was inherent in their evaluation 

and fatigue was not a concern. This was evidenced by comments such as ‘I had 

no preformed biases’, ‘I felt like a dummy especially in the early stages but I got 

over that as I got better at rating’, and ‘at the end it was a breeze’. A summation 

of what was learnt is available on request.  
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5.3 SUMMARY 

Content analysis is used widely in communications research; however, a 

rigorous, systematic process must be followed to meet the conditions of a 

scientific method for validity and reliability of the research. Without that, results 

are neither replicable nor defensible in their merit or contribution to theory or 

practice. As such, the present study adhered strongly to prescribed conventions, 

particularly those defined by Krippendorff (2004), Neuendorf (2002) and Riffe, 

Lacy and Fico (2005). Reliability was a central requirement in various aspects of 

the planning stages, from development of the coding scheme, operationalisation 

of variables, to selection of the sample and reliability subsamples. Sampling 

decisions were based on statistical power with random selection of units using a 

cluster sampling technique.  

An iterative process, recommended by Neuendorf (2002), improved 

development and implementation of the coding scheme, and followed 

disciplined training of coders to achieve acceptable levels of inter-coder 

reliability. From a total population of 3,231 B2B print advertisements, 748 units 

were analysed, of which 28% (208 advertisements) were multi-coded by all 

coders at three stages (start, middle and end) of the recording process. Reliability 

scores exceeded the lower bounds of estimates of consistency, reflecting a sound 

pattern of reliability for mechanical variables, with consistently high levels of 

agreement for the L-S scale. Results of the rwg index attest to the reliability and 

validity of the scale developed in Study 1 of this project. In sum, appropriate 

standards within the components of content analysis were maintained to provide 

accurate data for answering the research questions, addressed in the next chapter. 
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CHAPTER 6  
STUDY 2: CONTENT ANALYSIS 
DATA ANALYSIS AND RESULTS 

 

 

6.1 INTRODUCTION 

‘The entire study of mass communication is based on the premise that 

the media have significant effects, yet there is little agreement on the 

nature and extent of these assumed effects.’  

 (McQuail, 1994, p. 327) 

 

This chapter describes the data analysis processes and results from Study 2: 

Content Analysis, specifically in terms of answering the research questions. As 

might be expected, findings from the present study contribute to the milieu of 

communications research, as alluded to by McQuail, adding to the array in terms 

of ‘the nature and extent of [the] assumed effects’ of literalism-symbolism in 

advertising messages. However, it is conspicuous in that it focuses on the 

message component of communication in a B2B print-media context.  

First, data are prepared for analysis, and appropriate statistical tests required to 

answer the research questions are identified. Next, data are examined to test for 

assumptions that underlie the application of multivariate techniques. Thus, the 

purpose here was to establish normality of the data, or action appropriate 

corrective measures to draw valid inferences from these analyses. Fit of the data 

is assessed with statistical assumptions of normality, homoscedasticity, 

independence of error and linearity as required for multiple regression analysis 

(Hair et al., 2006).  
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In the next sections, the relationships between the variables of interest are 

explored. Examination of the effects of mechanical variables on levels of 

literalism-symbolism detects any strong correlations between the independent 

variables prior to further testing. Results reported next answer each of the 

research questions, in terms of predicting readership as an advertising 

performance measure, by way of the variables tested. The following sections 

summarise the analyses and report key findings. 

 

6.2 PREPARATION FOR ANALYSIS OF THE DATA 

As an initial step in the analysis, it was necessary to produce a single data set 

suitable for analysis from the different coding sessions. This process involved 

merging data from multi-coding sessions to generate a single score for each 

variable and combining these with data from individual coding sessions. 

Numerical errors by coders, such as entries outside designated categories for 

variables were located and resolved. No data were missing as Excel sheets were 

recorded. Statistical Package for the Social Sciences (SPSS) software version 

17.0 was used for all the descriptive and inferential statistical analyses.  

 

6.2.1. Selecting Appropriate Statistical Tests to Address the Research Questions 

The key objective of this research project is to explore the extent to which 

literal-symbolic messages in B2B advertising can influence advertising 

performance. The literature review (Chapter 2) established the appropriateness 

of Starch readership as a suitable measure of advertising performance, which 

assesses whether respondents reported the advertisement was seen or recalled 

(Noted), associated to the advertised product or brand (Associated) and how well 

the advertisement was read (Read Some, Read Most).  

Prior research also confirmed the predictive ability of mechanical ad elements, 

such as layout, proportion of text and images, to explain the variance in Starch 

(and other) readership performance. As such, the potential confounding effects 

of mechanical variables were identified and these ad elements were included in 
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the analysis as control variables. The analysis in Chapter 3 isolated key 

mechanical variables relevant to the present study and controlled for these in two 

ways: 1) holding the element constant by limiting the sample to full-page, colour 

advertisements, and 2) coding pertinent elements in the content analysis to 

isolate any variance in readership explained by these variables in the analysis.  

Descriptive and inferential statistics enable assessment to be made on the extent 

of variability between variables in the data as well as looking at relationships 

between those variables (Sekaran, 1992). Sections 6-5 to 6-7 discuss the 

different tests performed to address each of the research questions for each type 

of data. For example, ANOVA were used to examine relationships between 

categorical control variables and the L-S scale, whereas relationships between 

the continuous control variable and L-S scale used correlations. In this way, any 

differences in the level of literalism-symbolism accounted for by the mechanical 

variables were assessed in the first instance. 

A series of multiple regressions were performed to test the multivariate 

relationships between the independent variables (mechanical factors and literal-

symbolic message content) and Starch readership scores as dependent variables 

were used to assess advertising performance (RQ1). T-tests and regressions were 

used to test multivariate relationships between two time-periods and literal-

symbolic message content on readership (RQ2b). Finally, ANOVA and 

regressions were performed to test multivariate relationships across three 

industry types and literal-symbolic message content on readership (RQ3b). The 

implications of these findings are discussed in Chapter 7. 

 

6.3 EXAMINING THE DATA AND TESTING ASSUMPTIONS 

6.3.1. Description and Distribution of the Data 

Data examination looked at distribution of the data to identify outliers and tested 

for assumptions that underlie multivariate analysis to avoid masking the true 

results through biases (Hair et al., 2006). No data were missing, thus treatment 

of such issues was not required prior to analysis. 
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Distribution of Starch Readership Scores. First, simple frequency tests were 

conducted to evaluate distribution of the Starch readership scores as dependent 

variables (Noted, Associated, Read Some and Read Most). The purpose here was 

to look at how well the advertisements represented a normal distribution curve in 

terms of readership as a measure of advertising performance. The histograms 

summarise the results, as shown in Figures 6-1a to 6-1d and more detailed 

statistics are provided in Appendix 6.1.  

FREQUENCY DISTRIBUTION OF READERSHIP SCORES (DVS) 
FIGURE 6-1A: NOTED FIGURE 6-1B: ASSOCIATED 

 

 

 

 

Note: Mean = 41.43; Std. Dev  = 11.05; N = 746  Note: Mean = 35.54; Std. Dev  = 10.48;  N = 745 

FIGURE 6-1C: READ SOME FIGURE 6-1D: READ MOST 

  

Note: Mean = 26.73; Std. Dev  = 8.67; N = 746  Note: Mean = 11.58; Std. Dev = 5.92; N = 675 

 

Looking at distributions for each dependent variable, the range of scores (on a 

scale of 0-100) was restricted, with a cluster of frequent scores at the lower end 

of the scale. Read Most recorded a much lower mean than Noted, Associated and 
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Read Some, with the majority of advertisements appealing to only 0-20% of 

readers who most frequently read half or more than half of the written material 

in the advertisement. Read Most distribution was also positively skewed, with a 

long tail representing a small number of advertisements recording readership 

levels ranging between 20-40%. This follows logical expectations that a poorer 

tendency exists for individuals to read most of the body copy in an 

advertisement. Nevertheless, it is reasonable ‘that no real variable is exactly 

normally distributed’ (Burns, 2000, p. 70), thus each of the four dependent 

variables are accepted as ‘normally distributed’ to permit further statistical 

testing.  

Distribution of Independent Literal-Symbolic Scale Variables. The frequency 

of distribution of the multi-item L-S scale is shown in Figure 6-2.  

FIGURE 6-2: FREQUENCY DISTRIBUTION OF L-S SCALE (IV) 

Note: Mean = 2.47; SD = 0.88; Skewness = 1.2;  N = 746 

 

Looking at the distributions, the histogram shows that the multi-item scale is 

leptokurtic and therefore deviates from a normal distribution. There is a cluster 

of frequent scores at the lower end of the scale (M = 2.47), which ranged from 1-

7. No advertisements were ranked as 7 (highly symbolic). Frequencies reflect a 

high number of literal scores across all cases:  89% of advertisements ranked 2 

or 3 on the 7-point scale. 96% of all advertisements were ranked <4, or in other 
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words, only 4% of the sample were ranked ≥ 4. The more symbolic 

advertisements (ranked ≥ 4) were not dropped from the analysis to facilitate 

better distribution, as the aim of the research is to assess the impact of 

symbolism in B2B advertising.  

The dominance of literal message content follows conventions in business 

advertising to use a rational approach. An inverted U-shaped curve was found, 

as expected, and permitted further statistical analysis. However, the lack of 

variation among the advertisements was observed as a potential issue in 

subsequent testing. 

Improving Distribution of Mechanical Variables. Frequencies were evaluated 

for mechanical variables with three or more categories to identify rare cases in 

the data. Frequencies reported in Table 6-1 revealed that an absence of headline, 

visual and body copy is rare. From a practical standpoint, these cases could not 

be combined into any category and were dropped from further analysis.  

To improve distribution, other categories with small values (percentages) were 

respecified, as follows: 

 Headline position: Collapsed into two groups. Group 1 represented 

‘all or mainly in top half of page’ (74%); Group 2 represented ‘NOT 

all or mainly in top half of page’ (26%) and comprised category (2) 

‘All or mainly in bottom half of page’ and (3) ‘All or mainly spread 

between top and bottom half of page’. Cases in category (4), ‘No 

headline’ (1.6%), were removed.  

 Visual size: Collapsed into three groups. Group 1 represented ‘Full 

ad’ (12%); Group 2 represented ‘More than half of the ad’ (52%); and 

Group 3 represented ‘Half of the ad or less’ comprising categories (3) 

‘Half of the ad’, (4) ‘Less than half of the ad’; and (5) ‘Quarter or less 

of the ad’ (35%).  Cases in category (6), ‘No visual/s’ (0.4%) were 

removed. 

 Body copy length: Retained three groups (short, medium and long 

copy). Cases in category (4), ‘No copy’ (3.7%) were removed.  
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TABLE 6-1: FREQUENCIES FOR MECHANICAL VARIABLE GROUPS 

  FREQUENCY  PERCENT 
Headline Position     

(1) All or mainly in top half of page 555 74.2 
(2) All or mainly in bottom half of page 152 20.3 
(3) All/mainly spread between top & bottom half of page 29 3.9 
(4) No headline 12 1.6 

Visual Size 
(1) Full ad 93 12.4 
(2) More than half of the ad 389 52.0 
(3) Half of the ad 23 3.1 
(4) Less than half of the ad 185 24.7 
(5) Quarter or less of the ad 55 7.4 
(6) No visual(s) 3 .4 

Body Copy Length 
(1) Short copy 130 17.4 
(2) Medium copy 274 36.6 
(3) Long copy 316 42.2 
(4) No copy 28 3.7 

 

In essence, respecifying categories did not interfere with the integrity of 

the data, nor did it compromise the ability to answer the research 

questions, but rather provided groupings of sufficient size to make valid 

comparisons among the data. 

 

6.3.2. Testing Assumptions of Multivariate Analysis 

Before conducting multivariate techniques, it is important to satisfy assumptions 

underlying these analyses. According to Hair et al., four important statistical 

assumptions affect multivariate techniques, therefore assumption violations and 

corresponding implications must be considered in the estimation process or 

when interpreting the results (2006, p. 79). The four assumptions of normality, 

homoscedasticity, independence of error and linearity are discussed next. 

6.3.2.1.  Normality 

Normality of Residuals. Though there is no agreed-upon test for normality of 

residuals in practice, many statistical programs offer Shapiro-Wilk, the 

Kolomogorov-Smirnov tests that tests the null hypothesis for non-normality, 
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whereby a test with p-value > .05 would establish normality of the residuals. To 

test this assumption the residuals for each dependent variable in the study were 

run through Explore in SPSS. Normality plots and tests of normality were 

obtained. Table 6-2 displays the normality test using the aforementioned statistics.  

TABLE 6-2: NORMALITY TEST OF RESIDUALS 
Tests of Normality 

 
KOLMOGOROV-SMIRNOVa SHAPIRO-WILK 

Statistic df Sig. Statistic df Sig. 
Standardised Residual Noted .034 677 .066 .998 677 .578 
Standardised Residual Associated .046 677 .002 .993 677 .003 
Standardised Residual ReadSome .075 677 .000 .954 677 .000 
Standardised Residual ReadMost .075 677 .000 .954 677 .000 

a. Lilliefors Significance Correction  

 

According to the normality test, both the Kolomogorov-Smirnov and the 

Shapiro-Wilk test suggest that normality of residuals is only assumed for Noted 

and not the other dependent variables. Cohen, Cohen, West and Aiken (2003) 

contended that non-normality of the residuals does not lead to serious problems 

in the interpretation of significance tests or confidence intervals; however, it can 

signal other problems in the regression model (e.g. misspecification—using an 

incorrect regression model) and can guide appropriate remedial actions. Thus to 

rectify the problem, Hair, Anderson, Tatham and Black (1998) recommend that 

both normality tests and plots should assess the normality of the residuals. 

Figures 5 through 8 depict the normality plot for each dependent variable. 

Normal Q-Q Plots Assessment of Normality. Figures 6-3a to 6-3d depict the 

normality plot for each dependent variable, using the normal q-q plot method, 

which enable judgments about whether the normality plot approximates a 

straight line. In the normal probability plots below, the straight diagonal line at a 

45-degree angle represents the normal distribution. The residuals compared 

against the diagonal line depict departure from normality. If the residuals follow 

along the diagonal, then normality is assumed.  

Nearly all of the residuals from the actual sample fall inside an approximate 95% 

confidence interval for Noted and Associated, supporting the interpretation that 



204 CHAPTER 6: STUDY 2: CONTENT ANALYSIS – DATA ANALYSIS AND RESULTS   
 

the residuals have close to a normal distribution. This is not met for Read Some 

and Read Most. 

NORMAL Q-Q PLOTS OF STANDARDISED RESIDUALS 
FIGURE 6-3A: NOTED NORMAL   

Q-Q PLOT  
FIGURE 6-3B: ASSOCIATED 

NORMAL Q-Q PLOT  

 

FIGURE 6-3C: READ SOME 
NORMAL Q-Q PLOT  

FIGURE 6-3D: READ MOST 
NORMAL Q-Q PLOT  

 

Considering the Shapiro and Smirnov tests, the normality plot and the skewness 

shows that the distribution of residuals from Read Some and Read Most are the 

most deviant from normality. Deviation from normality affects the standard 

errors, but in ways that are not necessarily predictable, therefore caution is 

exercised when interpreting results in later analyses.   

6.3.2.2.  Homoscedasticity and Independence of Residuals 

This assumption is sometimes referred to as the assumption of constant error 

variance and assumes that error terms/residual variance is constant across 

dependent and predictor variables. To test the assumption, the residual and the 
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predicted variables were created for each of the dependent variables (i.e. Noted, 

Associated, Read Some, and Read Most). Variables were generated by running a 

regression model in SPSS and requesting both the residual and predicted values 

to be saved.  

The resulting variables were then plotted in scatterplots to test both the 

homoscedasticity and independence of the residuals. Homoscedasticity is shown 

by an equal spread around the zero with approximately equal spread above and 

below the zero at each part of the plot. Where the pattern of residuals is random 

and evenly dispersed throughout the plot, this is indicative that the assumption of 

independence is met. Figures 6-4a to 6-4d display the findings for these tests. 

HOMOSCEDASTICITY AND INDEPENDENCE ASSUMPTION 
FIGURE 6-4A: NOTED FIGURE 6-4B: ASSOCIATED 

   

FIGURE 6-4C: READ SOME FIGURE 6-4D: READ MOST 

 
 

 

The results mirrored outcomes from the tests of the normal q-q plot method. 

This is because both tests look at the same issue of data normality, but in a 

different way. The residual plots for Noted and Associated have a random 

pattern and are all concentrated around zero, thus it can be concluded that both 

the assumptions of homoscedasticity and independence of residuals are met.  
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The patterns are not as constant for Read Some and Read Most, and the points 

form the shape of a funnel to become more spread out across the graph. ‘This 

funnel shape is typical of heteroscedasticity and indicates increasing variance 

across the residuals’ (Field, 2005, p. 203). The effect is that significant tests will 

be affected and caution is required on these tests. 

6.3.2.3.  Linearity 

The final assumption relates to examination of the linearity of residuals between 

each pair of variables, summarising the correlations between the L-S scale and 

observed dependent variables. The assumption here is that means values of the 

relationships are linear (lie along a straight line) or will limit generalisability of 

the findings (Field, 2005). Using a scatterplot matrix, the assumption of linearity 

was tested through an analysis of the residuals for each dependent variable and 

the L-S scale.  

Figure 6-5 reveals that the slope of relationships for the L-S scale are less well 

defined. However, this is consistent with expectations that L-S scores are 

clustered around the lower end of the scale, reflecting the highly literal nature of 

the advertisements. The pattern shown by the residuals does not reveal any 

curvilinear relationship in the data, therefore the assumption of linearity is met. 

FIGURE 6-5: TEST OF LINEARITY OF STANDARDISED 
RESIDUALS FOR DEPENDENT VARIABLES AND L-S SCALE 
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6.4 EXAMINING DIFFERENCES BETWEEN THE L-S SCALE AND 

MECHANICAL VARIABLES 

The series of graphical and statistical tests conducted to assess the underlying 

assumptions of multivariate analysis revealed that relatively few violations are 

present. While some violations occurred, serious problems in terms of further 

analysis on the data were not expected. Thus, preliminary evaluation of the 

relationships between variables is conducted next to examine the independent 

effect of the mechanical variables on the Starch scores. 

 Before running the analyses to test the predictive effect of the mechanical 

variables and L-S scale on Starch readership as the DVs, potential relationships 

between literalism-symbolism and the control variables were evaluated. The 

purpose here was to find out if mechanical variables have any bearing on levels 

of literal-symbolic message content used in an advertisement. Using the L-S 

scale as the dependent variable, bivariate correlations and ANOVA were 

conducted, depending on whether the variable was categorical or continuous.  

The relationship between Headline Length and literalism-symbolism was 

examined using Pearson Correlation. Accepting correlations coefficients with a 

significance of p ≤ .05 (2-tailed), results indicated that the relationship between 

these variables (r = .043, p = .243) was not significant. 

Next, ANOVA tests were conducted to assess whether the mean score for each 

of the dependent variables of literalism-symbolism differed significantly across 

the groups for Headline Position (2 groups), Visual Size (3 groups), Photograph 

Use (Yes/No), Illustration Use (Yes/No), Graph/Chart Use (Yes/No), and Body 

Copy Length (3 groups). The Levene’s test assesses whether the variances in the 

groups are equal (i.e. non-significant = p ≥ .05) with violations to homogeneity 

of variance corrected using the Welch F (1951) and Brown-Forsythe F (1974) 

alternative versions of the F-ratio.  

The ANOVA results showed Headline Position was significant (F = 10.928; p 

=.001). This suggests higher levels of symbolism in headlines that are not all 

mainly in the top half of the page, as may be found in headlines split across 

sections of the advertisement. No significant effect was found on literalism-
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symbolism for either Visual Size (F =.967; p =.381) or Body Copy Length (F 

=.520; p =.690).  

However, the ‘type’ of visual used appeared to have a strong relationship to the 

use of symbolism with a significant effect on literalism-symbolism for 

Photograph Use (F = 7.743; p =.006), Illustration Use (F = 39.257; p =.000) and 

Chart/Graph Use (F = 5.209; p =.002). In other words, higher L-S scores were 

exhibited for illustrations, when compared to photographs or graph/charts. Table 

6-3 provides a summary of these statistics. 

TABLE 6-3: ANOVA RESULTS, F-VALUES AND MEANS FOR 
MECHANICAL IVS AND L-S SCALE AS DV 

  DEPENDENT VARIABLE: L-S Scale 
  Mean 

Square F Sig. MEANS N Mean 

Headline 
Position 

Between groups 8.190 10.928 .001 All or mainly all in top 
half of ad 554 2.40 

Within groups .749   NOT all mainly in the 
top half of the ad 181 2.65 

Levene statistic   .495 Total 735 2.46 
Visual Size Between groups .741 .967 .381 Full Ad 92 2.58 

Within groups .767   More than half of ad 388 2.48 
Levene statistic   .362 Half of ad or less 263 2.43 
    Total 743 2.48 

Photograph  
Use 

Between groups 5.885 7.743 .006 Yes 661 2.44 
Within groups .760   No 85 2.72 
Levene statistic   .063 Total 746 2.47 

Illustration 
Use 

Between groups 28.636 39.257 .000 Yes 87 3.01 
Within groups .729   No 659 2.40 
Levene statistic   .614 Total 746 2.47 

Graph/Chart 
Use 

Between groups 5.209 5.209 .009 Yes 98 2.26 
Within groups .761   No 648 2.50 
Levene statistic   .002 Total 746 2.47 

Body Copy 
Length 

Between groups .358 .520 .595 Short copy 129 2.51 
Within groups .689   Medium copy 273 2.43 
Levene statistic   .002 Long copy 316 2.43 
    Total 718 2.45 

Note: Levene’s statistic significant p≤ .05.  Corrected using Welch F and Brown-Forsythe F alternative F-ratio. 
Significant at  <.0.1. 

 

In general, higher levels of literalism-symbolism in advertisements are not a 

function of mechanical variables. Type of visual was not critical to answer the 

research questions and these variables were dropped from further analysis. 

Examination of the mechanical factors and the L-S scale as IVs and Starch 

readership scores as DVs were tested next. 
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6.5 RESULTS RELATED TO RESEARCH QUESTION 1: RELATIONSHIPS 

BETWEEN L-S SCALE AND STARCH READERSHIP  

The first research question is central in addressing the research problem and 

explores the predictive power of the independent variables to investigate: 

RQ 1: To what extent does literal-symbolic message content predict 

advertising performance scores? 

To investigate this question, a series of four regressions were conducted to 

assess the ability of literalism-symbolism to predict the four measures of 

advertising performance (Noted, Associated, Read Some and Read Most). 

Regression models are appropriate in determining how much of the variance in a 

dependent variable is explained by a set of predictors, or independent variables 

(Sekaran, 1992, p. 270). Separate multifactor regression models were built for 

each measure of Starch readership; adding predictor variables within each block 

as forced entry (enter) method.  

First, mechanical variables were entered (Step 1) to see the amount of variance 

on the readership scores explained by these control variables. From the literature 

review (Chapter 2), past research has shown that elements relating to the form or 

layout in advertisements can account for differences in the extent to which 

people report they note, associate and read some or most of the text. Therefore, it 

was important to look at the influence the mechanical variables have on the four 

readership performance measures. These relationships were tested in Step 1 of 

the regression models. 

Next, the effect of literalism-symbolism was tested by adding L-S scale in Step 2 

of the regression models to determine additional variance explained by this 

variable. These results are reported in Table 6-4. 

First, dummy coding was used to represent the categorical mechanical variables: 

 Headline Position (2 groups):  

Reference group = ‘NOT all or mainly in the top half of page’;  

1 = ‘All or mainly in top half of page’,  0 =  otherwise   
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 Visual Size (3 groups):  

Reference group = ‘Half or less than half of an ad’, comparing  

VisualFull:  1 = ‘Full Page’, 0 = otherwise, and  

VisualOverHalf:  1 = ‘More than half of ad’, 0 = otherwise  

 Body Copy Length (3 groups):   

Reference group = ‘Long copy’, comparing  

CopyShort:  1 = ‘Short’, 0 = otherwise, and  

CopyMedium: 1 = ‘Medium’, 0 = otherwise.  

 

Step 1: Mechanical Variables. Looking at the top section of the summary table 

(Table 6-4), ‘Step 1’ in each model is specific to results when regressing 

mechanical variables on the dependent variables. Unstandardised coefficients 

were more interpretable and used to report the outcomes.  

While statistically significant (p < .05), changes in the R² were very small for 

Noted (R² change = .075, p = .000), Associated (R² change = .063, p = .000) and 

Read Some (R² change = .033, p = .001). Read Most (R² change = .012, p = .255) 

was not statistically significant.  

Headline length was negatively correlated to Noted, Associated and Read Some, 

meaning readership decreased (around .2%), for each additional word in the 

headline length. Headline position was significantly correlated to Noted and 

Associated, indicating that readership decreased around 2% when the headline 

was in the top half of the advertisement versus the bottom half or spread across 

the page.  

Of all the mechanical variables tested, Visual Size proved the strongest predictor 

for readers reporting on noting, associating and reading some of the 

advertisement. When compared to visuals that are ‘half or less than half of an 

ad’, then full page advertisements increase Noted scores by 5.24%, or by 4.45% 

for visuals over half the page. When compared to visuals that are ‘half or less 

than half of an ad’, then full page advertisements increase Associated scores by 

4.38%, or by 4.02% for visuals over half the page. When compared to visuals 

that are ‘half or less than half of an ad’, then visuals over half the page increase 
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Read Some scores by 2.16%, but the change is not significant when compared to 

full page advertisements. 

When compared to long body copy, medium copy increases Noted scores by 

3.52% and increases Associated scores by 2.88%, but was not significant when 

compared to short copy. No significant change was found in the length of the 

body copy for reading some or most of the advertisement.  

None of the mechanical variables explained the variance in the Read Most 

scores, which suggests that if readers have an interest in the advertised message 

they will read most of the advertisement, regardless of the placement, size or 

proportion of advertisement used by mechanical elements.  

While these findings are generally consistent with previous research, the purpose 

was not to establish their predictive effect on readership. The aim of this 

research was to establish the effect of literalism-symbolism on advertising 

performance; however, mechanical variables were measured to control for any 

effect on the Starch scores explained by these ad elements. With this 

understanding, the predictive effect of literal-symbolic message content is 

assessed next. 

Step 2: Literal-Symbolic Variables. Looking at the middle section of the 

summary table, ‘Step 2’ in each model is specific to results when adding the L-S 

scale into the regression model. Results for each regression model were not 

significant. 

Readership in terms of Noted scores was regressed on mechanical variables F(6, 

697) = 9.432, p = .000, ∆R² = .075 and on literalism-symbolism  (β = .89, p = 

.073), F(1, 696) = 3.230,  ∆R² = .004. This reflects a non-significant change of 

0.89%. In other words, the percentage of issue readers who reported they 

remember having previously seen the advertisements in the study issue does not 

change in terms of the literal-symbolic message content used in the 

advertisement. 

Readership in terms of Associated scores was regressed on mechanical variables 

F(6, 696) = 7.750, p = .000, ∆R² = .063 and on literalism-symbolism (β = .37, p = 



212 CHAPTER 6: STUDY 2: CONTENT ANALYSIS – DATA ANALYSIS AND RESULTS   
 

.443), F(1, 695) =.589, ∆R² = .001. This reflects a non-significant change of 

0.37%. In other words, the percentage of issue readers who not only Noted the 

advertisement, but also reported they saw or read some part of it which clearly 

indicated the brand or the advertiser does not change in terms of the literal-

symbolic message content used in the advertisement. 

Readership in terms of Read Some scores was regressed on mechanical variables 

F(6, 697) = 3.950, p = .001, ∆R² = .033 and on literalism-symbolism (β = .64, p = 

.109), F(1, 696) =2.573, ∆R² = .004. This reflects a non-significant change of 

0.64%. In other words, the percentage of issue readers who reported they read 

any part of the advertisement’s copy does not change in terms of the literal-

symbolic message content used in the advertisement. 

Readership in terms of Read Most scores was regressed on mechanical variables 

F(6, 655) = 1.300, p = .255, ∆R² = .012 and on literalism-symbolism (β = .47, p = 

.109), F(1, 654) = 2.574,  ∆R² = .004. This reflects a non-significant change of 

0.47%. In other words, the percentage of issue readers who reported they read 

one-half or more of the written material in the advertisement does not change in 

terms of the literal-symbolic message content used in the advertisement. 

Step 3: Interaction Effect. A further test to assess the nature, direction and 

significance between the IVs and four outcome variables for readership entailed 

testing the interaction effect between variables. Interaction terms were computed 

between each mechanical variable and the L-S scale. 

The interaction terms were then included as a third block for each of the 

preceding regressions. The interactions between the L-S scale and mechanical 

variables were not significant for Noted, F(6, 697) =0.970, p = .445, ∆R² = .008, 

Associated, F(6, 696) =1.062, p = .384, ∆R² = .009, Read Some, F(6, 697) 

=1.012, p = .416, ∆R² = .008 and Read Most, F(6, 655) =1.150, p = .332, ∆R² = 

.010. There were three marginally significant interactions but as they were not 

constant in their effects across the readership variables, nor substantive 

variables, and were only marginal in significance, none are interpreted. On this 

basis, the results indicate no strong interactions exist between the variables that 

serve as predictors on any readership outcome. 
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TABLE 6-4: BETA COEFFICIENTS OF MECHANICAL VARIABLES AND L-S SCALE USED TO PREDICT STARCH 
SCORES 

 

PREDICTOR VARIABLES       DEPENDENT VARIABLES   
Noted   Assoc   Read Some   Read Most   

 B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. 
Step 1 
 Constant 

 
40.87 

 
1.33  

 
30.65 

 
.000 

 
35.07 

 
1.28  

 
27.37 

 
.000 

 
27.74 

 
1.08  

 
25.80 

 
.000 

 
11.81 

 
0.75  

 
15.67 

 
.000 

Mechanical Variables 
 Headline Length 

 
-0.21 

 
0.08 

 
-0.10* 

 
-2.55 

 
.011 

 
-0.19 

 
0.08 

 
-0.09* 

 
-2.40 

 
.017 

 
-0.20 

 
0.07 

 
-0.12** 

 
-3.05 

 
 .002 

 
0.02 

 
0.05 

 
0.01 

 
0.34 

 
.731 

 Headline Position -2.07 0.93 -0.08* -2.24 .025 -1.75 0.89 -0.07* -1.97 .049 -0.93 0.75 -0.05 -1.25  .213 -0.81 0.52 -0.06 -1.54 .123 
 Visual Size Full 5.24 1.38 0.15*** 3.79 .000 4.38 1.33 0.14** 3.30 .001 2.08 1.11 0.08 1.87  .062 0.58 0.81 0.03 0.72 .473 
 Visual Size OverHalf 4.45 0.88 0.20*** 5.08 .000 4.02 0.84 0.19*** 4.78 .000 2.16 0.71 0.12** 3.06  .002 -0.06 0.50 -0.01 -0.13 .901 
 Body Copy Short 3.51 1.18 0.12** 2.98 .003 2.88 1.13 0.10* 2.54 .011 0.91 0.95 0.04 0.96  .338 1.45 0.75 0.08 1.93 .054 
 Body Copy Medium 0.53 0.91 0.02   0.58 .560 0.33 0.88 0.02 0.38 .708 -0.47 0.74 -0.03 -0.64  .521 -0.01 0.51 0.00 -0.02 .987 

Step 2 
      Constant 

 
38.66 

 
1.81   

21.34 
 

.000 
 

34.15 
 

1.75   
19.55 

 
.000 

 
26.15 

 
1.46   

17.89 
 

.000 
 

10.65 
 

1.04   
10.20 

 
.000 

Mechanical Variables 
 Headline Length 

 
-0.22 

 
0.08 

 
-0.10**  

 
-2.66 

 
.008 

 
-0.19 

 
0.08 

 
-0.09* 

 
-2.45 

 
.015 

 
-0.21 

 
0.07 

 
-0.12** 

 
-3.14 

 
.002 

 
0.01 

 
0.05 

 
0.01 

 
0.22 

 
.829 

 Headline Position -1.85 0.93 -0.07* -1.99 .048 -1.66 0.90 -0.07 -1.85 .065 -0.77 0.75 -0.04 1.02 .306 -0.69 0.53 -0.05 -1.30 .193 
 Visual Size Full 5.12 1.38 0.15*** 3.71 .000 4.32 1.33 0.13** 3.25 .001 2.00 1.11 0.08 1.80 .073 0.51 0.81 0.03 0.63 .527 
 Visual Size OverHalf 4.40 0.87 0.20*** 5.03 .000 4.00 0.84 0.19*** 4.75 .000 2.12 0.71 0.12** 3.01 .003 -0.09 0.50 -0.01 -0.18 .855 
 Body Copy Short 3.44 1.18 0.12* 2.93 .004 2.86 1.13 0.10* 2.52 .012 0.86 0.95 0.04 0.91 .364 1.46 0.75 0.08 1.95 .052 
 Body Copy Medium 0.55 0.91 0.02 .60 .549 0.33 0.88 0.02 0.38 .703 -0.46 0.74 -0.03 -0.63 .529 -0.00 0.51 0.00 -0.01 .995 
Message Content Variables 
 L-S Scale 

 
0.89 

 
0.49 

 
0.07 

 
1.81 

 
.073 

 
0.37 

 
0.48 

 
0.03 

 
.77 

 
.443 

 
0.64 

 
0.40 

 
0.06 

 
1.60 

 
.109 

 
0.47 

 
0.29 

 
0.06 

 
1.60 

 
.109 

Step1:  R² /Adjusted R² 
 

R².= .08;  Adjusted R² =.07;  ∆R².= .08 
F Change = 9.432; Sig. F Change = .000 

R².= .06;  Adjusted R² =.06;  ∆R².= .07 
F Change = 7.750; Sig. F Change = .000 

R².= .03;  Adjusted R² =.03;  ∆R².= .03 
F Change = 3.950; Sig. F Change = .001 

R².= .01;  Adjusted R² =.00;  ∆R².= .01 
F Change = 1.300; Sig. F Change = .255 

Step2:  R² Change  
 

∆R².= .004 
F Change = 3.230; Sig. F Change = .073 

∆R².= .001 
F Change = .589; Sig. F Change = .443 

∆R².= .004 
F Change = 2.573; Sig. F Change = .109 

∆R².= .004 
F Change = 2.574; Sig. F Change = .109 

Note: *. p < .05, **. p < .01, ***. p < .001. 
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PREDICTOR VARIABLES       DEPENDENT VARIABLES   
Noted   Assoc   Read Some   Read Most   

 B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. 
Step 3 
      Constant 

 
41.21 

 
4.56   

9.04 
 
.000 

 
40.91 

 
4.40   

9.29 
 
.000 

 
29.48 

 
3.68   

8.01 
 

.000 
 

14.72 
 

2.66   
5.53 

 
.000 

Mechanical Variables 
 Headline Length 

 
-0.58 

 
0.28 

 
-0.26* 

 
-2.03 

 
.043 

 
-0.80 

 
0.27 

 
-0.38** 

 
-2.92 

 
.004 

 
-0.31 

 
0.23 

 
-0.18 

 
-1.36 

 
.175 

 
-0.24 

 
0.16 

 
-0.20 

 
-1.47 

 
.142 

 Headline Position -3.53 3.01 -0.01 -1.17 .242 -3.92 2.90 -0.16 -1.35 .176 -5.40 2.43 -0.27 -2.22* .027 -3.57 1.76 -0.27* -2.02 .043 
 Visual Size Full 13.11 4.23 0.39** 3.10 .002 7.48 4.09 0.23 1.83 .067 5.44 3.41 0.20 1.60 .111 -0.94 2.58 -0.05 -0.37 .715 
 Visual Size OverHalf 7.38 2.82 0.34** 2.62 .009 5.08 2.73 0.24 1.86 .063 3.88 2.27 0.22 1.71 .088 -0.69 1.69 -0.06 -0.41 .681 
 Body Copy Short 2.04 3.47 0.07 0.59 .557 0.73 3.36 0.03 0.22 .828 -0.86 2.80 -0.04 -0.31 .759 3.56 2.27 0.20 1.57 .118 
 Body Copy Medium -1.74 3.07 -0.08 -0.57 .572 -1.88 2.96 -0.09 -0.64 .525 -0.63 2.48 -0.04 -0.26 .798 0.71 1.72 0.06 0.41 .680 
Message Content Variables 
 L-S Scale 

 
-0.18 

 
1.82 

 
-0.01 

 
-0.10 

 
.923 

 
-2.49 

 
1.76 

 
 -0.19 

 
-1.42 

 
.156 

 
-0.61 

 
1.47 

 
-0.06 

 
-0.42 

 
.677 

 
-1.19 

 
1.07 

 
-0.16 

 
-1.12 

 
.263 

Interaction 
 Headline Length 

 
0.15 

 
0.11 

 
0.20 

 
1.32 

 
.186 

 
0.25 

 
0.11 

 
0.36* 

 
2.32 

 
.021 

 
0.04 

 
0.09 

 
0.07 

 
0.48 

 
.634 

 
0.10 

 
0.07 

 
0.26 

 
1.58 

 
.114 

 Headline Position 0.66 1.12 0.08 0.59 .555 0.91 1.08 0.11 0.85 .398 1.80 0.90 0.26 1.20* .046 1.16 0.66 0.24 1.76 .079 
 Visual Size Full -3.22 1.60 -0.26* -2.01 .045 -1.29 1.55 -0.11 -0.83 .407 -1.36 1.29 -0.14 -1.05 .294 0.59 0.99 0.09 0.60 .550 
 Visual Size OverHalf -1.22 1.11 -0.15 -1.10 .272 -0.41 1.08 -0.05 -0.38 .702 -0.73 0.89 -0.12 -0.82 .413 0.26 0.67 0.06 0.38 .855 
 Body Copy Short 0.58 1.34 0.06 0.44 .663 0.93 1.30 0.09 0.72 .473 0.66 1.08 0.08 0.61 .542 -0.87 0.89 -0.13 -0.98 .703 
 Body Copy Medium 0.96 1.23 0.11 0.79 .433 0.99 1.18 0.12 0.84 .403 0.03 0.99 0.00 0.03 .977 -0.27 0.69 -0.06 -0.40 .691 
Step1:  R² /Adjusted R² 
 

R².= .08;  Adjusted R² =.07;  ∆R².= .08 
F Change = 9.432; Sig. F Change = .000 

R².= .06;  Adjusted R² =.06;  ∆R².= .07 
F Change = 7.750; Sig. F Change = .000 

R².= .03;  Adjusted R² =.03;  ∆R².= .03 
F Change = 3.950; Sig. F Change = .001 

R².= .01;  Adjusted R² =.00;  ∆R².= .01 
F Change = 1.300; Sig. F Change = .255 

Step2:  R² Change  
 

∆R².= .004 
F Change = 3.230; Sig. F Change = .073 

∆R².= .001 
F Change = 0.589; Sig. F Change = .443 

∆R².= .004 
F Change = 2.573; Sig. F Change = .109 

∆R².= .004 
F Change = 2.574; Sig. F Change = .109 

Step3:  R² Change  ∆R².= .008 
F Change = 0.970; Sig. F Change = .445 

∆R².= .009 
F Change = 1.062; Sig. F Change = .384 

∆R².= .008 
F Change = 1.012; Sig. F Change = .416 

∆R².= .010 
F Change = 1.150; Sig. F Change = .332 

Note: *. p < .05, **. p < .01, ***. p < .001.   
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In sum, the findings indicate that variable for literalism-symbolism does not present 

as a useful predictor of Starch readership. The mechanical variables measured in this 

study reflected a small influence on readership, but from a practical perspective, this 

was not significant. These findings are generally consistent with previous research on 

mechanical variables, as variables typically found as the strongest predictors of 

readership were held constant in the sample tested in the present study. Nevertheless, 

the aim here was not to establish their predictive effect, but to control for potential 

variance explained by these ad elements when assessing the impact (if any) of 

literalism-symbolism on readership. The interpretation and implications of these 

findings are discussed in Chapter 7. 

 

6.6 RESULTS TO RESEARCH QUESTIONS 2a -2b: RELATIONSHIP 

BETWEEN L-S SCALE AND TIME 

The second research questions explore variations in the use of literalism-symbolism 

to examine what differences were present between two time periods and what impact 

these factors had in terms of predicting Starch readership. This section summarises 

the key findings in response to the following questions:  

RQ 2a: What differences exist over time in terms of the use of literal-

symbolic message content in B2B print advertisements? 

RQ 2b: To what extent does the use of literal-symbolic message content 

effect advertising performance scores over time? 

To investigate these questions, differences between the sample means were examined 

along with multifactor regressions to relationships among the variables under 

investigation. Descriptive statistics were examined and demonstrates distribution for 

the L-S scale is different across time periods, as shown in Table 6-5. Higher mean 

scores are recorded in Time 2 (2.56) than exhibited in Time 1 (2.38), pointing to a 

rise in the use of symbolism in B2B advertisements in the latter time-period (1995-

97). A T-test indicated the statistical significance of relationships between the two 

time periods. While statistically significant, the T-test does not indicate how large an 
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effect that time had on the use of literal-symbolic advertisements. Cohen’s d7 was 

used to determine the effect size (.20), representing a small to moderate finding of 

the difference in literal-symbolic message content between 1990 and 1995-1997. The 

results indicate a pattern of increased use of symbolism emerging in B2B advertising, 

emulating trends seen in B2C advertising.  

Following the study by Rossiter (1988), trends in readership scores were also 

evaluated using simple unweighted averages to calculate the percentage change 

between the two time periods for each Starch measure. Changes during 1990 and 

‘95/96/97 differed from those investigated by Rossiter, who looked at advertisements 

in consumer magazines (male versus female) between 1987 and 1997. Increases in 

his study were more pronounced for Noted (over 10% for both men and women 

magazines), Associated (approximately 20% in all magazines tested), while increases 

in Read Most scores (almost 20% for men and 30% for women), were on a par with 

the B2B advertisements tested in the present study. The results shown in Table 6-5 

for the present study reveal a notable improvement in readability of the 

advertisements (Read Most) in Time 2 and the implications are considered in Chapter 

7. Differences in readership levels across publications are reported in Section 6.2.  

TABLE 6-5: T-TEST BETWEEN TIME PERIODS AND  
READERSHIP TRENDS 

VARIABLE 
TESTED 

 Time 1 
(1990) 

Time 2 
(95/96/97) 

% Change 

Literalism-
Symbolism 

Mean 
Std. Dev 
Skewness 

2.38 
0.87 
1.33 

2.56  
 0.88 
1.05 

+ 7.0% 

Significance t(745) = 26.43, p = .000 
    Effect size r = .20 
Noted Mean 

Std. Dev 
Skewness 

41.23 
10.90  

0.13 

41.62  
11.20 

0.13 

+ 0.9% 

Associated Mean 
Std. Dev 
Skewness 

35.70 
10.25  

0.31 

35.39  
10.71 

0.22 

-  0.9% 

Read Some Mean 
Std. Dev 
Skewness 

25.77 
8.11 
0.36 

27.62  
9.08 
0.61 

+ 6.7% 

Read Most Mean 
Std. Dev 
Skewness 

9.78 
4.34 
0.59  

13.75  
6.40 
0.86 

+ 28.9% 

Number of ads  361 385  

                                                 
7  Cohen’s d is defined as the difference between two means divided by a standard deviation for  the 

data (                     ) 
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Separate regression models were built to examine the influences on readership by 

time and the L-S scale in Step 1. As mechanical variables accounted for a small 

amount of variance on readership, these variables were not included in the model. 

The interaction effect between time and literalism-symbolism is added in the model 

in Step 2 to examine whether higher levels of literalism or symbolism between the 

two time periods lead to higher readership scores. Dummy coding was used to 

represent categorical variables of Time, using Time 2 as the reference group (Time 1 

= 1; otherwise = 0). The results are reported in Table 6-6. 

Readership in terms of Noted scores was regressed on time and literal-symbolic 

message content (F(2, 743) = 2.945, p = .053, ∆R² = .008) and the interaction effect 

of time and literalism-symbolism (F(3, 742) = 1.411, p = .235, ∆R² = .002); however, 

the change in the R² was not significant in either model. This indicates that the 

percentage of issue readers who reported they remember having previously seen the 

advertisements in the study issue does not change in terms of the variation of literal-

symbolic message content between the two time periods. 

Readership in terms of Associated was regressed on the time and literal-symbolic 

message content (F(2, 742) = 1.006, p = .366, ∆R² = .003) and the interaction effect 

of time and literalism-symbolism (F(3, 741) = 0.689, p = .407, ∆R² = .001); however, 

the change in the R² was not significant in either model. This indicates that the 

percentage of issue readers who not only Noted the advertisement, but also reported 

they saw or read some part of it which clearly indicated the brand or the advertiser 

does not change in terms of the variation of literal-symbolic message content 

between the two time periods. 

Readership in terms of Read Some was regressed on the time and literal-symbolic 

message content (F(2, 743) = 5.055, p = .007, ∆R² = .013) with a significant change 

in the R². The interaction effect of time and literalism-symbolism was not significant 

(F(3, 742) = 0.026, p = .872, ∆R² = .000). The variance in readership accounted for 

by changes in literal-symbolic message content between the two time periods was 

less than 1%; however this difference is not accounted for by the interaction between 

time and level of literalism-symbolism. The percentage of issue readers who reported 

they read any part of the advertisement’s copy does not significantly change in a 

practical sense.  
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Readership in terms of Read Most was regressed on the time and literal-symbolic 

message content (F(2, 672) = 56.277, p = .000, ∆R² = .143) with a significant change 

in the R². The interaction effect of time and literalism-symbolism was not significant 

(F(3, 671) = 0.001, p = .972, ∆R² = .000). The results indicate that 14% of variance in 

readership is accounted for by changes in literal-symbolic message content between 

the two time periods. This finding implies that the percentage of issue readers who 

reported they read one-half or more of the written material in the advertisement 

decreases when advertising content is more literal (Time 1) than compared to 

readership levels in Time 2 when levels of symbolic message content are higher. 

However, this difference is not accounted for by the interaction between time and 

level of literalism-symbolism, suggesting that other factors explain the change in 

readership. Possible explanations of the results are discussed in Chapter 7.  
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 TABLE 6-6: BETA COEFFICIENTS OF TIME VARIABLES AND L-S SCALE USED TO PREDICT STARCH SCORES 

 

PREDICTOR VARIABLES 
      DEPENDENT VARIABLES   

Noted   Assoc   Read Some   Read Most   
 B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. 
Step 1 
 Constant 

 
38.81 

 
1.31  

 
29.61 

 
.000 

 
33.85 

 
1.25  

 
27.10 

 
.000 

 
26.50 

 
1.03  

 
25.86 

 
.000 

 
13.08 

 
0.73  

 
17.91 

 
.000 

Message Content Variables 
 L-S Scale 

 
1.10 

 
0.08 

 
0.09* 

 
2.38 

 
.018 

 
0.60 

 
0.44 

 
0.05 

 
1.36 

 
.175 

 
0.44 

 
0.36 

 
0.04 

 
1.21 

 
 .226 

 
0.26 

 
0.26 

 
0.04 

 
1.00 

 
.316 

Time Period -0.20 0.93 -0.01 -0.24 .808 0.42 0.77 0.02 0.54 .592 -1.78 0.64 -0.10** -2.80  .005 -4.41 0.43 -0.38*** -10.35 .000 

Step 2 
      Constant 

 
40.15 

 
1.73   

23.18 
 

.000 
 

34.76 
 

1.66   
20.94 

 
.000 

 
26.64 

 
1.36   

17.90 
 

.000 
 

13.10 
 

0.97   
13.54 

 
.000 

Message Content Variables 
 L-S Scale 

 
0.58 

 
0.64 

 
0.05 

 
0.90 

 
.370 

 
0.25 

 
0.62 

 
0.02 

 
0.40 

 
.690 

 
0.38 

 
0.50 

 
0.04 

 
-3.14 

 
.446 

 
0.26 

 
0.36 

 
0.04 

 
0.70 

 
.482 

Time Period -2.91 2.43 -0.13 -1.20 .230 -1.40 2.32 -0.07 -0.60 .546 -2.07 1.90 -0.12 1.02 .276 -4.46 1.35 -0.38** -3.30 .001 
Interaction-Time 1.10 0.93 0.13 1.19 .235 0.74 0.89 0.09 0.83 .407 0.12 0.73 0.02 1.80 .872 0.02 0.53 0.00 0.04 .972 
Step1:  R² /Adjusted R² 
 

R².= .01;  Adjusted R² =.01;  ∆R².= .01 
F Change = 2.945; Sig. F Change = .053 

R².= .00;  Adjusted R² =.00;  ∆R².= .00 
F Change = 1.006; Sig. F Change = .366 

R².= .01;  Adjusted R² =.01;  ∆R².= .01 
F Change = 5.055; Sig. F Change = .007 

R².= .14;  Adjusted R² =.14;  ∆R².= .14 
F Change = 56.277; Sig. F Change = .000 

Step2:  R² Change  
 

∆R².= .002 
F Change = 1.411; Sig. F Change = .235 

∆R².= .001 
F Change = 0.689; Sig. F Change = .407 

∆R².= .000 
F Change = 0.026; Sig. F Change = .872 

∆R².= .000 
F Change = 0.001; Sig. F Change = .972 

Note: *. p < .05, **. p < .01, ***. p < .001. 
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6.7 RESULTS TO RESEARCH QUESTIONS 3a AND 3b: RELATIONSHIP 

BETWEEN L-S SCALE AND INDUSTRY 

The third research questions explore variations in the use of literalism-

symbolism to examine what differences were present among three different 

industry types and the corresponding influence on Starch readership. This 

section summarises the key findings in response to the following questions.  

RQ 3a: To what extent does the use of literal-symbolic message 

content vary across industry classifications? 

RQ 3b: To what extent does the use of literal-symbolic message 

content effect advertising performance scores across industry? 

Descriptive statistics revealed distribution was different among industry 

classifications with higher levels of symbolic message content in aviation (M = 

2.73), followed by restaurant foodservice (M = 2.46) with the lowest levels of 

symbolism (M = 2.25) used in architectural products and services. Readership 

trends shown in Table 6-7 show notably upward trends in readability of Air 

Transport World (ATW) advertisements compared to Architectural Record (AR) 

and Restaurant Business (RB), using simple unweighted averages to calculate 

percentage change across the three industry types. Interestingly, Rossiter (1988) 

found minimal variation between publications in his study of readership in 

consumer magazines. Trade magazines appear more disparate than B2C 

magazines in terms of readership by their respective audiences. 

 ANOVA tested whether the differences between industry type and the L-S scale 

are statistically significant. Levene’s test was significant (p ≤ .05), indicating 

variances in the groups were not equal. Assumptions of homogeneity were 

corrected using the Welch F and Brown-Forsythe F and a significant difference 

was found in levels of literal-symbolic message content between groups: Welch 

F (18.749, p = .000) and Brown-Forsythe F (18.889, p = .000). Tukey post-hoc 

tests revealed Air Transport World (ATW) had significantly higher symbolism 

than Architectural Record (AR) (M difference = .48, p = .000) and Restaurant 

Business (M difference = .26, p = .002). Restaurant Business (RB) had 

significantly higher symbolism than Architectural Record (AR) (M difference = 
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.22, p = .011), where the mean difference is significant at the .05 level. The 

effect size was calculated using the omega squared8 (ω²) and a small effect size 

(.15) was observed. 

TABLE 6-7: READERSHIP TRENDS ACROSS INDUSTRY TYPES 

VARIABLE 
TESTED    ATW    AR   RB 

% Change Between Publications 
ATW vs AR ATW vs RB AR vs RB 

Literalism-
Symbolism 

Mean 
Std. Dev 
Skewness 

2.73 
0.97 
1.08 

2.25 
0.75 
0.79 

2.44 
0.85 
1.39 

+ 17.6% + 10.6% - 8.4% 

Noted Mean 
Std. Dev 
Skewness 

44.02 
10.54 
0.21 

41.58 
11.26 

0.10 

38.95 
10.77 

0.16 

+ 5.5% + 11.5% + 6.3% 

Associated Mean 
Std. Dev 
Skewness 

37.97 
9.90 
0.29 

35.27 
10.83 

0.20 

33.62 
10.24 

0.38 

+ 7.1% + 11.5% + 4.7% 

Read Some Mean 
Std. Dev 
Skewness 

29.76 
8.86 
0.78 

25.37 
8.89 
0.41 

25.34 
7.51 
0.33 

+ 14.8% + 14.9% + .1% 

Read Most Mean 
Std. Dev 
Skewness 

14.27 
6.19 
1.08 

10.45 
5.94 
1.14 

10.18 
4.72 
0.55 

+ 28.7.0% + 26.8% + 2.6% 

Number of ads   232    257    257    

 

ANOVA tested differences between industry type and readership were 

statistically significant. For Noted, Levene’s test indicated that assumptions of 

homogeneity were met (.784, p = .457) with a significant difference in Noted 

scores between groups F(2, 743) = 13.282, p = .000. Tukey post-hoc tests revealed 

significantly higher readership for ATW than AR (M difference = 2.44, p = .036) 

and RB (M difference = 5.07, p = .000). AR had significantly higher readership 

than RB (M difference = 2.63, p = .017), where the mean difference is significant 

at the .05 level. The effect size was calculated using the omega squared (ω²) and 

a small to moderate effect size (.28) was observed. 

For Associated, Levene’s test indicated that assumptions of homogeneity were 

met (1.811, p = .164) with a significant difference in Associated scores between 

groups F(2, 742) = 10.913, p = .000. Tukey post-hoc tests revealed ATW had 
                                                 
8 The effect size is calculated using the omega squared measure, as stated in Field (2005, p. 358), 
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significantly higher readership than AR (M difference = 2.70, p = .011) and RB 

(M difference = 4.36, p = .000). Readership between AR and RB was not 

significantly different, where the mean difference is significant at the .05 level. 

The effect size between ATW and AR was calculated using Cohen’s d and a 

small to moderate effect size (.26) was observed. 

For Read Some, Levene’s test indicated that assumptions of homogeneity were 

met (2.999, p = .050) with a significant difference in Read Some scores between 

groups F(2, 743) = 21.784, p = .000. Tukey post-hoc tests revealed ATW had 

significantly higher readership than AR (M difference = 4.39, p = .000) and RB 

(M difference = 4.42, p = .000). Readership between AR and RB was not 

significantly different, where the mean difference is significant at the .05 level. 

The effect size between ATW and AR was calculated using Cohen’s d and a 

moderate to large effect size (.49) was observed. 

For Read Most, Levene’s test was significant indicating that assumptions of 

homogeneity were not met (4.520, p = .011). Assumptions of homogeneity were 

corrected used the Welch F and Brown-Forsythe F and a significant difference 

was found in Read Most scores between groups: Welch F (33.797, p = .000) and 

Brown-Forsythe F (36.066, p = .000). Tukey post-hoc tests revealed ATW had 

significantly higher readership than AR (M difference = 3.82, p = .000) and RB 

(M difference = 4.10, p = .000). Readership between AR and RB was not 

significantly different, where the mean difference is significant at the .05 level. 

The effect size between ATW and AR was calculated using Cohen’s d and a large 

effect size (.63) was observed. 

Separate regression models were built to examine the influences on readership 

by industry and the L-S scale in Step 1. As mechanical variables accounted for a 

small amount of variance on readership, these variables were not included in the 

model. The interaction effect between industry and literalism-symbolism is 

added in the model in Step 2 to examine whether higher levels of symbolism (or 

literalism) among the three industry types lead to higher readership scores. 

Dummy coding was used to represent categorical variables for Industry Type. 

AR was used as the reference group, comparing dummy-coded groups 

Publication ATW1 (ATW = 1; otherwise = 0) and Publication_RB1 (RB = 1; 
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otherwise = 0). The relationships are again confirmed by the correlations shown 

in Table 6-8. 

Readership in terms of Noted scores was regressed on industry and literal-

symbolic message content (F(3, 742) = 10.125, p = .000, ∆R² = .039) with a 

significant change in the R². The interaction effect of industry and literal-

symbolism was not significant (F(5, 740) = 0.182, p = .834, ∆R² = .000). This 

indicates that while statistically significant, the variation of literal-symbolic 

message content among industry types accounts for about 4% of the change in 

the percentage of issue readers who reported they remember having previously 

seen the advertisements. However, the interaction effect implies that this does 

not result from the differences in levels of literalism-symbolism across 

industries. 

 Readership in terms of Associated was regressed on industry and literal-

symbolic message content (F(3, 741) = 7.439, p = .000, ∆R² = .029) with a 

significant change in the R². The interaction effect of industry and literal-

symbolism was not significant (F(5, 739) = 0.086, p = .918, ∆R² = .000). This 

indicates that while statistically significant, the variation of literal-symbolic 

message content among industry types accounts for about 3% of the change in 

the percentage of issue readers who not only Noted the advertisement, but also 

reported they saw or read some part of it which clearly indicated the brand or the 

advertiser. However, the interaction effect implies that this does not result from 

the differences in levels of literalism-symbolism across industries. 

Readership in terms of Read Some scores was regressed on industry and literal-

symbolic message content (F(3, 742) = 14.525, p = .000, ∆R² = .055) with a 

significant change in the R². The interaction effect of industry and literal-

symbolism was not significant (F(5, 740) = 1.122, p = .326, ∆R² = .003). This 

indicates that while statistically significant, the variation of literal-symbolic 

message content among industry types accounts for about 6% of the change in 

the percentage of issue readers who reported they read any part of the 

advertisement’s copy. However, the interaction effect implies that this does not 

result from the differences in levels of literalism-symbolism across industries. 
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Readership in terms of Read Most scores was regressed on industry and literal-

symbolic message content (F(3, 671) = 24.456, p = .000, ∆R² = .099) with a 

significant change in the R². The interaction effect of industry and literal-

symbolism was not significant (F(5, 669) = 0.607, p = .000, ∆R² = .545). This 

indicates that the variation of literal-symbolic message content among industry 

types accounts for about 10% of the change in the percentage of issue readers 

who reported they read one-half or more of the written material in the 

advertisement. However, the interaction effect implies that this does not result 

from the differences in levels of literalism-symbolism across industries. 

These findings are consistent with expectations that different types of products 

and services offered within a particular industry may use different approaches in 

the communication strategy. Some industries differentiate products and services 

based on product features and benefits are likely to focus on literal messages that 

convey technical benefit-laden information. Alternatively, industries in which 

intangible attributes are important—such as brands, reputation, safety and 

trust—are likely to use symbolic messages that will evoke emotion responses to 

the communication efforts. The results indicated that aviation used the most 

amount of symbolism in the print advertisements, followed by consumable and 

non-consumable goods for the restaurant trade, with architectural products and 

services using the least amount. Possible explanations of the results are 

discussed in Chapter 7. 
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TABLE 6-8: BETA COEFFICIENTS OF INDUSTRY VARIABLES AND L-S SCALE USED TO PREDICT STARCH 
SCORES 

 

PREDICTOR VARIABLES       DEPENDENT VARIABLES   
Noted   Assoc   Read Some   Read Most   

 B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. B SE B β t Sig. 
Step 1 
 Constant 

 
39.57 

 
1.25   

31.76 
 
.000 

 
34.56 

 
1.19   

29.00 
 
.000 

 
25.17 

 
0.97   

25.99 
 
.000 

 
10.08 

 
0.72   

13.99 
 
.000 

Message Content Variables 
 L-S Scale 

 
0.90 

 
0.47 

 
0.07 

 
1.93 

 
.054 

 
0.32 

 
0.45 

 
0.03 

 
0.71 

 
.477 

 
0.09 

 
0.36 

 
0.01 

 
0.25 

 
 .801 

 
0.17 

 
0.28 

 
0.02 

 
0.61 

 
.541 

Industry-ATW 2.01 1.01 0.08* 2.00 .046 2.55 0.96 0.11** 2.66 .008 4.34 0.78 0.23*** 5.54  .000 3.75 0.55 0.30*** 6.79 .000 
Industry-RB -2.82 0.96 -0.12** -2.93 .003 -1.72 0.92 -0.08 -1.88 .061 -0.06 0.75 -0.00 -0.07  .942 -0.31 0.53 -0.03 -0.58 .541 
Step 2 
      Constant 

 
39.31 

 
2.15   

18.32 
 
.000 

 
33.98 

 
2.05   

16.60 
 
.000 

 
23.80 

 
1.67   

14.28 
 
.000 

 
11.18 

 
1.25   

8.92 
 

.000 
Message Content Variables 
 L-S Scale 

 
1.01 

 
0.91 

 
0.08 

 
1.12 

 
.265 

 
0.58 

 
0.87 

 
0.05 

 
0.67 

 
.505 

 
0.70 

 
0.70 

 
0.07 

 
1.00 

 
.320 

 
-0.33 

 
0.54 

 
-0.05 

 
-0.61 

 
.541 

Industry-ATW 1.58 3.03 0.07 0.52 .603 3.68 2.90 0.16 1.27 .204 5.13 2.35 0.27* 2.18  .030 1.99 1.75 0.16 1.14 .256 
Industry-RB -1.62 2.99 -0.07 -0.54 .589 -1.21 2.86 -0.06 -0.43 .672 3.10 2.33 0.17 1.33  .183 -1.65 1.74 -0.13 -0.95 .344 
Interaction-ATW 0.14 1.17 0.02 0.12 .905 -0.46 1.12 -0.06 -0.41 .681 -0.40 0.91 -0.06 -0.44 .663 0.74 0.69 0.17 1.07 .284 
Interaction-RB -0.50 1.21 -0.06 -0.41 .680 -0.23 1.15 -0.03 -0.20 .842 -1.33 0.94 -0.20 -1.42 .156 0.60 0.72 0.13 0.83 .407 
Step1:  R² /Adjusted R² 
 

R².= .04;  Adjusted R² =.04;  ∆R².= .04 
F Change = 10.125; Sig. F Change = .000 

R².= .03;  Adjusted R² =.03;  ∆R².= .03 
F Change = 7.439; Sig. F Change = .000 

R².= .06;  Adjusted R² =.05;  ∆R².= .06 
F Change = 14.525; Sig. F Change = .000 

R².= .10;  Adjusted R² =.10;  ∆R².= .10 
F Change = 24.456; Sig. F Change = .000 

Step2:  R² Change  
 

∆R².= .000 
F Change = .182; Sig. F Change = .834 

∆R².= .000 
F Change = .086; Sig. F Change = .918 

∆R².= .003 
F Change = 1.122; Sig. F Change = .326 

∆R².= .002 
F Change = .607; Sig. F Change = .545 

Note: *. p < .05, **. p < .01, ***. p < .001. 
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6.8 SUMMARY 

The findings reported in this chapter pertain to the content analysis conducted in 

response to answering the research questions. 

In sum, data from the coding sessions were cleaned, combined and prepared for 

analyses. Simple descriptive data evaluated frequencies and normality of the 

data, along with testing of other statistical assumptions that are required for 

multivariate data analysis. Relationships between the variables were explored to 

answer the research questions. Using descriptive and inferential statistics, 

differences were evaluated between nominal and ordinal measures, and 

correlations (regressions) tested the strength and direction of interactions 

between continuous variables.  

The results show a number of findings to be statistically significant and the 

usefulness of these results to the theory development and to the practice of 

marketing communication is discussed in Chapter 7: Conclusions and 

Discussion. 
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CHAPTER 7  
CONCLUSIONS AND 

DISCUSSION 
 

 

7.1. INTRODUCTION 

‘Is it possible after all that the brand of the product may be something 

beyond the hard facts? Could it have much greater influence than is 

initially acknowledged?’  

(Kotler & Pfoertsch, 2006, p. 33)  

 

In essence, the present study produced empirical evidence that corroborates the 

questions posed by Kotler and Pfoertsch in their book, B2B Brand Management. 

As is often the case with exploratory research, the findings are not conclusive, 

but rather, are formative in developing our understanding of how B2B buyers 

may be influenced by advertising that ventures ‘beyond the hard facts’. This 

chapter reviews the findings reported in Chapter 6, answering the research 

questions and addressing the research problem. In addition, the chapter 

summarises a number of key outcomes and observations. In sum, implications 

from the present study are two-fold with contributions to theory and practice: 

1) development of a scale to measure literal-symbolic message content in B2B 

advertising and, 2) evidence on the effect of literal-symbolic message content on 

advertising performance. The chapter also discusses the study’s limitations and 

raises a number of interesting questions with implications for further research 

and theory development, intended to help advertisers better understand 

communication strategy with B2B audiences. 
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7.2. ANSWERING THE RESEARCH QUESTIONS 

7.2.1. RQ 1: To what extent does literal-symbolic message content predict 

advertising performance scores? 

The Results. Controlling for the effect of mechanical variables, changes in the 

R² were statistically significant (p < .05), but small for Noted (R² change = .075, 

p = .000), Associated (R² change = .063, p = .000) and Read Some (R² change = 

.033, p = .001). Read Most (R² change = .012, p = .255) was not statistically 

significant. Adding the construct ‘literal-symbolic’ in the model reflected a 

poorer model fit with non-significant changes in the R² for Noted (∆R² = .004, p 

= .075), Associated (∆R² = .001, p = .443), Read Some (∆R² = .004, p = .109) and 

Read Most (∆R² = .004, p = .109).  

Discussion. Neither literal nor symbolic messages are strong predictors of Starch 

readership, accounting for less than 1% of the variance in readership. 

Mechanical variables also accounted for a small amount of the variance in Noted 

(7%), Associated (5%) and Read Some (3%), but not for Read Most. Past studies 

show that mechanical variables have often proved stronger predictors of 

readership than content variables9; however,  they exhibit low predictive power 

in accounting for the variance in Starch scores (Franke et al., 2004; Hanssens & 

Weitz, 1980; Holbrook & Lehmann, 1980; Naccarato & Neuendorf, 1998). In 

the study by Holbrook and Lehman (1980), findings indicated that less than 25% 

of the variance in readership could be explained by mechanical factors. 

Hanssens and Weitz (1980) looked at similar variables when investigating the 

predictive power of mechanical and content variables in a B2B context, finding 

ad size and the effects of colour as the strongest predictors of recall and 

readership measures in a study on B2B advertisements. Naccarato and 

Neuendorf (1998) also found ad size (‘tabloid spread’) and ‘color’ had the 

strongest positive relationship to ‘Aided Recall’ in their later analysis of 54 form 

variables in 247 trade magazine advertisements.  

                                                 
9 The results of the present study are not exactly comparable to previous research due to a 

number of differences, including sample size, alternative measures to operationalise variables 
of interest, different methodology, processes and analytical techniques used, and alternative 
measures of advertising performance. 
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The present study controlled for these factors by holding them constant (limiting 

the sample to full-page, 4-colour advertisements). Therefore, the mechanical 

variables most likely to influence readership variation may well have been 

excluded. In evaluating the effect of literal-symbolic message content on 

advertising performance, it was only necessary to control for any extraneous 

effect on the DVs caused by mechanical variables, rather than establish their 

predictive influence.  

The results also failed to provide support for the use of literal message content, 

in the advertisements evaluated—contrary to long-held beliefs and traditional 

approaches used in B2B advertising. Previous research in the B2C arena 

experienced similar outcomes. The findings from the present study build on the 

early work by Moriarty (1987) and the impact of literal and symbolic visuals on 

Starch scores. Although Moriarty used different measures to operationalise 

literalism and symbolism, her analysis also revealed that either approach—literal 

or symbolic visuals—are likely to work equally well (Moriarty, 1987, p. 554).  

Interpretation. There are four interpretations which can be made: 1) the role of 

mechanical variables in advertisements, 2) literalism versus symbolism in B2B 

advertisements, 3) Starch readership as a measure of advertising performance 

and 4) alternative advertising performance measures. 

1) The role of mechanical variables in advertisements. Unprecedented 

innovation and improvements in communication technology, design and 

production expertise have radically changed the way in which advertisements 

are conceived, formulated and transmitted. Up until around the 1990s, 

publishing capability was far more restrictive, using labour intensive printing, 

typesetting and production processes in the development of print advertisements. 

Recent advertising has less focus on these aspects and ‘template’ style or 

structured approaches to creative executions with technological advances 

permitting unlimited variation. This is also reflected in advertising education. 

For decades, principles of advertising books contained chapters that focused on a 

template approach to creating print advertisements (Jewler, 1992; Moriarty, 

1991; Russell & Lane, 1993). Today, these sections no longer exist, reflecting a 
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much more dynamic process for design and production of print material (Jewler 

& Drewniany, 2005, 2008; Wells, Spence-Stone, Moriarty, & Burnett, 2007).  

It is equally probable that the types of advertisements produced shaped 

consumer expectations of what advertising looked like and, in turn, a tendency 

for creative executions to adhere to prevailing conventions. In this way, the 

layout and style used in print advertisements (use of visuals, size of copy, etc.) 

tended to follow set templates or established formats.  

This was certainly true of B2B print advertisements. Few significant differences 

were found by Chamblee and Sandler (1992) in their analysis of layout style and 

mechanical variables to determine what factors improved Ad Sell readership. 

Similarly, the results in the present study demonstrated a tendency for creative 

approaches from 1990-1997 to follow a distinctly regimented format: headline at 

the top half of the page (74.2%), large visual size (more than half of the page, 

52.0%) with long or medium copy length (78.8%).  

Interestingly, style or layout of an advertisement appeared to have little bearing 

on readers who are committed or interested in reading the advertisement. 

Mechanical variables have little influence on Read Most scores, while the effect 

of these factors is marginal, although statistically significant, on the other 

readership measures. This suggests less focus on structured layout styles may be 

more important factors when developing B2B print advertisements, particularly 

as people have become more accustomed to greater variation in creative 

executions. 

2) Literalism versus symbolism in B2B advertisements. The advertisements 

tested in the present study provided little variation or innovation in terms of the 

use of symbolism. The dominance of literal message content, while expected, 

may have contributed to the low ability to predict Starch readership. Greater use 

of symbolic message content and increased variation in creative approaches in 

B2B advertisements—as part of a well-defined strategy—may elicit a stronger 

effect on Starch or other measures of advertising performance. 

The bias toward literal messages is quite pronounced in the advertisements 

sampled, as evidenced by low mean averages of less than 2.75 on a 7-point 
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scale. A small percentage of advertisements (almost 9%) used some degree of 

symbolism, rated from 4-6 on the 7-point scale. No advertisements were rated 

‘highly symbolic’ (7). Thus, B2B advertisers appear tempted to follow trends in 

consumer advertising which tap into powerful, non-rational motivators, but 

equally reluctant to let go of time-honoured approaches and beliefs. Indirect 

forms of language or imagery to convey meaning or implied benefits are evident 

in some advertisements, but clearly, the creative predominantly communicates 

heavily literal information, formulated to evoke rational responses. This suggests 

that, in contrast to using ‘soft’ appeals by way of symbolism, the strategy behind 

most B2B advertisements is not intended to evoke an emotional response, such 

as those used to build brands and deepen relationships with a target audience 

(Kotler & Pfoertsch, 2006; Lynch & de Chernatony, 2004).  

3) The use of Starch readership as a measure of advertising performance. This 

study adds to others that have questioned the validity and reliability of using 

Starch scores as a measure of advertising performance.  The Starch tests provide 

an economical way of measuring advertising and have been used extensively in 

business practice (B2B and B2C) since their inception in the 1920s. In spite of 

being a well-recognised measure of print readership, the method is not without 

limitations. The lack of verification for responses and how reliably recall and 

recognition relates to the advertisement in the test issue or some other exposure 

the subject may have been exposed to (Schulz, 2008). ‘Overclaiming’ by 

respondents has been identified as another limitation, with instances of 

advertisements being recalled that were never run (Appel & Blum, 1961, 

Clancy,  et al., 1961, in Zinkhan & Gelb, 1986).  

Zinkhan and Gelb provided a review of numerous authors questioning the 

validity of the Starch measures, but concluded after their own testing that 

‘however justified that qualms are about Starch scores as valid recognition 

measures, they are not just useless numbers’ (Zinkhan & Gelb, 1986, p. 49). 

Furthermore, the authors approved the use of Starch scores as valid measures to 

assess the effect, at least modestly, of various predictor variables of interest.  

4) Alternative advertising performance measures. The dependent variables used 

in the present study were recall measures, but the impact might have been 
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different if performance was evaluated by affect or behaviour. Perhaps the real 

impact of the literalism-symbolism continuum would be shown on ‘liking’, 

‘intention to buy’, or other affective or behavioural measures.  

Although the present study serves as an initial investigation of the effects of 

literal-symbolic message content on B2B print advertisements, some other 

interesting questions emerge. If mechanical variables and literal-symbolic 

content do not explain much of the variance in Starch scores, then what factors 

do effect the readership of B2B advertisements (as measured by Starch or other 

similar readership measures, e.g., PennWell, Ad Sell, Ad-Chart, ARF, etc.)? 

Perhaps there is a shift in the ability of advertisers to influence readership by 

manipulating form factors (headline, visuals, length of copy). What are the 

processes involved to interpret symbolic messages and can this be measured in 

terms of Starch readership? Perhaps, in an era of customer dialogue and interest 

in brand bonding, readership is losing its appeal as a measure of advertising 

performance.   

 

7.2.2. RQ 2a: What differences exist over time in terms of the use of literal-

symbolic message content in B2B print advertisements?  

The Results. T-tests indicated the statistical significance of differences in levels 

of literalism-symbolism between the two time periods studied: 1990 (Time 1) 

and 1995-97 (Time 2). On average, print advertisements displayed higher levels 

of symbolism during 1995-1997 (M = 2.56) than in 1990 (M = 2.38). This 

difference was statistically significant (t = 26.43, p = .000, r = .20). Overall, 

literalism-symbolism increased about 7.0% in Time 2.  

Interpretation. An important outcome from the analysis is the effect size, 

suggesting that the amount of literal-symbolic message content used in print 

advertisements can be partially explained by time. As time passed, symbolism 

was used more frequently—consistent with shifts in advertising toward 

increased use of symbolism. While symbolism has been prevalent in B2C 

advertising for many decades, it has become more complex and elaborate over 

time (Phillips & McQuarrie, 2002). The results confirm that while modest levels 
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were exhibited in 1990 and 1995-1997, B2B print advertising appeared to be 

following similar patterns. 

Discussion. A statistically significant trend is reflected toward the greater use of 

symbolic message content in the latter time period. Decisions about selecting 

meaningful temporal periods are important in any historical research so that time 

intervals are not too narrow to detect discernible differences (Smith & Lux, 

1993) or too long where some form of change is inevitable (Phillips & 

McQuarrie, 2002). Given the long history of advertising and research on 

message content, five-seven years can be considered a comparatively narrow 

window. As such, the results provide evidence that the scale is working well and 

discriminates variance among advertisements tested in a relatively small time 

frame.  

From a practical standpoint, it is interesting to contemplate potential factors that 

may have dictated the use of more factual, rationally-oriented information during 

1990, compared to 1995-1997. One potential factor that could explain the trend 

toward more literal message content was the economic recession of 1990-1991 

(National Bureau of Economic Research, 2010). While many companies slash 

advertising budgets during economic downturns, some firms maintain 

advertising spending as an opportune means of increasing profits (Srinivasan & 

Lilien, 2009). Nevertheless, message strategies change, shifting to more 

economic-value, benefit, and price-discount type appeals (Bulik, 2009). When 

finances are tight, it is logical that rational decision processes will drive purchase 

behaviour and ‘soft’ appeals intended to evoke emotion may be used less 

frequently. By 1995, economic markets in the U.S. had recovered (National 

Bureau of Economic Research, 2010) and, in line with these trends, the use of 

symbolism in advertising also increased. 

Another possible explanation for the differences in appeals used during the two 

time periods might be the growing interest in brand relationship building based 

on deeper connections between brands and audiences. While the ‘rational + 

emotional’ explanation of buyer behaviour has long been accepted in the buyer 

behaviour literature (Heath et al., 2006; Leonidou & Leonidou, 2009; Rossiter & 

Percy, 1991; Woods, 1960), it is quite possible that marketers have come to 
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believe more strongly in the role that symbolism plays in building long-term 

relationships.  Examples of the use of symbolism to build brands are abundant in 

the B2C sector (Nike, Apple, Starbucks, etc.) and the use of symbolism in 

advertising is also present in the B2B sector. Examples of some of the world’s 

strongest B2B brands that frequently use symbolism in their advertising include 

IBM, Microsoft, HP, Intel, FedEx, Boeing, Siemens, SAP, Oracle, and General 

Electric (Kotler & Pfoertsch, 2006). 

 

7.2.3. RQ 2b: To what extent does the use of literal-symbolic message content 

effect advertising performance scores over time? 

The Results. The variance in Noted (R² change = .010, p = .064) or Associated 

(R² change = .004, p = .441) was not explained by the variables tested. Changes 

in the R² were statistically significant (p < .05) but small for Read Some (R² 

change = .013, p = .018). Read Most scores demonstrated a percentage increase 

between the two time periods of 28.9%. The interaction effect of time and 

literalism-symbolism was (F(3, 671) = 2.434, p = .064, ∆R² = .002), indicating 

that less than 1% of variance in readership is accounted for by changes in literal-

symbolic message content between the two time periods. 

Interpretation. Using historical data, time is an important factor. Patterns show 

an increased use of symbolism is present in Time 2—particularly in terms of 

reading half the advertisement or more. Higher scores for Read Some and Read 

Most are reported in 1995-1997 compared to 1990, indicating an upward trend 

for reading some or most of the copy, but affected Noted and Associated to a 

lesser degree. In this way, increased symbolism appears to encourage buyers to 

devote more time to reading over half the advertising copy. Short copy length or 

large visuals could serve as possible explainers for higher Read Most scores. 

Tests evaluating relationships between these variables found no significant effect 

on literalism-symbolism for either Visual Size (F =.967; p =.381) or Body Copy 

Length (F =.520; p =.690). Thus, higher levels of literalism-symbolism in 

advertisements are not a function of mechanical variables and do not explain 

why more copy in an advertisement is read by B2B buyers. 
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These trends are consistent with earlier research on Starch readership levels that 

showed average increases of 10%-25% in male and female consumer magazines 

(Rossiter, 1988). Nevertheless, the results are somewhat surprising, as business 

buyers become more time-poor, demands in business increase, advertising 

clutter increases, competition becomes more aggressive, other electronic sources 

of information become more available, among other business challenges. Thus, 

weight is added to the significance of higher symbolic content in message 

content as a means of facilitating increased readership among B2B buyers. 

However, virtually none of the variance in advertising performance scores could 

be explained by the interaction of literal-symbolic scores and time. 

Discussion. One of the basic tenets of indirect appeals, rhetorical figures and 

other forms of symbolic language is their power to engage people more 

deeply—persuading message receivers to notice, understand, like, and act.  

Many researchers have sought to explain how persuasion works. Symbolic 

advertisements create ambiguity or incongruity in the message content, which 

forces the recipient to rely on self-generated cognitive responses to make sense 

of the message (Heckler & Childers, 1992; Padgett & Brock, 1988). In this way, 

advertisements stimulate curiosity which leads to more extensive processing 

(Toncar & Munch, 2001) or elaboration to interpret visual and/or verbal message 

elements and resolve the incongruity (Maclnnis & Jaworski, 1989; Phillips, 

1997; Whaley, 1991). Multiple readings or interpretations in an advertisement 

can generate increased pleasure for readers  (Brennan & Bahn, 2006; McQuarrie 

& Mick, 1999). As found for consumers, these stimulants can also have special 

appeal to B2B buyers. For instance, the highly complex, often technical 

demands of organisational purchase processes infer that B2B buyers require 

excellent cognitive and evaluative abilities—in other words, possess a high 

‘need for cognition’.  

Furthermore, the activity of  decoding a text can be intrinsically rewarding 

(McQuarrie & Mick, 1992), where the mental (cognitive) challenge of 

successful deciphering a hidden, even unintelligible, message is particularly 

enjoyable for individuals with a high ‘need for cognition’ (Brennan & Bahn, 

2006). Thus, the activity of interpreting ambiguity or hidden meaning in an 

advertised message may explain why higher levels of readership are recorded 
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when B2B buyers encounter higher levels of symbolism. If this is the case, then 

B2B marketers may do well to engage in similar creative approaches used 

successfully in consumer markets. This will not only facilitate improved 

advertising readership, but can lead to positive attitude-toward-the- ad and 

brand, increased message credibility (Brennan & Bahn, 2006), greater 

receptiveness to the advertised message (McQuarrie & Phillips, 2005) and 

likelihood of counter-arguing is less (Brennan & Bahn, 2006; McQuarrie & 

Phillips, 2005). 

In summary, the results of this study show that the behaviours by B2B buyers 

appear to mirror reactions by consumers to symbolic advertisements. The use of 

symbolism has increased over time—as we have seen in the B2C sector and as 

shown in this study. Why? Perhaps, B2B marketers are paying more attention to 

the marketing communication practices of their B2C counterparts. Perhaps there 

is an increased blending of B2B and B2C products and service. For example, in 

the pharmaceutical industry, aircraft manufacturing, financial services, and 

others, we see marketing communication aimed at both the end user (B2C) and 

to business customers. Also, as the concept of integrated marketing 

communications (IMC) has become more mainstream, we have seen the 

emergence of marketing communication agencies that produce advertising 

aimed at all levels of the distribution channel. Third, the effects shown in this 

study of time and literal-symbolic content on advertising performance might be 

explained by the lack of variability in the data. Without sufficient cases of highly 

symbolic advertisements, any true effect in terms of variance on readership may 

be masked as an artefact of the dominance of highly literal message content in 

the advertisements tested.  

 

7.2.4. RQ 3a: To what extent does the use of literal-symbolic message content vary 

across industry classifications?  

The Results. On average, print advertisements displayed higher levels of 

symbolism in the aviation industry (M = 2.73), followed by foodservice (M = 

2.46) and architectural products and services (M = 2.25). These differences were 

statistically significant, as determined by Tukey posthoc tests, between ATW and 
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AR (M difference = .48, p = .000) and RB(M difference = .26, p = .002). RB 

contained significantly higher symbolism than AR (M difference = .22, p = .011) 

and differences between groups represented a small sized effect (r = .15).  

Interpretation. The results indicate that message strategy will vary according to 

the type of products and services offered in a particular industry. Variation of the 

use of symbolism in different industries is quite pronounced. Those industries 

that attempt to evoke more emotional responses (e.g. aviation), appear to use 

higher levels of symbolism in advertisements. The findings here corroborate 

different strategies (rational-emotional) and corresponding executions (literal-

symbolic) typically used in different fields, providing a further indicator that the 

scale is operating well in discriminating the use of literal-symbolic 

advertisements among these different industries. 

Discussion. Some industries, such as aviation, may focus on the importance of 

building strong brand associations, brand loyalty, engendering trust and reducing 

perceptions of risk. Typically, the products and services in the aviation industry 

(such as aircraft, aircraft parts and maintenance services) require large capital 

investment along with strong implications around reputation, trust, safety and 

peace of mind. In other words, evoking emotional responses may be a key 

objective of the message strategy, which is frequently achieved through the use 

of symbolism (Frazer, 1983). The nature of the products/services sold in other 

industries, such as architecture, rely more on functional, product-related factors 

to differentiate the advertised product, service or brand from competitors. These 

appear to generate more literal message content. In this way, advertisements for 

computer software, raw materials, prefabricated components and supplies used 

in the building industry tend to communicate technical, information-based, 

product-oriented messages that appeal to cognitive/rational decision processes. 

For these reasons, variation in literal-symbolic content is expected among 

industry types, based on the strategy behind the communication effort.  

However, embracing the role of symbolism remains largely neglected in B2B 

advertising research. Similarly, the potential of such approaches to evoke 

emotional responses in terms of building strong brand associations—which is 

recognised as a key factor for success in consumer markets. Although a number 
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of companies have built highly successful B2B brands, the literature on B2B 

brand building is notably scant (Lynch & de Chernatony, 2004; Michell et al., 

2001). Furthermore, the use of symbolism in B2B advertising is far less 

innovative, imaginative or widespread in contrast to its consumer counterpart. 

Thus, a creative challenge exists to close that gap, by extending the role and 

amount of symbolism used in B2B advertising to foster stronger emotional brand 

associations. In turn, enhanced diversity and creativity in B2B advertisements 

may produce more defining results to prompt greater attention for academic 

research to address the deficit in this area.  A potential research area is to expand 

the study of the use and levels of symbolism across a wider spectrum of B2B 

industries. 

 

7.2.5. RQ 3b: To what extent does the use of literal-symbolic message content 

effect advertising performance scores across industries?  

The Results. Interpreting the unstandardised coefficients, it was found that 

when compared to AR, readership of ATW increased across all four Starch 

measurements: Noted increased by 2.7, Associated by 2.62%, Read Some by 

4.3% and Read Most by 3.8%. However, the variance in readership of RB, when 

compared to AR, was only statistically significant in terms of readers noting the 

advertisement, decreasing by 2.9%. Overall, ATW used 17.6% more symbolism 

in advertisements compared to AR and 10.6% more than RB. The inclination for 

aviation buyers reporting to have read some or most of the copy was 

considerably higher in comparison to foodservice/restaurant buyers (Read Some 

+ 14.8%, Read Most + 28.7%) and buyers in building/architecture (Read Some + 

14.9%, Read Most + 26.8%). The interaction between industry and literalism-

symbolism was not significant. 

Interpretation. Of particular interest are the notably higher readership scores 

for the aviation publication. One explanation could relate to the length of copy in 

advertisements. For example, if short copy was used more frequently in 

comparison to the other publications, then less copy might inflate Read Some 

and Read Most scores. This was not the case with no significant differences 

among ‘copy length’ groups (F = 2.964; p =.052). Similarly, if larger visuals 
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tended to dominate aviation advertisements, then readership scores may be 

inflated. Again, visual size is not found to explain higher readership levels for 

ATW as no significant differences exist among groups (F = 1.608; p =.201). For 

whatever reasons, aviation buyers showed a stronger propensity to read some or 

most of the advertisements, which also used more symbolism.  

Discussion. From a practical standpoint, this research suggests that in some 

industries a stronger focus on building strong brand associations by way of 

symbolic message content is more successful than communicating functional 

(literal) benefits. The results show that in the aviation industry, where 

presumably intangible attributes such as reputation, quality, trust and 

reassurances are paramount, symbolism is not only utilised more, but also 

prompts significantly higher readership over advertisements in the architectural 

and restaurant industries.  

 

7.3. CONCLUSIONS FOR RESEARCH PROBLEM 

The following section draws conclusions for the research problem, which is: 

A lack of understanding exists about the role of literalism and symbolism 

in B2B advertising. 

Overall, the results were not conclusive in terms of literal-symbolic message 

content as a predictor of Starch readership. Possible explanations are: 

1. Range Restriction in Key Predictors. A lack of variation in the key predictors 

may have masked the effect of symbolism on Starch scores. In other words, in 

the time-period examined, the extensive use of literal content mitigated the 

prospect of obtaining a strong effect on the dependent variables. As noted in 

Chapter 6, an inverted U-shaped curve was found in the levels of literalism-

symbolism in the advertisements, with scores clustered at the lower—or literal—

end of the scale. Notably, 89% of advertisements ranked ‘2’ or ‘3’ on the 7-point 

scale, and 96% of all advertisements were ranked < ‘4’. In other words, only 4% 

of the sample were ranked ≥ ‘4’ on the 7-point literal-symbolic (L-S) scale. No 

advertisements were ranked higher than ‘6’. While the dominance of literal 
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messages follows convention in business advertising, the range restriction (M = 

2.47) has resulted in the absence of evidence in assessing the effect of 

symbolism on readership. This problem of insufficient variability in a sample 

restricting the observed magnitude on the criterion (outcome) variable is long 

known (Mendoza & Mumford, 1987). The lack of variation seen in the restricted 

range of literal-dominant advertisements precluded accurate analyses of the 

effect of symbolism and therefore is recognised as a limitation of this study. 

 
2. Evidence on the Effect of Symbolism. The relationship between symbolic 

message content, industry and higher levels of readership presents further 

evidence that the non-significant effect size is an artefact of the absence of 

strong symbolic content in the advertisements tested. Based on what is known 

about brand-building strategy, it can be inferred that some marketers attempts to 

cultivate intangible associations to the advertised product, service or brand has 

been crafted by way of the symbolic message content. For the aviation industry, 

this clearly has paid off, with improved readership of the advertisement’s copy. 

Looking at the variation in the use of symbolism over time (RQ2a) provided 

some evidence toward increased usage in creative executions. However, it 

appears it was too early in the adoption of such techniques in the sample tested 

to adequately test for its effect on performance. As Phillips and McQuarrie 

(2002) found in B2C advertising, time is required for the development of more 

complex and elaborate use of symbolism. Presumably, as the use of symbolism 

becomes more sophisticated, and as B2B buyers and advertisers become more 

flexible toward reform of creativity in advertisements, the ability of symbolic 

advertisements to improve advertising performance is also likely to rise. It is 

equally reasonable to surmise that B2B print advertisements today will use more 

symbolism than those in 1997.  

Therefore, it is expected that if a similar test was conducted using more recent 

data, literal-symbolic message content may prove to have greater effect on 

performance outcomes. On the other hand, the ‘accountability’ movement in 

industry in a down economy might reveal an enhanced receptivity to ‘just the 

facts’ approaches. The interesting aspect of the results from this study (although 

limited), indicate that more symbolic advertisements seem to enhance readership 



242 CHAPTER 7: CONCLUSIONS AND DISCUSSION   
 

during a period where literal advertisements dominated trade press advertising. 

Perhaps the unexpected appearance of a symbolic advertisement generated a 

level of curiosity to devote sufficient time to decipher ‘what’s the point’ of a 

given B2B advertisement. Increased frequency may breed familiarity and 

disinterest. A shift from literal to symbolic advertisements may work well if 

used infrequency (or periodically), then decline in effectiveness if utilised for 

too long. This indicates that repeating the study across a much broader 

timeframe has rich potential for future research efforts.  

3. Starch as a Performance Measure. Another explanation is that Starch 

readership may not be the optimum outcome variable for measuring the 

performance of message content. As revealed from the literature, symbolism is 

often intended to evoke an affective response to advertising; however, Starch 

tests focus on cognition or cognitive responses to the advertisement, not affect. 

In this way, it is likely that dependent variables used in the present study do not 

tap affective behaviours in response to symbolism in the advertisements tested. 

This is discussed as a limitation of the present study. 

While the conclusions from the present study are tempered within these 

limitations, the need for a reliable, empirically-tested measure of literal-

symbolic comparisons emerged as a crucial element in addressing the research 

problem. This led to the development of a reliable and robust scale, proven to 

discriminate levels of literalism and symbolism within message content over 

time, across B2B industries and among different groups in the evaluation of 

advertisements. This scale will enable further investigation of the effect of 

literal-symbolic content in advertising, not only using alternative outcome 

measures (such as affective responses), but also in specific industries or contexts 

where the reliance on brand building is of great consequence.  

As such, the present study provides a catalyst for further study to help B2B 

marketers decide whether the use of symbolism can forge better brand 

associations and emotional connections, or whether literal appeals are more 

effective. In addition, further research can extend the application of the scale to 

different contexts (e.g. consumer magazines), different media formats (such as 

online or electronic media) and methodologies (alternative methods to content 
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analysis). The scale’s simplicity and ease-of-use proved highly stable and robust 

during reliability testing, offering considerable scope for further research 

opportunities and applications.   

 

7.4. CONTRIBUTION TO THEORY 

7.4.1. Scale Development  

In terms of contributions to theory, the present study offers significant value to 

researchers who are interested in theory development. Scale development 

enhances theory development as reliable and valid measures of relevant 

constructs are critical in the advancement of social sciences. However, while 

sound principles and guidelines for scale development exist (Churchill, 1979; 

DeVellis, 2003), the task of developing an instrument to quantify phenomenon 

that cannot be directly observed is not a simple one. Careful conceptualisation of 

concepts, adhering to rigorous procedures, along with extensive assessment and 

testing does not always produce a well-specified model. Babin and Burns (1998) 

provided one published example of scale development that ticked all the right 

boxes, but yielded a significant chi square and thus a poor model fit. For these 

reasons, any scale development is significant for advancing theory in creating a 

mechanism to accurately measure the unobservable concept of interest and 

providing a useful account of the processes followed. On this basis, the present 

study contributed to theory in two key ways: 1) the development of a robust 

scale to measure literalism-symbolism, and 2) confirmation of the DeVellis 

approach to scale development.   

1. Development of a Robust Scale to Measure Literalism-Symbolism. From the 

literature it was shown that researchers have been struggling for years to 

measure dimensions of literalism and symbolism. To date, no empirically-tested 

scale has been developed. This study puts into their hands a scale that is shown 

to be robust under varying conditions.   

Scale development processes used in the present study followed traditional 

approaches of a multi-item scale, utilising the eight-step DeVellis framework for 
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scale construction. Both qualitative and quantitative techniques were engaged, 

culminating in good model fit at both development and confirmatory stages of 

construction. Uni-dimensionality of the scale was first established on previous 

research and expert opinion. These assumptions were empirically validated 

using exploratory and confirmatory factor analysis, following counsel by 

Anderson and Gerbing (1988).  

Robustness of the scale was tested further and found invariant across samples 

and creative executions. Application of the scale in the content-analytic study 

(Study 2) provided further confirmation of the scale’s soundness, with superior 

reliability scores between coders in assessing the literal-symbolic content of 748 

B2B print advertisements. The scale also performed well in discriminating the 

literal-symbolic content of advertising messages over time and across industries, 

thus proving a reliable measure for future research. Now, others who are 

interested in studying literalism and symbolism in advertising messages can do 

so. Further research opportunities (and validation) of the L-S scale include 

application of the scale to measure literal-symbolic content in other contexts 

within B2B markets, such as different industries, media and time-periods. Its 

application may also be extended into B2C contexts. 

2) Confirmation of the DeVellis Approach to Scale Development. Scale 

development processes are complex and challenging. The process used in scale 

development confirms the robustness of the DeVellis approach and contributes 

to the literature by providing a helpful model for future researchers using factor 

analysis to construct a measurement scale. Further insights are also offered to 

other researchers interested in establishing uni-dimensionality of a construct and 

in the design of a semantic differential scale. 

 

7.4.2. Implications for Advertising Research 

The contribution to advertising research is two-fold. Firstly, development of a 

scale provides an alternative measure to assess literal-symbolic message content 

in an advertisement. While many studies have examined these concepts in the 

past, the definitions are typically inconsistent, ambiguous, imprecise, and used 
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inter-changeably as rational-emotional. The L-S scale provides the potential for 

a new wave of research on direct and indirect forms of persuasion to take place.  

Secondly, the present study makes an important contribution to the notably 

neglected area of B2B advertising research. Recent studies are more scant, with 

keen interest taking place over a decade ago. As practice typically follows 

theory, it is hardly surprising that change in B2B advertising has also been 

relatively limited. Without the benefit of new insights and understanding, B2B 

marketing communication and advertising has maintained a ‘sameness’, with 

rare instances of innovative creativity, as seen in consumer markets. The failure 

of the present study to demonstrate support for highly literal message content 

that evokes rational responses to the advertisements is significant in its non-

significance. Rather than providing definitive outcomes, this exploratory study 

raises more questions about strategic and executional elements in B2B 

advertising, drawing attention to the need for further exploration in this area. In 

this sense, the present study may revive interest in studying B2B advertising. 

Expanding on this investigation of literalism and symbolism offers potential to 

open up new areas of understanding by looking at different media, different 

product categories, different time periods, different performance measures and 

so forth. This study may jump-start renewed interest in an important, but under-

researched area. 

 

7.5 CONTRIBUTION TO B2B PRACTICE 

7.5.1. Mechanical Variables as Predictors of Starch Scores 

From a practitioner’s perspective, the results from the present study indicate that 

if advertisers want to create an advertisement that achieves the highest Starch 

scores, then they should focus first on size of the advertisement (full page) and 

colour. A number of other secondary elements can also predict readership, but to 

a significantly lesser degree. The results here are consistent with previous 

studies. Early research spanning the 1950s to the 1980s showed structure and 

style elements as important (Assael et al., 1967; Finn, 1988; Hanssens & Weitz, 

1980; Rossiter, 1981; Twedt, 1952). However, it makes sense that now less 



246 CHAPTER 7: CONCLUSIONS AND DISCUSSION   
 

emphasis exists on these factors as advances in communication technology, 

production capabilities and so on, permit more variability in creative executions. 

In the present study, consistency of the predictive ability of mechanical variables 

had a moderate effect on dependent measures of readership. This was attributed 

to the decision to control for the two variables (ad size and colour) accounting 

for the most variance on readership, by holding these factors constant.   

Nevertheless, disagreement among predictors was observed by Naccarato and 

Neuendorf (1998), suggesting this is an important finding. More explicitly, the 

authors suggested that ‘“design” variables may get noticed but it takes both 

“design” and “substance” or “style” variables to get an advertisement read and 

taken seriously’ (Naccarato & Neuendorf, 1998, p. 27). This conclusion de-

emphasises the influence factors such as headline position, number of words and 

visual size and accentuates the role of strategy and great creative in any piece of 

persuasive communication. The results from the present study provide further 

support for this notion, with respect to full page, 4-colour advertisements.  

Increasingly, early notions of how to engage with customers—by pushing 

messages to receivers—are being challenged through a variety of ways to 

dialogue with buyers, including ways in which they engage in content 

development and other web-based communication models. Some forms of 

communication will be better suited to the use of symbolism than others and thus 

difficult to gauge when symbolism may be most effective. This will take a 

deeper study to understand when and how to use it, given the wide variety of 

media available for marketers to communicate with their audiences. 

  

7.5.2. Challenges to Intuitive Assumptions  

The results counter long-held beliefs talked about in the trade literature: the 

emphasis on highly literal messages that push rational, value-focused, benefit-

laden features being ‘required’ by B2B buyers. Calls that toll the virtues of 

intangible attributes in B2B advertising have rung out repeatedly over the years 

(Bellizzi et al., 1994; Franke et al., 2004; Hanssens & Weitz, 1980; Naccarato & 

Neuendorf, 1998); however, these assertions have, for the most part, fallen on 
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deaf ears. The rational approach for B2B marketing communication has endured. 

With growing vigour, practitioners are urged to rethink effective strategies in 

terms of the nature of communication with B2B audiences (Lynch & de 

Chernatony, 2004; Sweeney & Webb, 2007; Wind, 2006). Industry too, has 

started to recognise that, regardless of the buying structure of an organisation, 

people are involved in the decision process and this makes the human element 

equally important in the B2B world (Bendzko & Palmquist, 2010). This research 

contributes to the challenge for better communication strategies in business 

markets, directing attention to the message component of the communication 

model. 

In short, the results challenge conventional wisdom and dominant practice and 

show that these approaches do not motivate buyers to read an advertisement 

more extensively than advertisements with symbolic content. This may lead to 

more research that contests traditional assumptions adopted in B2B advertising. 

Put differently, if the enduring notion to use highly literal content is wrong, then 

other questions may emerge. For example, the industry still relies heavily on 

print as the dominant media and advertising as a support function to personal 

selling. The findings from the present study may open up consideration of 

stronger use of alternative media (e.g. online, social media and other forms of 

direct communication) and the role of advertising, prompting further scholarly 

investigation into these areas. 

  

7.5.3 Brand Building versus Short-Term Results 

The catch-cry that organisational buying behaviour is different to buying 

behaviour in consumer marketers, thus requiring different approaches to 

marketing and communication, has dominated practice in B2B markets for many 

decades. The advertisements examined in the present study display the dominant 

assumption that B2B buying is a rational ‘thinking’ process and that advertising 

must align to this practice—symbolic content was minimal. Arguably, 

advertisers used weak or tentative efforts to employ similar strategies to those 

used extensively in consumer markets. This conspicuous absence of symbolism 

as an indirect form of persuasion in B2B marketing communication has given 
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rise to warnings that marketers continue to resist such approaches at their peril 

(Lynch & de Chernatony,  Goldfarb, 2007; Jensen & Jepsen, 2007; Kotler & 

Pfoertsch, 2006; 2004; Michell et al., 2001; Wind, 2006). From this perspective, 

the issue may not be about message content, but rather clarity about the strategy 

behind the advertisements—are B2B marketers building the brand or short-term 

results? 

  

7.6 LIMITATIONS AND IMPLICATIONS FOR FUTURE RESEARCH 

While offering avenues for further exploration, there were some limitations in 

this research. Firstly, the issue of range restriction in the predictor variable of 

literalism-symbolism is noted as a key limitation to this study. As previously 

mentioned, the absence of the effect of symbolism appears to have affected the 

statistical definition on the outcome variable of Starch readership. As such, 

conclusions were discussed in view of this limitation. Within these parameters, 

the following limitations and implications for future research emerged.  

1. Advertising Performance Measure. Starch readership as a measure of 

advertising performance has considerable precedence (du Plessis, 1994; Finn, 

1988; Hendon, 1971; Holbrook & Lehmann, 1980; Mothersbaugh et al., 2002; 

Rossiter, 1981) and for all the reasons outlined earlier. It also provided 

‘incidental exposure’ to the advertisements. This means that respondents were 

not directed to make an evaluation of the message content, which may have 

created a bias in the data collected. In addition, the four levels of Starch scores 

represent a hierarchy of engagement with ads, rather than a single measure. 

However, inferences on psychological processing are limited (Zinkhan, 1984). 

The work of Zaltman (2003) establishes that metaphors, symbols and symbolism 

have an ‘affect’ or ‘feelings’ effect on consumer response. This is not captured 

by Starch.  

In other words, dependent variables (readership) used in the present study are 

aimed at cognitive responses and may not adequately capture affective 

dimensions of advertising response. Measures, such as liking, attitude toward ad, 

attitude toward the brand, credibility and the like, were not tested here, leaving 
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the possible impact of symbolism on these dimensions for future research. 

Nevertheless, Starch measures permits some inferences in terms of engagement 

and information-processing, based on the argument that reading some or most of 

the written material in an advertisement elicits higher levels of involvement and 

elaboration of the message. The research design in the present study, does not 

allow the processes that underpin these concepts to be fully explored. On this 

basis, alternative measures to evaluate involvement and elaboration (Andrews & 

Shimp, 1990; Greenwald & Leavitt, 1984; Muehling et al., 1991; Zaichkowsky, 

1985) exhibit strong potential for improvement (extension) to the present study. 

Future research is needed to advance understanding on cognitive responses and 

elaborative processes to symbolic message content in the B2B sector.  

2. Choice of Methodology. In this study, the most dominant method for 

evaluating mass media was used—content analysis. Content analysis has been 

used extensively to examine message characteristics in various media formats 

(Berelson, 1952; Budd et al., 1967; Jensen & Jepsen, 2007; Moriarty, 1987; 

Naccarato & Neuendorf, 1998; Stern, et al., 1981) and thereby set a strong 

precedence for this approach. Nevertheless, wide variation is seen in the success 

of these studies in identifying critical variables that are relevant to predicting 

performance of an advertisement (Naccarato & Neuendorf, 1998). Failure to 

identify the right explanatory variables is one challenge; however, inability to 

control extraneous factors may also mask the underlying relationship between 

key variables of interest. In this way, experiments that offer tightly controlled 

conditions to test the effects of various ‘treatments’ to study possible cause-and-

effect relationships among variables (Sekaran, 1992) may have been a more 

suitable alternative. On the other hand, the exploratory nature of this research 

implies that it was still premature to attempt a research design that attempts to 

‘confirm’ hypothesised relationships between literalism-symbolism and 

advertising performance, as distinguished by an experimental design.  

However, there is always value in multiple approaches to investigate a 

phenomenon. For example, a method that is more behavioural and focuses on 

measuring affect and other non-behavioural responses is likely to provide useful 

extensions to this study. At a more general level, the complexity of responses to 

indirect, persuasive appeals by way of symbolic message content, suggests the 
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need for new approaches and tools that will help marketers understand the 

interaction among attitudes, emotions and product/brand choice (Carbone, 2003; 

Catchings-Castello, 2000; Hotz, 2005; Vence, 2005; Woodside, 2004). Zaltman 

and Coulter (1995) pointed out that most communication is non-verbal and non-

linear, while 95% of decision making occurs in the subconscious mind. Thus, the 

way in which thoughts or responses occur may be very different from the way in 

which they are communicated.  

Woodside (2004) cites several literature streams that support the claim that 

highly cognitive methods, used predominantly in marketing research, exclude 

data collection of most thoughts. Alternatives such as the Zaltman Metaphor 

Elicitation Technique (ZMET), or similar, offer the potential to explore the 

interconnected constructs that influence thought and behaviour, using images in 

non-verbal terms to tap into underlying subconscious thought process and 

associations. These methods are purportedly more effective in probing deep 

thought structures to learn more about how individuals think and feel. From this 

perspective, the significance of non-linear thinking—which is linked to 

emotions—and the influence on brand choices is highlighted, posing an 

interesting research approach to better understand responses to symbolic 

advertisements.  

3. Sampling. The sample for the present study was limited to one medium and 

two time-periods. While the research examined the most dominant medium in 

B2B, historically and today, it only gives insight into one dimension available to 

B2B marketers and advertisers. It would be interesting to see what impact 

literalism and symbolism has in alternative media, particularly fast-growing 

channels such as the internet. Looking at a wider range of time-periods would 

also be useful—presumably, with more extensive and complex use of 

symbolism. In this way, sampling choices in terms of the use of historical data 

from 1990-1997, is acknowledged as a limitation in the present study. Given 

what is being written about the use of symbolism, larger effect sizes may be 

noticeable on performance outcomes if greater variation in message content is 

present in the sample. Similarly, it may well be that literal/symbolic 

predominance follows a pendulum swing pattern, reflective of the general 

business economy. The potential for repeating the methods used in this research 
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across a broader time-frame provide the opportunity for further research to 

explore beyond the contributions provided herein. 

In sum, the present study provides a strong foundation for further research to 

investigate the role of symbolism in B2B advertising. The scale developed here 

allows testing of the extent of how literal to symbolic advertisements are and the 

effect of these appeals on advertising performance. These conditions can be 

tested in different media (particularly high growth areas of web-based and 

electronic communication formats) as well as using other performance measures 

as the dependent variables. Another topic that has merit for future research is 

infographics. Infographics seemingly represents the morphing together of literal 

and symbolic approaches, and may indeed resonate with B2B buyers. 

Alternative methodologies may also provide complementary insights on the use 

of literal and symbolic appeals in B2B advertising. 

 

7.7 SUMMARY 

The present study offers insights into how readers of trade magazines from three 

disparate industries respond to literal-symbolic message content of advertised 

products, brands and services. A key out-take from the three literature streams 

reviewed (organisational buying behaviour, the message component of the 

communication model, and B2B marketing communications) draws attention to 

the limited research on B2B marketing communications. In particular, it led to 

the realisation that a lack of understanding exists about literal and symbolic 

message content in B2B advertising. In the main, this research is dated. 

Nevertheless, a strong argument is established for the indirect forms of 

persuasion in B2B advertising and marketing communications, achieved through 

symbolic message content. The exploratory nature of the present study offers 

introductory rather conclusive outcomes to the influence of literal-symbolic 

content in printed material.  

In response to the main research problem, this research demonstrates that despite 

all the wisdom about B2B purchasing, the results of this exploratory study 

suggests that literal advertisements appear no more effective in terms of 
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stimulating higher readership than symbolic advertisements. The finding here 

provides the first empirical evidence that heavily factual and information-laden 

advertisements may not be as powerful as the industry believes—at least not in 

terms of increasing Starch readership scores. The absence of evidence on the 

effect of symbolism—due to the narrow range of scores on the L-S scale—

restricts conclusions being made about the predictive power of symbolic 

messages on Starch readership. Conversely, greater variation in the creative 

content, or more evenly distributed frequencies across the 7-point L-S scale, 

could generate significant outcomes on the dependent variables. In this way, 

more accurate inferences could be made on the positive (or negative) impact of 

symbolism in B2B advertising.  

Comparing the present study to earlier research suggests that the overall 

reporting accuracy is sound. The appendices that accompany each chapter 

provide additional support for the processes, statistical analysis and findings 

reported. Highlighting where gaps in the knowledge exist, the present study has 

advanced enquiry to stimulate further research in an area of significant economic 

importance, with investments upward of $5b worldwide.  

Signs are evident in support of symbolic content in B2B communication 

messages—a remarkable, but not surprising, outcome in a domain staunchly 

advocating a single-minded approach to communicate direct facts about product 

features, quality, price, reliability, profitability, efficiency, and so on. These 

findings point to the fact that more needs to be learned about how symbolic 

message content and other complex forms of indirect persuasion can influence 

B2B buying behaviour, attitudes, brand relationships, emotional associations, 

and more.  
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APPENDIX 2.1:  

Hierarchy of Effects Models  

Name(s) of Theorist 
             Terminology in the Hierarchy of Effects 
Learning 
(Cognitive) 

Feeling 
(Affective) 

Acting 
(Conative) 

Anonymous Attention Interest, Desire Action 
Lavidge and Steiner 
(1961) 

Awareness 
Knowledge 

Liking 
Preference 

Conviction 
Purchase 

Colley (1961) Awareness 
Comprehension 

Conviction Action 

Rogers (1962) Awareness Interest, Evaluation Action 
Mendelsohn (1962) Rudimentary response 

(recall) 
Emotional response 
(affect) 

Active response 

Wolfe et al. (1962) Awareness  
Acceptance 

Preference 
Interest 

Sale 

Aspinwall (1964) Acceptance Preference Insistence 
A.R.F. (undated) Exposure, Perception, 

Communication 
(knowledge) 

Communication  
(attitude) 

Action 

M.S.I. (1968) Awareness 
Knowledge 

Liking 
Preference 

Conviction 
Purchase 

Schwarz (1969) Exposure,  Attention, 
Retention 

Attitude change Purchase 

Howard and Sheth (1969) Attention 
Comprehension 

Attitude Intention 
Purchase 

Howard (undated) Facts-exposed 
Facts-coded 

Attitude Intention 
Purchase 

Murphy (1971) Attitude 
Comprehension 

Significance 
Difference 

Activation 

Taylor and Peterson 
(1972) 

Attention Interest 
Desire 

Conviction 
Action 

Young (1972) Attention 
Communication 

Persuasion  

Holbrook (1975) Attention, Perception,  
Memory 

Attitude Intention 

Source: Raymond, C. (1976).  Advertising Research: The State of the Art. New York: Association 
of National Advertisers, Inc., p. 15.  
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APPENDIX 2.2:  

Summary of Studies Using Mechanical Variables as Predictors of Advertising Performance 

Author/s Sample Size 
No/Size of Ads 

Publication 
B2B/B2C 

Statistical 
Analysis 

Variables Tested Measures Used for Mechanical Variables Key Findings 

Twedt  
(1952) 

122 
(¼ page to 4 
pages) 

B2B 
American 
Builder  
(Feb, 1950) 

Factor analysis; 
multiple- regression 
(readership) 

Dependent measure: 
ARF readership. 
 
34 variables  
(15 mechanical, 19 
content) 

1. No. of pages or size of ad; 2. Width-height ratio of 
advertisement; 3. No. of colors; 4. No. of separate 
illustrations; 5. Square inches of illustration; 6. 
Proportion of illustration; 7. No. of type styles; 8. No. 
of type sizes; 9. Point size of largest type; 10. Point 
size of headlines (wtd. avg.); 11. Largest type: product 
identification; 12. Point size of main body copy; 13. 
Pica width of copy measure (wtd. avg.); 14. No. of 
copy blocks; 15. Layout deviation (±) from 90° 

Investigated readership variance attributable to 
differences in the advertisements, whether 
differences are mechanical (size, color, 
illustration, etc.) or related to content (number of 
facts, benefits, etc.). Three mechanical 
variables–size of advertisement, number of 
colours and square inches of illustration–found 
to provide the most significant predictors of 
advertising readership. 

Assael, Kofron 
and Burgi  
(1967) 

1,379 
Split sample:  
576 ads = two 
colour or B&W  
503 ads =  
3-4 colour 

B2B: Iron Age 
(1963-1964) 

Automatic Interaction 
Detector (AID) multi-
variate technique 

Dependent measure: 
Ad Chart readership. 
 

208 characteristics 
(90 categories)  
 

Coding: no. of coders 
not specified. 

1. B&W, 2 color / B&W, 2C with spread / 3, 4 color; 
Insert; 2. Coated stock; 3. Spread; 4. Color with illust-
ration; 5. Bleed page; 6. Over one-half page illustrated 
area; 7. Ad not opposite editorial; 8. Dominant element 
color; 9. Shape of illustration layout: square or horizon-
tal; 10. Shape of major illustration: square, horizontal, 
vertical, circle; 11. Color with logo; 12. Multiple 
illustrations, Illustration content: people shown. 

Significant factors in explaining variance in ad 
performance was found in order of importance: 
color, insert, coated stock, spread, color with 
illustration. More specifically, the most 
significant interactions were found between ad 
size and number of colors. 

Hannsens 
and Weitz 
(1980) 

1,160 B2B: Electronic 
Design  
(all ads-10 
issues, Jan 5-
Sept ’76) 

Factor analysis Dependent measure: 
Starch-readership.  
 
Print characteristics 
(24 content and 
mechanical variables) 

Cost factors: 1. size of ad (in pages); 2. Two color (1) 
or not (0); four color (1) or not (0); 3. Bleed (1) or not 
(0); Position in magazine 4. Page number; 5. No. of ad 
pages before ad; 6. No. of ad pages after ad; 7. Ad 
next to editorial (1) or not (0); 8. Ad on right page (1) or 
not (0); Layout: 9. space for text in ad (mm² per ad 
page); 10. Photo of product (1) or not (0); 11. Illustra-
tion of product (1) or not (0); 12. Product shown in 
action (1) or not (0); 13. Environment surrounding 
product (1) or not (0); 14. Multiple products shown (1) 
or not (0); Content: 15. Product specifications in copy 
(1) or not (0); Headline characteristics: 16. No. of 
words in headline; product named in headline (1) or 
not (0); product or benefit feature in headline (1) or not 
(0); Attention-getting techniques: 17. Women in ad (1) 
or not (0); 18. Pointer in ad (1) or not (0); 19. Free offer 
in ad (1) or not (0); height of largest copy size (in mm.) 

Tested ad characteristics against three product 
groups (routine products, unique products and 
important products). Ad characteristics 
accounted for more > 45% of variance in 'seen' 
effectiveness measure and > 30% of 'read most'. 
Key findings: ad size strongly related to recall 
(seen) and readership (read most); color 
significant for important products, but limited 
effects for routine or unique products; little/no 
effect for placement of ad to editorial content 
and other ads; photographs and illustrations 
improve recall and readership for routine 
products; weak relationship between information 
content (text) and effectiveness; use of a pointer 
or larger copy size occasionally significant; no. 
of words unrelated to effectiveness; headlines 
did not positively contribute to performance. 
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Author/s Sample Size 
No/Size of Ads 

Publication 
B2B/B2C 

Statistical 
Analysis 

Variables Tested Measures Used for Mechanical Variables Key Findings 

Holbrook and 
Lehmann 
(1980) 

154 x 1-pg 
ads 

B2C: 
Newsweek, 
Sports 
Illustrated 
(Feb’74-Oct’76) 

Step-wise 
regression 

Dependent measure: 
Starch readership.  
 
21 message-content 
variables, 26 
mechanical variables, 
18 product class 
variables. 
Coding: 6 judges. 

1. Page position (page # of ad); 2. Inside front cover 
(0-1 dummy variable); 3. Inside back cover (0-1 
dummy variable); 4. Left-right (0-1 dummy variable);   
5. Color (0-1 dummy variable); 6. Bleed (0-1 dummy 
variable); 7. No. of type sizes in ad; 8. No. of people in 
ad; 9. Largest type size in headline (in mm); 10. No. of 
words in headline; 11. No. of lines in headline; 12. 
Headline space (in sq.cm); 13. Modal type size in copy 
(in mm); 14. No. of separate copy blocks; 15. No. of 
lines of copy; 16. No. of words in copy; 17. No. of 
brand mentions in copy; 18. Copy space (in sq.cm); 
19. Large type in signature (in mm); 20. No. of words 
in signature; 21. No. of lines in signature; 22. 
Signature space (in sq.cm); 23. No. of separate 
photos; 24. Photo space (in sq.cm); 25. No. of 
separate illustrations; 26. Illustration space (in sq.cm). 

Investigated comparative effects between 
mechanical and content variables. First phase 
of analysis consisted of running each of the 
three sets of copy variables–message, mech-
anical and product–against Starch scores.  
When Starch readership scores were regressed 
on message factors, significant contributions 
appeared (1) for threat, creativity, and value in 
predicting “noted” and “associated” and (2) for 
logic and creativity in predicting “read most”. 
Significant effects of mechanical factors 
included: no. of elements, photo space, and 
illustration space on “noted”; no. of elements 
and photo space on “associated”; and photo 
space and type sizes on “read most”. Overall, 
message factors were found to predict Starch 
scores over and above mechanical and product-
class variables. The two most useful predictors, 
across the three stepwise regressions, were 
creativity (a message factor) and photo space (a 
mechanical factor). Results also indicated front 
cover as a major advantage, color improved 
“noted” and “associated” scores but not “read 
most”, and use of headline is not important. 

Rossiter 
(1981) 

73 x 1-pg ads B2C: 
Newsweek 
(Nov ’74) 

Multiple regression Dependent measure: 
Starch readership.  
 
13 predictor variables: 
2 visual, 11 verbal or 
psycholinguistic 

1. Picture size; 2. Product shown in picture; 3. Words 
in headline*; 4. Phrase units in headline*; 5. Nouns in 
headline*; 6. Verbs in headline*; 7. Adjectives in 
headline*; 8. Determiners (a, the, etc.) in headline*; 
9. Product mentioned in headline; 10. Product as 
sentence or phrase object in headline; 11. Personal 
reference (I, you, etc.) in headline; 12. Interrogative 
(question) headline; 13. Imperative (command) 
headline.  
(* simple number count). 

Four variables found to predict “noted” score–in 
order of importance: (1) nouns in headline; (2) 
fewer verbs in headline; (3) personal reference 
in headline; (4) picture size. Significant predictors 
of “associated” scores, in order of importance: 
(1) shorter headline; (2) nouns in headline (N); 
(3) adjectives in headline; (4) product as object 
in headline; (5) picture size (N); (6) personal 
reference in headline (N); (7) noninterrogative 
headline. Significant effects on overall readership 
(read most): (1) determiners in headline; (2) 
adjectives in headline; (3) nonimperative headline. 
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Author/s Sample Size 
No/Size of Ads 

Publication 
B2B/B2C 

Statistical 
Analysis 

Variables Tested Measures Used for Mechanical Variables Key Findings 

Vanden 
Bergh and 
Reid 
(1980) 

50 (auto ads) 
Full-page, 4-
color 

B2C: Newsweek, 
Time, Sports 
Illustrated 
(1977) 

T-Tests Dependent measure: 
Starch-readership. 
Use of puffery.  
 

Coding: 3 expert judges 

Ads judged in terms of whether it contained puffery--
then experts were instructed to identify ad elements 
(headline, copy and illustration) that contained 
puffery. Mechanical/form variables not tested. 

Evaluation between component elements of the 
ads made, comparing readership performance 
scores of ads that used puffery and those that did 
not. No significant differences found. 

Soley and 
Reid 
(1983) 

168 B2B: Iron Age, 
Food 
Engineering 

Multiple regression Dependent measure: 
Ad Chart readership.  
 
13 predictor variables: 
2 visual, 11 verbal or 
psycholinguistic 
(Rossiter) 

As above-see Rossiter (1981) Predictor variables of personal references in 
headline, picture size and phrase units in 
headline accounted for 46% of variance in 
“noticed” scores; product as object in headline 
and picture size most significant predictors of 
“started to read”; adjectives in headline most 
significant predictor of “read half or more”. No. of 
words in headline did not significantly improve 
readership of ads. In summary, picture size, 
number of adjectives and use of the product as 
an objecting the headline positively affected 
“associated” and “started to read” scores,  
mirroring results found by Rossiter. 

Soley 
(1986) 

445 x 1-2pg 
(Ad Chart); 
 94 x 1-pg (Ad 
Sell) 

B2B: Iron 
Age=Ad Chart 
(18 issues); Ad 
Sell=Interiors 
(1 issue), 
Electrical 
Construction 
&Maintenance 
(1 issue) 

2 x 4 ANOVA (Ad 
Chart); one- way 
ANOVA (Ad Sell) 

Dependent measure: 
Ad-Chart and Ad Sell-
readership.  
 

Tested ad size and 
copy length. 

Copy length: 1. Short text–less than 100 words; 2. 
Moderate text–between 101 and 150 words; 3. 
Moderately long text–between 151 and 200 words; 
4. Long text–more than 200 words. Ad size: 5. full-
pages; 6. spreads. 

Ad size found to be a significant determinant of 
advertising readership. Copy length has a 
significant effect on “started to read” but no “read 
half or more” scores. Ads with moderately long 
copy length received the highest readership, ads 
with under 150 words of copy had significantly 
lower readership scores. Neither extremely long 
or short copy length is optimum for industrial 
advertisements. 

Finn 
(1988) 

266 
Full-page or 
larger 

B2C: Business 
Week (1 issue), 
Reader’s 
Digest (1 
issue), Hot Rod 
(1 issue), 
Family Circle (1 
issue)--1981 

Covariance, 
variances and 
correlations, 
LISREL (MLE) 

Dependent measure: 
Starch readership. 
 

Content analysis=ad 
characteristics (9 
layout and pictorial 
variables).  
 

Coding: 2 coders. 

Ad size and location: 1. Ad size; 2. Front/back 
pages; 3. Cover position; 4. Facing ad/editorial; 5. 
Right/left page; Layout and pictorial: 6. Color; 7. 
illustration size; 8. photo/art; 9. bleed/no bleed; 
Other characteristics: Headline–10. Words; 11. 
Phrases; 12. Nouns; 13. Verbs; 14. Adjectives; 15. 
Determiners; 16. Type size, 17. Product reference; 
18. Personal reference; 19. Question form; 20. 
Benefit; 21. Product as object; Copy–22. Amount; 
23. Readability; 24. Benefits. 

Six ad characteristics were found to have a 
significant impact: color, illustration size, 
front/back, cover position, right page, and ad size 
on Starch measures of: exposure received, 
attention received, comprehension gained and 
elaboration attained. 
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Author/s Sample Size 
No/Size of Ads 

Publication 
B2B/B2C 

Statistical 
Analysis 

Variables Tested Measures Used for Mechanical Variables Key Findings 

Naccarato 
and 
Neuendorf 
(1998) 

247 B2B: Electric 
Light & Power 
(8 issues) 

Stepwise multiple-
regression 

Dependent measure: 
PennWell Advertising 
Readership Research 
(PARR).  
 
75 variables: 54 
mechanical variables, 
21 content variables.  
 
Coding: 4 coders 

Form variables: 1. Tabloid spread; 2. Tabloid page;  
3. Junior spread; 4. Junior page; 5. Baby spread;  6. 
Fractional page;  7. Headline in top half of ad;  8. 
Headline in bottom half of ad;  9. Headline in left half 
of ad; 10. Headline in right half of ad; 11. Headline in 
top left section of ad; 12. Headline in top right 
section of ad; 13. Headline in bottom left section of 
ad; 14. Headline in bottom right section of ad; 15. 
Headline size (>.25"); 16. Headline length in words; 
17. Subject apparent in headline; 18. No. of sub-
heads; 19. Major visual—full ad; 20. Major visual in 
top half of ad; 21. Major visual in bottom half of ad; 
22. Major visual in left half of ad; 23.  Major visual in 
right half of ad; 24. Major visual in top left section of 
ad; 25. Major visual in top right section of ad; 26. 
Major visual in bottom left section of ad; 27. Major 
visual in bottom right section of ad; 28. Major visual 
a photograph; 29. Major visual an illustration; 30. 
Major visual a chart or graph; 31. Size of major 
visual (> half of ad); 32. Subject apparent in 
visual(s); 33. Proportion of subvisuals as photo-
graphs; 34. Proportion of subvisuals as illustrations; 
35. Proportion of subvisuals as charts or graphs; 36. 
Average color (1-4) of subvisuals; 37. Average size 
of subvisuals in columns; 38. Proportion of sub-
visuals in top left of ad; 39. Proportion of subvisuals 
in top right of ad; 40. Proportion of subvisuals in 
bottom left of ad; 41. Proportion of subvisuals in 
bottom right of ad; 42. Copy in top half of ad; 43. 
Copy in bottom half of ad; 44. Copy in left half of ad; 
45. Copy in right half of ad; 46. Copy in top left 
section of ad; 47. Copy in top right section of ad; 48. 
Copy in bottom left section of ad; 49. Copy in bottom 
right section of ad; 50. No. of paragraphs of copy; 
51. Ad located before center spread; 52. Ad located 
after center spread; 53. Ad located in premium 
position; 54. Color(s) used in ad (1-4). 

Prediction of aided recall indicated a high level of 
variance (59%), explained by eight form variables 
and one content variable: tabloid spread, color, 
copy in bottom half of ad, service as the subject 
of ad and average size of secondary visuals as 
positive predictors; and, fractional page, junior 
page, copy in the right half of the advertisement 
and use of chart or graph in the major visual as 
negative predictors. Taken as a whole, these 
finding indicate that large, tabloid spread 
advertising units are best remembered. In sum, 
results support “conventional wisdom” from the 
advertising industry; creating simple, orderly print 
advertisements, with readily apparent subjects, 
and attractive visuals that are more important 
than headlines–plus the use of color when 
possible in relatively large advertisements.  
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Author/s Sample Size 
No/Size of Ads 

Publication 
B2B/B2C 

Statistical 
Analysis 

Variables Tested Measures Used for Mechanical Variables Key Findings 

Chamblee 
and Sandler 
(1992) 

109 
(¼ pg – 2 pgs) 

B2B: Cable 
Vision (Nov ’87) 
Design 
Engineering (Jul 
’81)  
Electrical Equip 
& Maintenance 
(Aug ’87)  

ANOVA Dependent measure: 
McGraw Hill Ad Sell-
readership.  
 
Tested 7 ad variables 
and HoE dimensions. 
 
Coding: 2 coders. 

Layout: 1. Ayer #1; 2. Rebus; 3. Parallel Panels; 4. 
Miscellaneous; Ad Elements: 5. illustration (single 
versus multiple); 6. color (black-and-white 
versus four-color); 7. Balance (formal versus 
informal); 8. Weight (heavy, medium, and light), 9. 
Copy length (short, medium, and long); Headlines: 
10. Position (top of page, beneath illustration, 
adjacent to copy block, adjacent to illustration); 11. 
Length (single sentence, multiple sentences, 
multiple-sentence fragments). 

Layout found to positively affect reader response, 
in order of importance: Rebus ads, Ayer #1, 
Parallel Panels, and Miscellaneous. Color signifi-
cant for all DVs except “awareness”–four color 
ads produced significantly higher scores than 
B&W or two-color ads. Illustrations found 
significant for “preference” measure; multiple-
illustration ads scored significantly higher. 
Significant effect of headline placement for all DV 
except “preference”–top of ad received highest 
scores for “awareness” and “interest”; opposite for 
“contact”. No significant effects for headlines 
adjacent copy versus illustration or single versus 
multiple headlines. Medium weight ads showed 
significant effect for “interest” and “preference”. 
Informally balanced ads scored significantly 
higher for “interest” measure. Long copy length 
(versus short and medium) showed significant 
main effects for “awareness” and “interest”. 

Mothersbaugh, 
Huhmann and 
Franke 
(2002) 

854 B2C: Business 
Week, Ebony, 
Glamour 
(1980s-1990s) 

One-way ANCOVA STUDY 1: Dependent 
measure: Starch 
“read most” scores.  
 

Rhetorical figure 
content (6 categories) 
and 7 mechanical 
variables.   
 

Coding: 2 coders 

1. Location in magazine (front portion of magazine 
or not), 2. Location in cover (front or back cover or 
not), 3. Location on page (ad starts on left side or 
not), 4. Ad size (8-category variable ranging from 
“one-third page” to “three or more pages”), 5. Copy 
length (4-category variable ranging from “25 words 
or less” to “100 words or more”), 6. Visual size (5-
category variable ranging from “less than quarter of 
ad” to “entire ad”), and 7. Color (color in ad or not). 

Figures in the headline and/or subhead positively 
affected the extent of processing as indicated by 
“read most” scores, with significant covariates: 
color, location on page, ad size, copy length and 
magazine. 

Franke, 
Huhmann 
and 
Mothersbaugh 
(2004) 

444 
154 x 
convenience 
products;  
211 x shopping 
products; 
79 x search 
products 

B2C: Business 
Week, Country 
Living, Glamour, 
Newsweek, Bon 
Appetit, Sports 
Illustrated, Men’s 
Journal, Ebony, 
Parents  
(Mar-Dec ’96) 

LISREL multigroup 
structural equation 

Dependent measure: 
Starch-readership.  
Amount of information 
(14 variables) (Resnik 
&Stern); 3 product 
type variables; and 4 
mechanical variables.  
Coding: up to 6 coders 

To control for spurious effects, the following ad 
characteristics were also measured: 1. Ad length 
(less than one page, one page, more than one 
page); 2. Visual size (proportion of ad taken up by 
photograph or other graphic material rated on a 7-
point scale from minimal visual material (mainly text 
and/or blank space) to predominant visual material); 
copy length (rated on a  7-point scale from minimal 
copy to extensive copy). 

In all three categories (search products, 
convenience products and shopping products), ad 
length and visual size increase attention to the 
ad, and longer copy reduces readership. 
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APPENDIX 2.3:  
 
Summary of Studies Using Readership Measures 
 

Author/s Date Journal Published Sample Size 
No/size of Ads 

Sample Publication 
B2B/B2C 

Statistical Analysis Comments 

Twedt 1952 Journal of Applied 
Psychology 

122  
(¼ pg – 4 pgs) 

B2B  
American Builder ( Feb, 1950)  

Factor analysis; multiple- 
regression (readership) 

Dependent measure: ARF readership.  
34 variables (15 mechanical, 19 content)  

Assael, Kofron and 
Burgi 

1967 Journal of Advertising 
Research 

1,379  B2B: Iron Age (1963-1964) Automatic Interaction 
Detector (AID) multi-variate 
technique 

Dependent measure: Ad Chart readership. 
208 characteristics broken into 90 categories. 
Coding content: no. of coders not specified. 

Holbrook and 
Lehmann 

1980 Journal of Advertising 
Research 

154 x 1-pg ads B2C: Newsweek, Sports 
Illustrated (Feb’74-Oct’76) 

Step-wise regression Dependent measure: Starch readership. 21 
message -content variables, 26 mechanical 
variables, 18 product class variables.  
Coding content: 6 judges.  

Hanssens and 
Weitz 

1980 Journal of Marketing 
Research 

1,160 B2B: Electronic Design (all 
ads-10 issues, Jan 5-Sept ’76)  

Factor analysis Dependent measure: Starch readership. Print 
characteristics (24 content and mechanical 
variables) 

Vanden Bergh and 
Reid 

1980 Journal of Marketing 50 (auto ads) 
Full-pge, 4-colour 

B2C: Time, Newsweek, Sports 
Illustrated (1977)  

T-Tests Dependent measure: Starch readership. 
Puffery construct in component parts of the 
ads (headline, illustration and body copy). 
Coding content: panel of 3 expert judges. 

Rossiter 1981 Journal of Advertising 
Research 

73 x 1-pg ads B2C: Newsweek (Nov ’74) Multiple regression Dependent measure: Starch readership. 13 
predictor variables= 2 visual, 11 verbal or 
psycholinguistic.  

Madden and 
Weinberger 

1982 Journal of Advertising 199 (liquor) /148 
1-pg, full colour 

B2C: magazine issues from 
1976-1979.  

Normalized measures of 
performance, T-tests  

Dependent measure: Starch readership. 
Humour classifications (sex, aggression, 
nonsense).  
Coding content: panel of 6 judges. 

Soley and Reid 1983 Industrial Marketing 
Management 

168 B2B: Iron Age, Food 
Engineering 

Multiple regression Dependent measure: Ad Chart readership. 
13 predictor variables= 2 visual, 11 verbal or 
psycholinguistic (Rossiter) 

Zinkhan and Gelb 1986 Journal of Advertising 
Research 

159 
95 = estimation 
sample, 64 = 
validation sample 

B2C: Newsweek (1 issue), 
U.S. News and World Report 
(1 issue), Sports Illustrated (3 
issues) 

Pearson correlation 
Multiple-regression analysis 

Dependent measure: Attitude toward brand 
(Ab) and Purchase Intention. Measured 
against Starch readership scores. 

Stucky 1986 Unpublished doctoral 
dissertation 

328 B2C: Newsweek, Sports 
Illustrated 

Correlation analysis and 
stepwise multiple regression 

Dependent measure: Starch readership. Nine 
independent variables 
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Author/s Date Journal Published Sample Size 
No/size of Ads 

Sample Publication 
B2B/B2C 

Statistical Analysis Comments 

Soley 1986 Industrial Marketing 
Management 

445 x 1-2pg (Ad 
Chart);  
94 x 1-pg (Ad Sell) 

B2B: Iron Age=Ad Chart (18 
issues); Ad Sell =Interiors (1 
issue), Electrical Construction & 
Maintenance (1 issue) 

2 x 4 ANOVA (Ad Chart);  
one- way ANOVA (Ad Sell) 

Dependent measure: Ad-Chart and Ad Sell-
readership. Tested ad size and copy length. 

Moriarty 1987 Journalism Quarterly 222 B2C: six magazines between 
1980 and 1985 

Frequencies Dependent measure: Starch readership. 
Content analysis=frequency count on use of 
images in literal and symbolic messages 

Finn 1988 Journal of Marketing 
Research 

266 
Full-page or larger 

B2C: Business Week (1 issue), 
Reader’s Digest (1 issue), Hot 
Rod (1 issue), Family Circle (1 
issue)–1981 

Covariance, variances and 
correlations, LISREL (MLE) 

Dependent measure: Starch readership 
scores measures of constructs: exposure 
received, attention received, comprehension 
gained and elaboration attained. Content 
analysis=ad characteristics (9 layout and 
pictorial variables). Coding content: 2 coders. 

Chamblee and 
Sandler 

1992 Journal of Advertising 
Research 

109  
(¼ pg – 2 pgs) 

B2B: Cable Vision (Nov ’87)  
Design Engineering (Jul ’81) 
Electrical Equip & Maintenance 
(Aug ’87) 

ANOVA Dependent measure: McGraw Hill Ad Sell-
readership. Tested 7 ad variables  
Coding content: 2 coders. 

Chamblee, Gilmore, 
Thomas and Soldow 

1993 Journal of Advertising 
Research 

137 ½ pg; Time 
125 ½ pg; RDigest  

B2C: Time (4 issues; ’87, ’88)  
Reader’s Digest (4 issues) 

Correlations; ANOVA Dependent measure: Starch-readership. 
Type-token ratio: measuring complexity 

Naccarato and 
Neuendorf 

1998 Journal of Advertising 
Research 

247 B2B: Electric Light & Power  
(8 issues) 

Stepwise multiple- 
regression 

Dependent measure: PennWell Advertising 
Readership Research (PARR). 75 variables-
classified as 54 form & 21 content constructs. 
Coding content: 4 coders 

Mothersbaugh, 
Huhmann and 
Franke 

2002 Journal of Consumer 
Research 

854 B2C: Business Week, Ebony, 
Glamour (1980s-1990s) 

One-way ANCOVA STUDY 1: Dependent measure: Starch “read 
most” scores. Rhetorical figure content (6 
categories) + 7 mechanical variables.  
Coding content: 2 coders 

Franke, Huhmann 
and Mothersbaugh 

2004 Journal of the Academy 
of Marketing Science 

444 
n=154 convenience 
products; n=211 
shopping products; 
n=79 search products 

B2C: Bon Appetit, Business 
Week, Country Living, Ebony, 
Glamour, Men’s Journal, 
Newsweek, Parents, Sports 
Illustrated (Mar-Dec ‘96) 

LISREL multigroup structural 
equation 

Dependent measure: Starch-readership. 
Amount of information (14 variables); product 
type (3 variables) and mechanical (4 
variables). Coding content: up to 6 coders. 



262 APPENDICES   
 

APPENDICES  
CHAPTER 3 

 

 

3.1 Evaluation of Potential Variables for Coding in Content Analysis Phase (Study 2) 
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APPENDIX 3.1:  

Evaluation of Potential Variables for Coding in Content Analysis Phase (Study 2) 

 
POTENTIAL VARIABLES  
TO BE CODED 

 
Variable  
Type 

CRITERIA FOR SELECTION 
 
Relevant  
to RQs 
 (Yes/No) 

 
Evaluation of Relevance to Dissertation 
 

 
Identified Relevance to the Discipline  
(via literature) 

Levels of symbolism  IV Yes Core dissertation question.  
Required to answer RQ1. Establish the differential effect (if any) of 
symbolic versus literal messages. Measured using 5-item scale 
developed in Study 1.   

Effects of emotion (Jensen & Jepsen, 2007; Lynch & de 
Chernatony, 2004)  
Intangible associations through branding (Goldfarb, 2007; 
Lamons, 2005; Michell et al., 2001)  
Non-functional benefits (Sweeney & Webb, 2007) 

Impact of layout IV No 
 

Not core to dissertation questions. 
Use of visuals versus text may be related to symbolic message 
content. However, this measure calls for subjective judgements. 
Inferences required for this project can be made by measuring size 
of visual and length of body copy.  

Suggested at meeting with supervisors (30/07/07) 
(Chamblee & Sandler, 1992), (Mothersbaugh et al., 2002) 

Overall impression of content 
direction (literal vs. symbolic 
dominant) 

IV Yes Core dissertation question.   
Required to answer RQ1. Establish a holistic rating (impression) 
for the ad. May be useful for validity checks, regression analysis 
and/or relationships between variables.  

Suggested at meeting with supervisors (30/07/07) 

Use of a major headline  IV Yes Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Naccarato & Neuendorf, 1998)  (Chamblee & Sandler, 1992), 
(Soley, 1986)  

Size of headline (if any) IV Yes 
 

Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Twedt, 1952),  (Holbrook & Lehmann, 1980), (Hanssens & Weitz, 
1980),  (Rossiter, 1981), (Naccarato & Neuendorf, 1998)   

Proportion of the ad taken up 
by the major headline 

IV No Not core to dissertation questions.  
Minor relevance to the present study. 

(Naccarato & Neuendorf, 1998)   
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POTENTIAL VARIABLES  
TO BE CODED 

 
Variable  
Type 

CRITERIA FOR SELECTION 
 
Relevant  
to RQs 
 (Yes/No) 

 
Evaluation of Relevance to Dissertation 
 

 
Identified Relevance to the Discipline  
(via literature) 

Colour of major headline  
(if any) 

IV No Not core to dissertation questions.  
Minor relevance to the present study. 

(Naccarato & Neuendorf, 1998)   

Position of major headline  
(if any) 

IV Yes Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

 (Chamblee & Sandler, 1992), (Naccarato & Neuendorf, 1998)   

Presence of visuals IV Yes Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Naccarato & Neuendorf, 1998)   

Product shown in visual IV No Not core to dissertation questions.  
Minor relevance to the present study. 

(Hanssens & Weitz, 1980), (Rossiter, 1981), (Soley & Reid, 1983)  

Size of major visual (if any) IV Yes Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Naccarato & Neuendorf, 1998), (Mothersbaugh et al., 2002), 
(Twedt, 1952), (Assael et al., 1967) 

Type of major visual (if any) IV Yes Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Naccarato & Neuendorf, 1998), (Holbrook & Lehmann, 1980) 

Colour of major visual  
(if any) 

IV No Not core to dissertation questions.  
Variable is redundant as study controls for colour by limiting 
sample to full-page, four-colour ads. 

(Naccarato & Neuendorf, 1998), (Assael et al., 1967) 

Presence of copy IV Yes Core dissertation question. 
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Naccarato & Neuendorf, 1998) 

Length of copy IV Yes Core dissertation question.  
Required to answer RQ4. Establish the differential effect (if any) of 
mechanical variables. 

(Naccarato & Neuendorf, 1998), (Chamblee & Sandler, 1992), 
(Soley, 1986), (Holbrook & Lehmann, 1980), 

Colour of copy IV No Not core to dissertation questions.  
Minor relevance to the present study. 

(Naccarato & Neuendorf, 1998) 
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POTENTIAL VARIABLES  
TO BE CODED 

 
Variable  
Type 

CRITERIA FOR SELECTION 
 
Relevant  
to RQs 
 (Yes/No) 

 
Evaluation of Relevance to Dissertation 
 

 
Identified Relevance to the Discipline  
(via literature) 

Nature of the subject matter IV Yes Some relevance to dissertation questions.  
Controlling for potential confounds between product categories (i.e. 
potential variances between a capital goods vs. a consumable good; 
brand-related vs. sale). 

Relates to involvement (high/low) and risk. Suggested at 
meeting with supervisors (24/11/08).  
(Naccarato & Neuendorf, 1998), (Pollay, 1985)  

Subject apparentness IV Yes Some relevance to dissertation questions. 
 Elements in the ad (text or visuals) that make the brand or advertiser 
readily identifiable may be related to levels of symbolism. Thus, 
controls for potential confounds of this variable.  

(Naccarato & Neuendorf, 1998)    

Presence of  product/ 
customer benefit (implied or 
explicit) 

IV No Not core to dissertation questions.  
Minor relevance to the present study. 
 

(Naccarato & Neuendorf, 1998), (Twedt, 1952) 

Presence of call for action IV No 
 

Not core to dissertation questions.  
Minor relevance to the present study. 

(Naccarato & Neuendorf, 1998)    

Type of response device IV No Not core to dissertation questions.  
Minor relevance to the present study. 

(Naccarato & Neuendorf, 1998)    

 
Publication date  
(from Starch data) 

 
 

 
Yes 

Core dissertation question.  
Required to answer RQ2. Establish the prevalence of symbolic vs. 
literal messages over time and identify any changes in Starch scores, 
relative to these changes. 

(Smith & Lux, 1993), (Phillips & McQuarrie, 2002) 
 

Name (advertiser) 
(from Starch data) 

 No 
 

Not core to dissertation questions.  
Can revisit after initial analysis, if required. May provide further insight 
on relevance/importance of brands in contrast to more general 
inferences in terms of product category. 

Many studies have investigated associations to particular 
brands, but few focus on B2B markets or isolate enquiry to 
specific B2B advertisers. 

Page number 
(from Starch data) 

 
 

No Not core to dissertation questions.  
Can revisit after initial analysis, if required. Controlling for potential 
confounds (varying effect) of page position. 

Location in magazine–(Hanssens & Weitz, 1980), (Holbrook & 
Lehmann, 1980), (Leigh, 1994), (Mothersbaugh et al., 2002) 
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POTENTIAL VARIABLES  
TO BE CODED 

 
Variable  
Type 

CRITERIA FOR SELECTION 
 
Relevant  
to RQs 
 (Yes/No) 

 
Evaluation of Relevance to Dissertation 
 

 
Identified Relevance to the Discipline  
(via literature) 

Ad Size/Colour 
(from Starch data) 

IV Yes Relevant to dissertation questions.  
Holding elements constant (single page and colour) eliminated the 
need to code these variables. 

(Vanden Bergh & Reid, 1980), (Holbrook & Lehmann, 1980), 
(Rossiter, 1981), (Madden & Weinberger, 1982), (Soley, 1986), 
(A. Finn, 1988), (Chamblee et al., 1993). 

Page position—page number 
of ad 
(from Starch data) 

 
 

No Not core to dissertation questions.  
Can revisit after initial analysis, if required. Controlling for potential 
confounds (varying effect) of page position. 

(Twedt, 1952), (Assael et al., 1967), (Holbrook & Lehmann, 
1980) 

Industry classification/ 
Publication name 
(from Starch data)  

IV Yes Core dissertation question.  
Required to answer RQ3. Establish whether the use of symbolism is 
greater (or less) in specific industries/publications and identify any 
changes in Starch scores, relative to these changes. 

Product class - (Holbrook & Lehmann, 1980), Product category 
- (Coney & Patti, 1979), (Stern et al., 1981), (Moldovan, 1984),  
(Keller, 1991), (Franke et al., 2004) 

Starch Readership Levels: 
“Noted” (%N) 
(from Starch data) 

DV Yes Core to dissertation questions: dependent variable. 
The percentage of issue readers who remember having previously 
seen the advertisements in the study issue. 

(Rossiter, 1981, 1988), (Zinkhan & Gelb, 1986), (Finn, 1988), 
(Holbrook & Lehmann, 1980), (Mothersbaugh et al., 2002), 
(Franke et al., 2004) 

Starch Readership Levels: 
“Associated” (%A) 
(from Starch data) 

DV Yes Core to dissertation questions: dependent variable. 
The percentage of issue readers who not only Noted the ad, but also 
saw or read some part of it which clearly indicated the brand or the 
advertiser. 

As above 

Starch Readership Levels: 
“Read Some” (%RS) 
(from Starch data) 

DV Yes Core to dissertation questions: dependent variable. 
The percentage of issue readers who read any part of the ad’s copy. 

As above 

Starch Readership Levels: 
“Read Most” (%RM)  
(from Starch data) 

DV Yes Core to dissertation questions: dependent variable.  
The percentage of issue readers who read one-half or more of the 
written material in the advertisement. 

As above 

Starch Analytical Measure: 
Noted Rank (N-RANK) 
(from Starch data) 

DV No Not core to dissertation questions, nor used as a DV in previous 
studies.  
Can revisit after initial analysis, if required. Shows relative standing of 
each ad in a study issue in terms of its Noted percentages. 

No studies found reporting on Starch analytical measures 
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POTENTIAL VARIABLES  
TO BE CODED 

 
Variable  
Type 

CRITERIA FOR SELECTION 
 
Relevant  
to RQs 
 (Yes/No) 

 
Evaluation of Relevance to Dissertation 
 

 
Identified Relevance to the Discipline  
(via literature) 

Starch Analytical Measure: 
Associated Rank (A-RANK) 
(from Starch data) 

DV No Not core to dissertation questions, nor used as a DV in previous 
studies.  
Can revisit after initial analysis, if required. Shows the relative 
standing of each ad in a study issue in terms of its Associated 
percentages. 

No studies found reporting on Starch analytical measures 

Starch Analytical Measure: 
“Noted” Indexes (NII) 
(from Starch data) 

DV No Not core to dissertation questions, nor used as a DV in previous 
studies.  
Can revisit after initial analysis, if required. Compare the Noted scores 
for each ad to the issue median for each of those measures. E.g., a 
Noted index of 110 indicates the ad scored 10% above the Noted 
median for the issue. In addition to showing relative performance 
within an issue, readership indexes make more meaningful 
comparisons possible among ads from different issues of the same 
publication since they automatically adjust for the differences in the 
readership levels that occur between different issues. 

No studies found reporting on Starch analytical measures 

Starch Analytical Measure: 
“Associated” Indexes (AII) 
(from Starch data) 

DV No Not core to dissertation questions, nor used as a DV in previous 
studies.  
Can revisit after initial analysis, if required. Compare the Associated 
scores for each ad to the issue median for each of those measures 
(detailed above).  

No studies found reporting on Starch analytical measures 

Starch Analytical Measure: 
“Read Some” Indexes (RSII) 
(from Starch data) 

DV No Not core to dissertation questions, nor used as a DV in previous 
studies.  
Can revisit after initial analysis, if required. Compare the Read Some 
scores for each ad to the issue median for each of those measures 
(detailed above). 

No studies found reporting on Starch analytical measures 

Starch Analytical Measure:  
“Read Most” Indexes (RMII) 
(from Starch data) 

DV No Not core to dissertation questions, nor used as a DV in previous 
studies.  
Can revisit after initial analysis, if required. Compare the Read Most 
scores for each ad to the issue median for each of those measures 
(detailed above). 

No studies found reporting on Starch analytical measures 
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APPENDICES  
CHAPTER 4 

 

 

4.1 List of Descriptors: Literal and Symbolic  

4.2 Instructions to Judges: Pre-test 1- Item Dimensionality 

4.3 Scale Development: Summary of Alternative Scales Evaluated and Tested 

4.4 Two-Factor Rotation for All Advertisement Examples  

4.5 CFA Modelling of 10-Item Model to Identify Scale Items for Validation 

4.6 CFA Modelling of 8-Item Model to Identify Scale Items for Validation 

4.7 Phase II Study: CFA Model Specification 

4.8 CFA Multiple Group Invariance between Samples (Academics and Industry): Model 

Summary and Goodness-Of-Fit Indices 

4.9 CFA repeated Measures Invariance between Creative Executions (Advertisement 

Examples A, B, C, D): Model Summary and Goodness-Of-Fit Indices 
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APPENDIX 4.1:  
 

LIST OF DESCRIPTORS: SYMBOLIC AND LITERAL
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APPENDIX 4.2:  
 
INSTRUCTIONS TO JUDGES: PRE-TEST 1- ITEM DIMENSIONALITY
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Pre-test: Refining dimensions of literal and symbolic  
 
 
The identification of those factors which contribute to the performance of advertisements has been the focus of 
investigation by academics, advertisers, advertising agencies and research organisations. Dozens of studies in message 
format have identified elements of symbolism and literalism. The list of these elements is very large and therefore not 
manageable in a single research project. I’d like your help in narrowing the list of dimensions of symbolic and literal. 
First, here are the definitions of these two terms: 
 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism 
of indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that 

provide artful deviation from a person’s expectations through the use of nonliteral words or images 
MacCormack, 1985; McQuarrie & Mick, 1996). 

 
Procedure 
There are 133 index cards, each bearing only one dimension (either visual or textual) for a symbolic or literal 
communication element, along with a definition and an example. 78 dimensions are symbolic and 55 dimensions of 
literal. Your task is to identify similar elements or characteristics of the symbolic or literal dimensions to develop 
categories that are mutually exclusive and exhaustive. 
 
Sorting the Literal Dimensions 
 
Step 1: Sort the stack of literal dimensions into piles representing commonalities.  
 
Step 2: Once the sorting task for literal dimensions is completed, create a label and brief description that you feel best 

describes the literal elements that you have grouped together.  
 

For example, literal dimensions may be grouped in terms of physical product features and include dimensions 
such as components, dependability/reliability/durability, description (among others). A suitable category label 
may simply be “physical product features” and described briefly as “information that is directly related to 
tangible product features, attributes, parts and performance in comparison to other products in the category”. 

 
Sorting the Symbolic Dimensions 
 
Step 3: Sort the stack of symbolic dimensions into piles representing commonalities.  
 
Step 4: Once the sorting task for symbolic dimensions is completed, create a label and brief description that you feel 

best describes the symbolic elements that you have grouped together.  
 

For example, symbolic dimensions may be grouped on the basis of their creative word manipulation and 
include dimensions such as alliteration, anaphora, anastrophe, antanaclasis (among others). A suitable 
category label may be “play on words” and described briefly as “creative manipulation of words using 
excessive word order, regularity or repetition.”  

 
Evaluation and Discussion 
 
Step 5: Once the sorting task for both literal and symbolic dimensions is completed, you will be invited to discuss your 

general sorting rationale and labeling descriptions with the other judges. However, it is important that 
individual category assignments are held confidential to maintain the integrity of the decisions made. 

 
Step 6: The procedure is then repeated, providing you the opportunity to revise the sorting and labeling, yet 

maintaining specific assignment of the dimensions into each category as confidential.  
 

--- --------------- --- 
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APPENDIX 4.3:  
 
SCALE DEVELOPMENT: SUMMARY OF ALTERNATIVE SCALES EVALUATED 
AND TESTED 
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SCALE 1a:  2-Dimensional 11-Point Scale (adaptation of Juster (1966) probability 
scale) 

 
 
Definitions of the two terms: 
 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that provide 

artful deviation from a person’s expectations through the use of nonliteral words or images (MacCormack, 
1985; McQuarrie & Mick, 1996). 

 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism of 
indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
Overall direction (focus) of the ad is: 
 
--- --- 10. 

 
HIGHLY SYMBOLIC:  Representations about the advertised product, service, or brand are highly abstract, 
ambiguous, clever, or unexpected. Extensive and complex use of indirect (non-specific) or implicit meaning in 
all (100%) ad elements (headline, visual(s) and body copy). 

 
--- --- 9. 

 
ALMOST ALL SYMBOLIC:  Representations about the advertised product, service, or brand are predominantly 
abstract, ambiguous, clever, or unexpected. Substantial and complex use of indirect (non-specific) or implicit 
meaning in almost all (90%) ad elements (headline, visual(s) and body copy). 

 
--- --- 8.  

 
VERY SYMBOLIC:  Representations about the advertised product, service, or brand are largely abstract, 
ambiguous, clever, or unexpected. Considerable and relatively complex use of indirect (non-specific) or implicit 
meaning in the majority (80%) of ad elements. 

 
--- --- 7.  

 
MOSTLY SYMBOLIC:  Representations about the advertised product, service, or brand are mostly abstract, 
ambiguous, clever, or unexpected. Relatively complex use of indirect (non-specific) or implicit meaning within 
most (70%) dominant ad elements. 

 
--- --- 6.  

 
REASONABLY SYMBOLIC:  Representations about the advertised product, service, or brand are reasonably 
abstract, ambiguous, clever, or unexpected. Indirect (non-specific) or implicit meaning within several (60%) ad 
elements provokes reasonable elaboration by the reader. 

 
--- --- 5.  

 
MODERATELY SYMBOLIC:  Representations about the advertised product, service, or brand are moderately 
abstract, ambiguous, clever, or unexpected. Indirect (non-specific) or implicit meaning within one or two (50%) 
dominant ad elements provokes moderate elaboration by the reader. 

 
--- --- 4.  

 
FAIRLY SYMBOLIC:  Representations about the advertised product, service, or brand are fairly abstract, 
ambiguous, clever, or unexpected. Indirect (non-specific) or implicit meaning is partially evident in dominant ad 
elements (40%), provoking some elaboration by the reader.  

 
--- --- 3.  

 
SOMEWHAT SYMBOLIC:  Representations about the advertised product, service, or brand are somewhat 
abstract, ambiguous, clever, or unexpected. Intervening mechanisms are quite limited (30%), provoking a 
small degree of indirect (non-specific) or implicit meaning within the message(s). 

 
--- --- 2.  

 
SLIGHTLY SYMBOLIC:  Representations about the advertised product, service, or brand are slightly abstract, 
ambiguous, clever, or unexpected. Intervening mechanisms are very limited (20%), provoking a very small 
degree of indirect (non-specific) or implicit meaning within the message(s). 

 
--- --- 1.  

 
VERY SLIGHTLY SYMBOLIC:  Representations about the advertised product, service, or brand are very 
slightly abstract, ambiguous, clever, or unexpected. Intervening mechanisms are minimal (10%), provoking the 
slightest degree of indirect (non-specific) or implicit meaning within the message(s). 

 
--- --- 0.  

 
NOT AT ALL SYMBOLIC:  Representations about the advertised product, service, or brand are not at all 
abstract, ambiguous, clever, or unexpected. There are no intervening mechanisms present and no indirect 
(non-specific) or implicit meaning within the message(s). 
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Overall direction (focus) of the ad is: 
 
--- --- 10. 

 
HIGHLY LITERAL:  Representations about the advertised product, service, or brand are highly concrete, 
straightforward, conventional and explicit (life-like). Entire ad (100%) is directly meaningful where logical 
inferences can be drawn and void of any indirect (non-specific) or implicit associations. 

 
--- --- 9. 

 
ALMOST ALL LITERAL:  Representations about the advertised product, service, or brand are predominantly 
concrete, straightforward, conventional and explicit (life-like). Almost all (90%) ad elements (headline, visual(s) 
and body copy) are directly meaningful where logical inferences can be drawn, with a vague degree of indirect 
(non-specific) or implicit associations. 

 
--- --- 8. 

 
VERY LITERAL:  Representations about the advertised product, service, or brand are largely concrete, 
straightforward, conventional and explicit (life-like). The majority (80%) of ad elements are directly meaningful 
where logical inferences can be drawn, with minimal indirect (non-specific) or implicit associations. 

 
--- --- 7. 

 
MOSTLY LITERAL:  Representations about the advertised product, service, or brand are mostly concrete, 
straightforward, conventional and explicit (life-like). Most (70%) dominant ad elements  are directly meaningful 
where logical inferences can be drawn, with some indirect (non-specific) or implicit associations. 

 
--- --- 6. 

 
REASONABLY LITERAL:  Representations about the advertised product, service, or brand are reasonably 
concrete, straightforward, conventional and explicit (life-like). Several (60%) ad elements are directly 
meaningful where logical inferences can be drawn, with some indirect (non-specific) or implicit associations. 

 
--- --- 5. 

 
MODERATELY LITERAL:  Representations about the advertised product, service, or brand are moderately 
concrete, straightforward, conventional and explicit (life-like). One or two (50%) dominant ad elements are 
directly meaningful where logical inferences can be drawn, but ad contains an equal amount of indirect (non-
specific) or implicit associations. 

 
--- --- 4. 

 
FAIRLY LITERAL:  Representations about the advertised product, service, or brand are fairly concrete, 
straightforward, conventional and explicit (life-like). Dominant ad elements that are directly meaningful, where 
logical inferences can be drawn, are partially evident (40%) and ad contains a higher degree of indirect (non-
specific) or implicit meaning within the message(s).  

 
--- --- 3. 

 
SOMEWHAT LITERAL:  Representations about the advertised product, service, or brand are somewhat 
concrete, straightforward, conventional and explicit (life-like). Ad elements that are directly meaningful, where 
logical inferences can be drawn, are quite limited (30%) and ad contains a fairly high degree of indirect (non-
specific) or implicit meaning within the message(s). 

 
--- --- 2. 

 
SLIGHTLY LITERAL:  Representations about the advertised product, service, or brand are slightly concrete, 
straightforward, conventional and explicit (life-like). Ad elements that are directly meaningful, where logical 
inferences can be drawn, are very limited (20%) and ad contains a high degree of indirect (non-specific) or 
implicit meaning within the message(s). 

 
--- --- 1. 

 
VERY SLIGHTLY LITERAL:  Representations about the advertised product, service, or brand are very slightly 
concrete, straightforward, conventional and explicit (life-like). Ad elements that are directly meaningful, where 
logical inferences can be drawn, are very limited (90%) and indirect (non-specific) or implicit meanings within 
the message(s) dominate the ad. 

 
--- --- 0. 

 
NOT AT ALL LITERAL:  Representations about the advertised product, service, or brand are not at all 
concrete, straightforward, conventional and explicit (life-like). Only the company signature (logotype or symbol) 
may be directly meaningful, where logical inferences can be drawn, with extensive and complex use of indirect 
(non-specific) or implicit meaning in virtually all ad elements. 
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SCALE 1b:  1-Dimensional 11-Point Scale (adaptation of Juster (1966) probability scale) 
 
The major goal for advertisers is to create distinctive advertising messages that cut through clutter, attract attention, influence 
persuasion and have an enduring impact on memory. Advertising appeals are categorised into two broad styles: rational and 
emotional. Rational is usually described as a literal message type, with a tendency to transmit factual, concrete messages that 
convey straightforward and functional information about the product, service or organisation. Emotional is often used 
interchangeably with symbolism, although not all literal or rational appeals are emotionally-neutral—they can be, and are, used 
to create fear, humour, and other emotional connections about the brand and/or the ad. More accurately, symbolism employs 
indirect or abstract attempts to create effect, such as the use of imagery, metaphors, symbols and figurative language.  
 
First, here are the definitions of these two terms: 
 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that provide 

artful deviation from a person’s expectations through the use of nonliteral words or images (MacCormack, 
1985; McQuarrie & Mick, 1996). 

 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism of 
indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
 

10.  - PRACTICALLY ALL SYMBOLIC, NONE/ALMOST NO LITERAL 
(99/100% unexpected, indirect, or implicit associations; virtually no straightforward, realistic, logical meaning)

 9.   - ALMOST ALL SYMBOLIC, VERY SLIGHTLY LITERAL
(90% unexpected, indirect, or implicit associations; 10% straightforward, realistic, logical meaning)

 8.   - VERY SYMBOLIC, SLIGHTLY LITERAL 
(80% unexpected, indirect, or implicit associations; 20% straightforward, realistic, logical meaning)

 7.   - MOSTLY SYMBOLIC, SOMEWHAT LITERAL 
(70% unexpected, indirect, or implicit associations; 30% straightforward, realistic, logical meaning)

 6.   - QUITE SYMBOLIC, MODERATELY LITERAL 
(60% unexpected, indirect, or implicit associations; 40% straightforward, realistic, logical meaning)

 5.   - EQUALLY LITERAL AND SYMBOLIC 
(50% straightforward, realistic, logical meaning; 50% unexpected, indirect, or implicit associations)

 4.   - QUITE LITERAL, MODERATELY SYMBOLIC 
(60% straightforward, realistic, logical meaning; 40% unexpected, indirect, or implicit associations)

 3.   - MOSTLY LITERAL, SOMEWHAT SYMBOLIC 
(70% straightforward, realistic, logical meaning; 30% unexpected, indirect, or implicit associations)

 2.   - VERY LITERAL, SLIGHTLY SYMBOLIC 
(80% straightforward, realistic, logical meaning; 20% unexpected, indirect, or implicit associations)

 1.   - ALMOST ALL LITERAL, VERY SLIGHTLY SYMBOLIC 
(90% straightforward, realistic, logical meaning; 10% unexpected, indirect, or implicit associations)

 0.   - PRACTICALLY ALL LITERAL, NONE/ALMOST NO SYMBOLIC  
(99/100% straightforward, realistic, logical meaning; virtually no unexpected, indirect, or implicit associations)

LITERAL - SYMBOLIC MESSAGE SCALE
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SCALE 2:  5-Point Interval Scale: High versus Low 
 
 
Definitions of the two terms: 
 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that provide 

artful deviation from a person’s expectations through the use of nonliteral words or images (MacCormack, 
1985; McQuarrie & Mick, 1996). 

 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism of 
indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
QUESTIONS: 

How would you rate the following message elements on a scale of (1) to (5), where: 
   1 = low (not at all) 
   2 = some extent 
   3 = moderate extent 
   4 = great extent 
   5 = high (entirely) 
 
To what extent do major visuals in the ad (if any) provide an 
accurate, life-like representation of the advertised product, 
service, or brand? 

 
Low High 

To what extent do major visuals in the ad (if any) use unusual, 
clever or unexpected concepts, requiring some thought to 
interpret an indirect or non-specific meaning? 

 
Low  High 

To what extent does the headline (if any) provide a clearly logical 
and direct representation of the advertised product or service? 

 
Low  High 

To what extent does the headline (if any) use figurative forms of 
communication, requiring some elaboration to interpret its indirect 
meaning? 

 
Low  High 

To what extent does the body copy (if any) provide a logical and 
direct representation of the advertised product or service? 

 
Low  High 

To what extent does the body copy (if any) use figurative forms of 
communication, requiring some elaboration to interpret its indirect 
meaning? 

 
Low  High 

Overall, how would you rate the advertisement in terms of 
providing a clearly logical and direct representation of the 
advertised product or service? 

 
Low  High 

Overall, how would you rate the advertisement in terms of its 
use of figurative or abstract forms of communication, requiring 
some elaboration to interpret its indirect meaning? 

 
Low  High 

 

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5
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SCALE 3:  Semantic Differential Interval Scale 
 
The major goal for advertisers is to create distinctive advertising messages that cut through clutter, attract attention, influence 
persuasion and have an enduring impact on memory. Advertising appeals are categorised into two broad styles: rational and 
emotional. Rational is usually described as a literal message type, with a tendency to transmit factual, concrete messages that 
convey straightforward and functional information about the product, service or organisation. Emotional is often used 
interchangeably with symbolism (Moriarty, 1987), although not all literal or rational appeals are emotionally-neutral—they can 
be, and are, used to create fear, humour, and other emotional connections about the brand and/or the ad. More accurately, 
symbolism employs indirect or abstract attempts to create effect, such as the use of imagery, metaphors, symbols and 
figurative language.  
 
First, here are the definitions of these two terms: 
 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that provide 

artful deviation from a person’s expectations through the use of nonliteral words or images. 
 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism of 
indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
SYMBOLIC - LITERAL DIRECTION OF AD: 

 
 

 Concrete  :   :   :   :   :   :   :   : Abstract  
 (realistic, definite)  (simulated, conceptual) 
(factual, accurate depiction)  (composed, artful variation) 
 
 Complex :   :   :   :   :   :   :   : Simple 
 (unpredictable)  (predictable) 
 (disordered, random)  (ordered, structured) 
 
 Nonfigurative  :   :   :   :   :   :   :   : Figurative  
 (literal, straightforward)  (nonliteral, expressive)  
(no deviation from norms)  (nonconforming pattern) 
 
 Implicit :   :   :   :   :   :   :   : Explicit 
 (hidden, non-specific)  (overt, specific) 
(inherent, obscure meaning)  (uncontrived, clear meaning) 
 
 Normal  :   :   :   :   :   :   :   : Deviant 
 (typical, ordinary)  (unusual, unexpected)  
 (orthodox, regular)  (non-standard, irregular) 
 
 Metaphoric  :   :   :   :   :   :   :   : Nonmetaphoric  
 (symbol, substitution)  (conventional, familiar) 
 (figure of speech)  (life-like representation) 
 
 Direct  :   :   :   :   :   :   :   : Indirect 
 (precise, straight)  (implied, inferred)  
 (plain, clearly stated)  (clever, hinted at) 
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SCALE 4a: Multi-Item Interval Scale–Non-Forced (neutral response option)  
 
 
Definitions of the two terms: 
 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that provide 

artful deviation from a person’s expectations through the use of nonliteral words or images (MacCormack, 
1985; McQuarrie & Mick, 1996). 

 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism of 
indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
 
QUESTIONS: 
 

Representativeness (manner in which the advertised product, brand or service is 
characterised in the ad): No
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Concrete: realistic, accurate depiction of the product, brand or service rather than a 
contrived concept that is abstract or can be imagined. 1 2 3 4 5 6 

Factualness: logical, objectively verifiable descriptions of product features or benefits 
rather than subjective impressions of intangible aspects that could not, in principle, be 
verified or disproven. 

1 2 3 4 5 6 

Figurativeness: unexpected or clever deviation from ordinary manner of expression, 
such as figures of speech or metaphors rather than the use of plain, straightforward 
language or visuals. 

1 2 3 4 5 6 

       

Interpretation (clarity to which the core message about the advertised product, 
brand or service is characterised in the ad): No
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Connotative: implied or additional meaning associated with or suggested by the text 
or images rather than a direct or literal one. 1 2 3 4 5 6 

Explicitness: expressing all details in a clear and obvious way, leaving no doubt as to 
the intended meaning rather than containing some hidden or obscure meaning. 1 2 3 4 5 6 

       

Style (orientation of the approach used to communicate messages about the 
advertised product, brand or service in the ad): No
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Emotional-engagement: attempts to arouse human emotions or feelings in support of 
various assertions rather than rational or reasoned arguments to support various 
assertions by appealing to the intellect. 1 2 3 4 5 6 
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SCALE 4b:  Multi-Item Interval Scale–Forced (no neutral response option)  
 
 
Definitions of the two terms: 
 
Symbolic:    figurative forms of communication, such as metaphors or figures of speech (tropes, schemes) that provide 

artful deviation from a person’s expectations through the use of nonliteral words or images (MacCormack, 
1985; McQuarrie & Mick, 1996). 

 
Literal: explicit or logical forms of communication where logical inferences can be derived directly from the 

message (Toncar & Munch, 2001), being directly meaningful, without the intervention of any mechanism of 
indirect understanding such as metaphor or metonymy (Lakoff, 1986). 

 
QUESTIONS: 

Representativeness (manner in which the advertised product, brand or service is 
characterised in the ad): No
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Concrete: realistic, accurate depiction of the product, brand or service rather than a 
contrived concept that is abstract or can be imagined. 1 2 3 4 5 

Factualness: logical, objectively verifiable descriptions of product features or benefits 
rather than subjective impressions of intangible aspects that could not, in principle, be 
verified or disproven. 

1 2 3 4 5 

Figurativeness: unexpected or clever deviation from ordinary manner of expression, 
such as figures of speech or metaphors rather than the use of plain, straightforward 
language or visuals. 

1 2 3 4 5 

      

Interpretation (clarity to which the core message about the advertised product, 
brand or service is characterised in the ad): No
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Connotative: implied or additional meaning associated with or suggested by the text 
or images rather than a direct or literal one. 1 2 3 4 5 

Explicitness: expressing all details in a clear and obvious way, leaving no doubt as to 
the intended meaning rather than containing some hidden or obscure meaning. 1 2 3 4 5 

      

Style (orientation of the approach used to communicate messages about the 
advertised product, brand or service in the ad): No
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Emotional-engagement: attempts to arouse human emotions or feelings in support of 
various assertions rather than rational or reasoned arguments to support various 
assertions by appealing to the intellect. 1 2 3 4 5 
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SCALE 5:  Message-Type Continuum  
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(1) no figurative forms of communication (verbal copy or visual) in the ad,  
(2) figurative form of communication (metaphor, figure of speech or storytelling—referred to as “S” hereafter) in the 

headline or subhead only,  
(3) predominantly explicit or logical forms of communication in verbal copy and visual (if any) in the ad (product 

description/information, product comparisons, technical details, product use, price, product image, images where 
logical inferences can be derived—referred to as “L” hereafter) comprising ≥ 80% of the ad content,  

(4) single figurative form of communication in the verbal copy (S) or visual (metaphor or aesthetics—referred to as “A” 
hereafter) comprising ≤ 25% of the ad content,  

(5) single figurative form of communication in the verbal copy (S) and in the visual (A) 25-45% of the ad content,  
(6) combination of explicit or logical forms of communication in verbal copy and visual (L) (if any) in the ad, comprising 

50% of the ad content and figurative forms of communication in verbal copy and visual (if any) (S and A), comprising 
50% of the ad content, 

(7) multiple figurative forms of communication in the verbal copy (S) or the visual (A) comprising 55-75% of the ad content, 
(8) multiple figurative forms of communication in the verbal copy (S) and/or the visual (A) comprising ≥ 80% of the ad 

content,  
(9) explicit or logical form of communication (L) in the headline or subhead only, and 
(10) no explicit or logical forms of communication (verbal copy or visual) in the ad.  
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SCALE 6:  Weighted Evaluation Model  
 
 

WEIGHTED EVALUATION MODEL FOR
DETERMINING ADVERTISING MESSAGE TYPE

Evaluative Criteria
Criteria Score

(a)
No. of mentions

x
Criteria Weight

(b)
1 - 3

=
Degree of appeal

(c)
(a x b)

SYMBOLIC ELEMENTS OF MESSAGE APPEALS
(1)  Metaphor (allegorical use, unexpected substitution based on similar feature)
(2)  Personification (ascribing inanimate objects or abstractions with human qualities or abilities)
(3)  Asthetics (details of the visual become art, a pattern or abstraction in the visual)
(4)  Allusion (myths or abstract associations, non-verbal expressions)
(5)  Trope or figure of speech (word, phrase,  expression or image used in a figurative way)
(6)  Irony/paradox (use of words or visuals that conveys an opposite or contradictory meaning to its literal 
      meaning)
(7)  Pun (use of a single word or phrase for more than one purpose, or an amusing twist of a common 
      phrase)

x
x
x
x
x
x

x

=
=
=
=
=
=

=

SYMBOLIC APPEALS TOTAL: 

Symbolic versus Literal Appeal Evaluation (d - e) =  n 

Rating of appeal
(d) or (e)

(c  b)

(d)

LITERAL ELEMENTS OF MESSAGE APPEALS
 (8) Descriptive (words or visual content explicitly conveys product, brand or service in a purely descriptive 
      fashion)
 (9) Comparative (portrayal and/or naming of the competition, before/after product comparisons)
(10) Price (RRP, discounts, introductory offers, value or special offers)
(11) Attributes (functionality, features, taste, nutrition, packaging or shape, components, contents)
(12) Quality (non-price methods of communicating quality, performance, warranties or guarantees)
(13) Demonstration (how to do, use, apply, or make the product)
(14) Claims (safety, technical or scientific claims)

x

x
x
x
x
x
x

=

=
=
=
=
=
=

LITERAL APPEALS TOTAL: (e)

Criteria Score:
Expression to which  the criteria exists for the 
evaluated ad.
◊ Ads with little or none of the   
    criterion would be rated 0.0.
◊ Ads that possess a high degree 
    of the criterion would rate 1.0.

Criteria Weight:
Refers to relative importance of 
element in the advertisement's 
message appeals, with:
◊ 1 being not important
◊ 3 being very important

Continuum: Symbolic versus Literal Message Type

-1.00 -0.90 -0.80 -0.70 -0.60 -0.50 -0.40 -0.30 -0.20 -0.10 0.00 0.10 0.20 0.30 0.40 0.50 0.60 0.70 0.80 0.90 1.00

Highly SymbolicHighly Literal Neutral
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SCALE 7:  Message-Type Grid  
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SCALE 8:  Message-Type Matrix  
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EVALUATION AND TESTING OF ALTERNATIVE SCALE MEASURES 
     

SCALE MEASURES ORIGINAL INTENTION ADVANTAGES/DISADVANTAGES QUESTIONS EST. TIME REQ 
SCALE 1a: 
2-dimensional 11-point scale  
(adaptation of Juster 
probability scale) 

 
Probability-Purchase Intention 
Juster (1966) 

 Based on well-established measurement instrument. 
 Subjective–levels of agreement may vary significantly 
between coders.  
 Time-consuming to administer–tedious where coders need to 
make two separate judgments. 
 Descriptions very similar (confusing) and may impede coders 
ability to make clear judgments between items. 
 Question as to whether the data are clear intervals. 

 In what way can descriptions for 
each item be improved? 

 
Approx 2.5 min 

SCALE 1b: 
1-dimensional 11-point 
scale  
(adaptation of Juster 
probability scale) 

 
Probability-Purchase Intention 
Juster (1966) 

 Relative ease of use. 
 Subjective–levels of agreement may vary significantly 
between coders.  
 Question as to whether symbolism and literalism can be 
measured on a one-dimensional continuum.  
 Descriptions quite similar (confusing) and may impede coders 
ability to make clear judgments between items. 
 Question as to whether the data are clear intervals. 

 Can an ad be both highly literal 
and highly symbolic? 

 Can levels of symbolism and 
literalism be accurately 
measured on a one-
dimensional scale? 

 
Approx 2.0 min 

SCALE 2: 
5-point rating scale 
(high/low)—rates symbolism 
and literalism for major ad 
elements (headline, copy, 
visuals) 

 
Phrasing for questions derived from 
widely cited articles testing symbolic 
ads, namely: McQuarrie and Mick, 
(1996, 1999); Moriarty (1987); Phillips 
(1996; 1997) 

 
 Relatively simple. 
 Some depth in terms of variables measured (major ad 

elements). 
 Potential issue in terms of inter-coder reliability–very 

subjective.  
 Question as to whether the data are clear intervals. 

 
 In what way can descriptions for 

each item be improved? 
 Are labels (verbal category 

descriptions) appropriate? 

 
Approx 3.5 min 

SCALE 3: 
7-point scale semantic 
differential scale—holistic 
evaluation of overall 
impression of the ad 

 
Anchors derived from literature 
investigating content variables in ads. 

 
 Relatively simple. 
 Limited depth in terms of variables measured. 
 Need to test internal validity of anchor points and adjectives. 

 
 How suitable are adjectives for 

each anchor item? 

 
Approx 3.5 min 

SCALE 4a: 
6-point multi-item scale  
(non-forced)  

 
Items derived from widely cited articles 
testing symbolic ads, namely: Holbrook 
and Lehman (1980); McQuarrie and 
Mick, (1992; 1996; 1999; 2003a; 2003b) 

 
 Relatively simple. 
 Offers neutral or indifferent scale response option—may 

improve accuracy of data where it is possible respondents 
may have no opinion. 

 Measures different symbolic/literal dimensions.  
 Measures different message factors—product/service 

characteristics, clarity of the message. 

 
 Likelihood that respondents 

have no opinion?  
 How suitable are descriptions 

for scale items? 
 How suitable are proposed 

message factors? 

 
Approx 3.5 min 
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SCALE MEASURES ORIGINAL INTENTION ADVANTAGES/DISADVANTAGES QUESTIONS EST. TIME REQ 
SCALE 4b: 
5-point multi-item scale  
(forced) 

 
Items derived from widely cited articles 
testing symbolic ads, namely: Holbrook 
and Lehman (1980); McQuarrie and 
Mick, (1992; 1996; 1999; 2003a; 2003b) 

 
 Relatively simple. 
 Measures different symbolic/literal dimensions.  
 Measures different message factors—product/service 
characteristics, clarity of the message. 

 
 How suitable are descriptions 
for scale items? 

 How suitable are proposed 
message factors? 

 
Approx 3.5 min 

SCALE 5 
Message-type continuum 

 
Continuum anchored from “highly literal” 
to “highly symbolic”. Adapted from 
Mothersbaugh, Huhmann and Franke 
(2002)  

 
 Relatively simple. 
 Measures different symbolic/literal dimensions.  
 Measures different message factors—product/service 
characteristics, clarity of the message. 

 
 How suitable are descriptions 
for scale items? 

 How suitable are proposed 
message factors? 

 
Approx 3.5 min 

SCALE 6 
Weighted evaluation model 

 
Modified from the Advertising 
Opportunity Score (AOS) model 
Patti (1977b) 

 
 Relatively simple. 
 Measures different symbolic/literal dimensions.  
 Measures different message factors—product/service 
characteristics, clarity of the message. 

 
 How suitable are descriptions 
for scale items? 

 How suitable are proposed 
message factors? 

 
Approx 3.5 min 

SCALE 7 
Message-type grid 

 
Message type could also be plotted on 
a grid, measuring levels of symbolism 
and literalism from low to high, as 
presented in Figure 2.   
When plotting levels the level to which 
the ad message type is literal (i.e. 
logical content) versus symbolic (i.e. use 
of figurative language/images), an 
important question comes to mind: is it 
possible to have an ad that is neither 
symbolic not literal? For example, how 
might a mostly humorous ad be coded? 

 
 Relatively simple. 
 Measures different symbolic/literal dimensions.  
 Measures different message factors—product/service 
characteristics, clarity of the message. 

 
 How suitable are descriptions 
for scale items? 

 How suitable are proposed 
message factors? 

 
Approx 3.5 min 

SCALE 8 
Message-type matrix 

 
Message type could also be plotted on 
a matrix, measuring levels of literalism 
and symbolism from low to high, as 
presented in Figure 3. Based on 
conventional wisdom, the quadrant 
depicting ads as both low in symbolic 
and literal message content may be 
problematic. The same may also be 
true for message type being high in 
both symbolism and literalism.  

 
 Relatively simple. 
 Measures different symbolic/literal dimensions.  
 Measures different message factors—product/service 

characteristics, clarity of the message. 

 How suitable are descriptions 
for scale items? 

 How suitable are proposed 
message factors? 

 
Approx 3.5 min 
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APPENDIX 4.4: 
 
TWO-FACTOR ROTATION FOR ALL ADVERTISEMENT EXAMPLES 
 
Interpretability of factors is improved through rotation to make it clearer which variables relate to which factor. Maximum 
likelihood extraction with an Oblimin (oblique) rotation was used to determine the strength of inter-correlation between the 
factors. The pattern matrices for each advertisement example permitted examination of the degree of correlation between 
the items and factors to gauge substantive importance of a given variable to a given factor. The summary in the table below 
contains information about the unique contribution of variables to each factor and facilitates meaningful interpretation of the 
relationship between factors (Cunningham, 2008; Field, 2005). 

 
PATTERN MATRIX ROTATED TWO-FACTOR STRUCTURE AND 

FACTOR LOADINGS1 FOR ALL ADVERTISEMENT EXAMPLES 

ITEM ADJECTIVE PAIR 
Example A Example B Example C Example D 

Factor Factor Factor Factor 
1 2 1 2 1 2 1 2 

(13) Definite/Ambiguous .816 -.113 .835 -.008 .796 -.057 .815 -.043 
(7) Direct/Indirect .810 -.074 .754 -.185 .869 .066 .667 -.050 
(8) Unstructured/Structured -.642 .061 -.670 .051 .-760 -.028 -.674 .141 
(6) Easy/Difficult to understand .868 .119 .441 -.799 .652 .098 .799 .183 
(9) Interpretation easy/required work .874 .141 .457 -.484 .605 .008 .799 .085 

(18) Clearly-stated/Implied .429 -.441 .840 -.145 .691 -.209 .621 -.186 
(14) Imagination req/No imagination req -.454 .476 -.907 -.036 -.581 .332 -.453 .497 
(15) Straightforward/Unusual .495 -.417 .839 .035 .571 -.463 .466 -.468 
(1) Concrete/Abstract .563 -.389 .680 -.077 .785 .099 .501 -.048 

(20) Objective/Subjective .384 -.462 .665 .045 .604 -.139 .557 .118 
(5) Intangible assoc/Verifiable facts -.424 .162 -.578 -.057 -.762 -.023 -.593 .039 

(11) Congruent/Incongruent assoc. .452 -.063 .519 -.153 .556 -.092 .557 .118 
(2) Implicit/Explicit -.578 .183 -.452 -.012 -.780 -.002 -.418 .065 

(16) Unexpected/Expected -.327 .569 -.622 .048 -.363 .668 -.278 .681 
(17) Plain/Creative -.097 -.833 .591 .017 .215 -.677 -.110 -.656 
(10) Clever/Matter-of-fact .125 .809 -.653 -.087 -.161 .611 .214 .589 
(12) Surprising/Predictable -.032 .703 -.693 .152 -.283 .633 -.042 .795 
(19) Generated/Provided meaning -.307 .402 -.472 -.012 -.477 .323 -.282 .462 
(4) Figurative/Nonfigurative -.177 .361 -.298 -.149 -.418 .099 .280 .176 
(3) Have/Haven't seen -.075 -.048 -.014 -.120 -.098 -.112 .048 -.265 
Extraction Method: Maximum Likelihood. Rotation Method: Oblimin with Kaiser Normalization.  
1 Sorted by highest loadings across the four advertisement examples.  
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APPENDIX 4.5: 
 
CFA MODELLING: 10-ITEM MODEL TO IDENTIFY SCALE ITEMS FOR VALIDATION 
 
Confirmatory factor analysis (CFA) using AMOS modelled the relationships between the 10 items put forward from the 
exploratory factor analysis (EFA ) to determine which indicators provide the best model fit for a one-factor solution of symbolism. 
The model fit for each advertisement example is reported in Figures A4.1a to A4.1d.  

CFA OF 10-ITEM MODEL TO EVALUATE GOODNESS-OF-FIT 
FIGURE A4-1a: EXAMPLE A FIGURE A4-1b: EXAMPLE B 

Example
Ad A

.56
A1 e1

.75 .59
A6 e6

.77

.70
A7 e7.84

.45
A8 e8-.67

.58
A9 e9

.76

.74
A13 e13

.86

.49
A14 e14

-.70

.51
A15 e15

.72

.42
A18 e18

.65

.41
A20 e20

.64

Example
Ad B

.51
B1 e1

.71 .48
B6 e6

.69

.68
B7 e7.83

.45
B8 e8-.67

.38
B9 e9

.62

.69
B13 e13

.83

.79
B14 e14

-.89

.69
B15 e15

.83

.78
B18 e18

.89

.40
B20 e20

.64

Note: χ² = 156.594; df = 35; p=.000; RMSEA = .159 Note: χ² = 143.423; df = 35; p=.000; RMSEA = .150
FIGURE A4-1c: EXAMPLE C FIGURE A4-1d: EXAMPLE D 

Example
Ad C

.47
C1 e1

.69 .40
C6 e6

.63

.66
C7 e7.81

.52
C8 e8-.72

.37
C9 e9

.61

.71
C13 e13

.84

.56
C14 e14

-.75

.58
C15 e15

.76

.62
C18 e18

.79

.44
C20 e20

.67

Example
Ad D

.24
D1 e1

.49 .53
D6 e6

.73

.44
D7 e7.66

.52
D8 e8-.72

.55
D9 e9

.74

.69
D13 e13

.83

.37
D14 e14

-.61

.36
D15 e15

.60

.46
D18 e18

.68

.38
D20 e20

.61

Note: χ² = 106.735; df = 35; p=.000; RMSEA = .122 Note: χ² = 119.002; df = 35; p=.000; RMSEA = .132
Legend: A1, B1, C1, D1 = Concrete/Abstract;  A6, B6, C6, D6 = Easy/Difficult to understand; A7, B7, C7, D7 = Direct/Indirect; A8, B8, 
C8, D8 = Unstructured/Structured; A9, B9, C9, D9 = Interpretation easy/required work; A13, B13, C13, D13 = Definite/ Ambiguous; 
A14, B14, C14, D14 = Imagination req’d/ No imagination req’d;  A15, B15, C15, D15 = Straightforward /Unusual;  A18, B18, C18, D18 
= Clearly-stated/Implied; A20, B20, C20, D20 = Objective/Subjective 
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APPENDIX 4.6: 
 
CFA MODELLING OF 8-ITEM MODEL TO IDENTIFY SCALE ITEMS FOR VALIDATION 
 
Items that exhibited notably strong correlations between another item in the model were considered to be redundant (measuring 
the same dimensionality) and were eliminated. Redundancy was found across Items 6 and 9 (modification indices = 41.025 
40.846, 28.469, 56.008) for each advertisement example. Stronger co-variances were found for Item 6. Similarly, the 
modification indices reflected high covariances between Items 18 and 20 for Ad C (16.302) and Items 6 and 20 for Ad D 
(10.303). Items 6 and 20 were dropped from the model. The remaining 8-item model fit for each advertisement example are 
reported in Figures A4.2a to A4.2d.  

 
 

CFA OF 8-ITEM MODEL TO EVALUATE GOODNESS-OF-FIT 
FIGURE A4.2A: EXAMPLE A FIGURE A4.2B: EXAMPLE B 

Example
Ad A

.59
A1 e1

.77
.69

A7 e7.83

.46
A8 e8

.53
A9 e9

.71
A13 e13

.53
A14 e14

.53
A15 e15

.44
A18 e18

.66

.73

-.68

.84

-.73

.73

Example
Ad B

.50
B1 e1

.71
.67

B7 e7.82

.45
B8 e8

.35
B9 e9

.68
B13 e13

.82
B14 e14

.72
B15 e15

.76
B18 e18

.87

.59

-.67

.82

-.91

.85

Note: χ² = 65.019; df = 20; p =.000; RMSEA = .128 Note: χ² = 64.527; df = 20; p =.000; RMSEA = .127

FIGURE A4.2C: EXAMPLE C FIGURE A4.2D: EXAMPLE D 

Example
Ad C

.48
C1 e1

.69
.65

C7 e7.81

.53
C8 e8

.35
C9 e9

.71
C13 e13

.57
C14 e14

.59
C15 e15

.61
C18 e18

.78

.59

-.73

.84

-.75

.77

Example
Ad D

.27
D1 e1

.52
.44

D7 e7.67

.55
D8 e8

.48
D9 e9

.65
D13 e13

.38
D14 e14

.39
D15 e15

.49
D18 e18

.70

.69

-.74

.81

-.62

.62

Note: χ² = 43.725; df = 20; p =.002; RMSEA = .093 Note: χ² = 26.028; df = 20; p =.165; RMSEA = .047
Legend: A1, B1, C1, D1 = Concrete/Abstract;  A7, B7, C7, D7 = Direct/Indirect; A8, B8, C8, D8 = Unstructured/Structured; A9, B9, C9, 
D9 = Interpretation easy/required work; A13, B13, C13, D13 = Definite/Ambiguous; A14, B14, C14, D14 = Imagination req’d/ 
No imagination req’d; A15, B15, C15, D15 = Straightforward /Unusual;  A18, B18, C18, D18 = Clearly-stated/Implied 
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APPENDIX 4.7: 

PHASE II STUDY: CFA MODELLING TO IDENTIFY SCALE ITEMS FOR VALIDATION 
Confirmatory factor analysis (CFA) using AMOS modelled the relationships between the 9 items put forward from Phase 1. 
The model fit for each advertisement example is reported in Figures A4.3a to A4.3d.  

PHASE II: CFA OF 9-ITEM MODEL TO EVALUATE GOODNESS-OF-FIT 
FIGURE A4.3a: EXAMPLE A FIGURE A4.3b: EXAMPLE B 

Example
Ad A

.64

AA1 ed1

.80

.29

AA2 ed2

.53

.59

AA3 ed3

.77
.69

AA4 ed4
.83

.70

AA5 ed5
.83

.20

AA6 ed6

.45

.45

AA7 ed7

.67

.23

AA8 ed8

.48

.33

AA9 ed9

.57

Example
Ad B

.55

BB1 ed1

.74

.51

BB2 ed2

.71

.80

BB3 ed3

.89
.44

BB4 ed4
.66

.44

BB5 ed5
.66

.22

BB6 ed6

.47

.31

BB7 ed7

.55

.30

BB8 ed8

.55

.26

BB9 ed9

.51

Note: χ² = 101.217; df = 27; p =.000; RMSEA = .135 Note: χ² = 77.288; df = 27; p =.000; RMSEA = .111
FIGURE A4.3c: EXAMPLE C FIGURE A4.3d: EXAMPLE D 

Example
Ad C

.57

CC1 ed1

.76

.72

CC2 ed2

.85

.69

CC3 ed3

.83
.57

CC4 ed4
.76

.54

CC5 ed5
.74

.21

CC6 ed6

.46

.51

CC7 ed7

.71

.52

CC8 ed8

.72

.46

CC9 ed9

.67

Example
Ad D

.44

DD1 ed1

.66

.42

DD2 ed2

.65

.64

DD3 ed3

.80
.62

DD4 ed4
.78

.55

DD5 ed5
.74

.29

DD6 ed6

.53

.48

DD7 ed7

.69

.37

DD8 ed8

.61

.25

DD9 ed9

.50

Note: χ² = 109.890; df = 27; p =.002; RMSEA = .14 3 Note: χ² = 70.4858; df = 27; p =.000; RMSEA = .103
Legend: AA1, BB1, CC1, DD1 = Concrete/Abstract;  AA2, BB2, CC2, DD2 = Verifiable Facts/Intangible Associations; AA3, 
BB3, CC3, DD3 = Direct/Indirect; AA4, BB4, CC4, DD4 = No Imagination req’d/Imagination req’d; AA5, BB5, CC5, DD5 = 
Straightforward /Unusual;  AA6, BB6, CC6, DD6 = Plain/Creative; AA7, BB7, CC7, DD7 = Clearly-stated/Implied;  AA8, BB8, 
CC8, DD8 = Objective/Subjective; AA9, BB9, CC9, DD9 = Information based/Non-information based  
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APPENDIX 4.8: 

CFA MULTIPLE GROUP INVARIANCE BETWEEN SAMPLES (ACADEMICS AND INDUSTRY): MODEL SUMMARIES AND 
GOODNESS-OF-FIT INDICES  

Following Cunningham (Cunningham, 2008, pp. 7-9 to 7-13) the following tables provide selected output and explanations from the text output section. Here, tests first focus on determining 
configural invariance (unconstrained), checking for further model comparisons for increasing levels of invariance testing metric invariance and scalar invariance. 

 
MGCFA INVARIANCE ACROSS SAMPLES AND ADVERTISEMENT EXAMPLE A 

 n χ² df p CFI TLI SRMR RMSEA (90% CI) ∆χ² ∆df p 

EXAMPLE A:          NESTED MODEL COMPARISONS 
Academics 138 4.044 5 .543 1.000 1.006 .019 .000 (0.000-0.107)    
Industry 152 9.887 5 .078 .988 .976 .026 .080 (0.000-0.154)    
Unconstrained  13.930 10 .176 .994 .989 .019 .037 (0.000-0.079)    
Metric invariance  16.386 14 .290 .997 .995 .024 .024 (0.000-0.064) 2.456 4 .653 
Scalar invariance  33.945 20 .026 .980 .980 .031 .049 (0.017-0.077) 20.016 10   .029 
Item 3 released  25.719 19 .138 .991 .990 .031 .035 (0.000-0.066) 11.790 9 .225 
Factor invariance  16.991 15 .319 .997 .995 .032 .021 (0.000-0.062) 3.062 5 .690 
Significant at p >.05 
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MGCFA INVARIANCE ACROSS SAMPLES AND ADVERTISEMENT EXAMPLE B (CORRELATED MEASUREMENT ERRORS) 
 n χ² df p CFI TLI SRMR RMSEA (90% CI) ∆χ² ∆df p 

EXAMPLE B:          NESTED MODEL COMPARISONS 
Academics 138 1.995 5 .850 1.000 1.012 .010 .000 (0.000-0.066)    
Industrya 152 4.1724 4 .383 .999 .998 .023 .117 (0.000-0.125)    
Unconstrained1  17.205 10 .070 .991 .981 .050 .050 (0.000-0.089)    
Metric invariance1  37.553 14 .001 .969 .956 .019 .076 (0.047-0.106) 20. 47 4 .000 
Item 2 released  26.792 13 .013         
Item 3 released  37.076 13 .001         
Item 4 released  28.005 13 .009         
Item 5 released  35.841 13 .001         
Item 2 &3 released  26.524 12 .009         
Item 2 &4 released  21.816 12 .040         
Item 2 &5 released  26.461 12 .009         
Item 3 &4 released  24.998 12 .015         
Item 3 &5 released  34.889 12 .000         
Item 4 &5 released  23.340 12 .025         
Item 2,3 & 4 released  21.493 11 .029         
    Item 3,4 & 5 released* 17.316 11 .099 .992 .985 .011 .045 (0.000-0.083) 0.111 1 .739 
Factor invariance1  17.342 12 .137 .993 .988 .012 .039 (0.000-0.077) 0.136 2 . 934 
Scalar invariance1  26.910 17 .059 .987 .985 .014 .045 (0.000-0.076) 9.593 7 .206 
Significant at p >.05 
a Correlated measurement errors: items ‘Straightforward/unusual’ and ‘Clearly-stated/implied’ 
   1 Uncorrelated error covariances. * Partial metric invariance achieved for advertisement example B where at least two loading estimates are equal between groups.   
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MGCFA INVARIANCE ACROSS SAMPLES AND ADVERTISEMENT EXAMPLE C (CORRELATED MEASUREMENT ERRORS) 
 n χ² df p CFI TLI SRMR RMSEA (90% CI) ∆χ² ∆df p 

EXAMPLE C:          NESTED MODEL COMPARISONS 
Academicsb 138 1.663 4 .797 1.000 1.018 .010 .000 (0.000-0.082)    
Industry 152 7.817 5 .167 .992 .983 .026 .061 (0.000-0.139)    
Unconstrainedb    8.218 8 .412 1.000 .999 .010 .010 (0.000-0.070)    
Metric invarianceb  13.185 12 .356 1.000 1.000 .021 .019 (0.000-0.064) 4.966 4 .291 
Scalar invarianceb   17.422 18 .494 1.000 1.000 .020 .000 (0.019-0.075) 9.204 10 .513 
Factor invarianceb   13.512 13 .409 1.000 1.000 .021 .012 (0.000-0.060) 5.294 5 .381 
Significant at p >.05 
b Correlated measurement errors: items ‘Concrete/abstract’ and ‘Direct/indirect’ 

 
 
 
 

MGCFA INVARIANCE ACROSS SAMPLES AND ADVERTISEMENT EXAMPLE D 
 n χ² df p CFI TLI SRMR RMSEA (90% CI) ∆χ² ∆df p 

EXAMPLE D:          NESTED MODEL COMPARISONS 
Academics 138 6.720 5 .242 .988 .977 .035 .050 (0.000-0.136)    
Industry 152 7.726 5 .172 .991 .983 .025 .060 (0.000-0.138)    
Unconstrained  14.446 10 .154 .990 .981 .035 .039 (0.000-0.081)    
Metric invariance  17.496 14 .231 .992 .989 .043 .029 (0.000-0.068) 3.051 4 .549 
Scalar invariance  27.710 20 .116 .983 .983 .049 .037 (0.000-0.067) 13.264 10 .209 
Factor invariance  18.409 15 .242 .993 .990 .050 .028 (0.000-0.065) 3.963 5 .555 
Significant at p >.05 
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APPENDIX 4.9: 

CFA REPEATED MEASURES INVARIANCE BETWEEN CREATIVE EXECUTIONS (ADVERTISEMENT EXAMPLES A, B, C, D): 
MODEL SUMMARIES AND GOODNESS-OF-FIT INDICES  

Following Brown (2006, pp. 252-266) the following tables provide selected output and explanations from the text output section. Here, tests first focus on determining configural invariance 
(unconstrained), checking further model comparisons and increasing levels of invariance testing for metric invariance. 

CFA REPEATED MEASURES INVARIANCE ACROSS ADVERTISEMENTS (GROUPS) AND SAMPLES 
 n χ² df p CFI TLI SRMR RMSEA (90% CI) ∆χ² ∆df p 

ACADEMICS:          NESTED MODEL COMPARISONS 
Academics 138 4.044 5 .543 1.000 1.006 .019 .000 (0.000-0.107)    
Industry 152 9.887 5 .078 .988 .976 .026 .080 (0.000-0.154)    
Model 1:  
Unconstrained, no correlated errors  206.383 164 .014 .968 .962 .053 .043 (0.021-0.061)    
Model 2:  
Unconstrained, correlated errors  149.058 134 .177 .988 .984 .049 .029 (0.000-0.052)    
Model 3:  
Metric invariance, Fully constrained  170.215 146 .083 .981 .976 .054 .035 (0.000-0.055) 21.157 12 .0481 
Fully Unconstrained:  
    Constrained Item 5   159.799 137 .089      10.741 3  .0132 
    Constrained Item 4  155.035 137 .139      5.977 3 .1127 
    Constrained Item 3  159.867 137 .088      10.809 3 .0128 
    Constrained Item 2  156.326 137 .124      7.268 3 .0638 
Fully Constrained:  
     Released Item 3 (All ads)  164.295 143 .107      15.237 9  .0846 
     Released Item 3 (A)  170.164 145 .075      21.106 11  .0323 
     Released Item 3 (B)  168.242 145 .091      19.184 11  .0579 
     Released Item 3 (C)  169.940 145 .077      20.882 11  .0346 
     Released Item 3 (D)  168.269 145 .090      19.211 11  .0574 
Fully Constrained:  
     Released Item 1 (All ads)  159.635 143 .162      10.577 9  .3058 
     Released Item 1 (A)  164.901 145 .123      15.843 11  .1471 
Model 4:  
     Released Item 1 (B)  162.124 145 .157 .987 .983 .053 .029 (0.000-0.051) 13.066 11  .2890 
     Released Item 1 (C)  167.723 145 .095      18.655 11  .0674 
     Released Item 1 (D)  169.872 145 .077      20.814 11  .0354 
Significant at p >.05 
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 n χ² df p CFI TLI SRMR RMSEA (90% CI) ∆χ² ∆df p 

INDUSTRY:          NESTED MODEL COMPARISONS 
Academics 138 4.044 5 .543 1.000 1.006 .019 .000 (0.000-0.107)    
Industry 152 9.887 5 .078 .988 .976 .026 .080 (0.000-0.154)    
Model 1:  
Unconstrained, no correlated errors  226.905 164 .001 .955 .948 .062 .050 (0.033-0.066)    
Model 2:  
Unconstrained, correlated errors  161.169 134 .055 .981 .972 .056 .037 (0.000-0.056)    
Model 3:  
Metric invariance, Fully constrained  194.364 146 .005 .965 .955 .059 .047 (0.027-0.063) 33. 195 12 .0009 
Fully Unconstrained:  
    Constrained Item 5   165.188 137 .051      4.019 3 .2594 
    Constrained Item 4  165.403 137 .050      4.234 3  .2373 
    Constrained Item 3  163.004 137 .064      1.835 3  .0673 
    Constrained Item 2  173.114 137 .017      11.945 3  .0076 
 Fully Constrained:  
     Released Item 2 (All ads)  177.604 143 .026      16.435 9  .0583 
     Released Item 2 (A)  180.656 145 .024      19.487 11  .0529 
     Released Item 2 (B)  187.936 145 .024      26.767 11  .0005 
     Released Item 2 (C)  194.364 145 .004      33.195 11  .0050 
     Released Item 2 (D)  191.383 145 .006      30.214 11  .0010 
 Fully Constrained:  
     Released Item 3 (All ads)  183.077 143 .013      21.908 9  .0092 
     Released Item 3 (A)  190.275 145 .007      29.106 11  .0022 
     Released Item 3 (B)  192.884 145 .005      31.715 11  .0008 
     Released Item 3 (C)  194.301 145 .004      33.132 11  .0005 
     Released Item 3 (D)  183.910 145 .016      22.741 11  .0192 
Model 4:  
    Released Item2,Ad A; Item3,Ad D  173.259 144 .049 .979 .972 .057 .037 (0.003-0.055) 12.09 10 

 
.2791 

Significant at p >.05 
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APPENDICES  
CHAPTER 5 

 

 

 

5.1 Example of a ‘Starched’ Advertisement 

5.2 Copy of Codebook (final version following iterative process of training and revisions) 

5.3 Copy of Coding Form (electronic data entry using Excel spreadsheet)
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APPENDIX 5.1:  

 

Example of B2C advertisement with Starch Readership score information 

 

 

Source: in Patti, C. H. and Frazer, C. F. (1988). Advertising: A Decision-Making Approach, 
New York, NY: Dryden Press, p. 342. 
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APPENDIX 5.2:  
 
Codebook: Comprehensive instruction on how to evaluate the ad and apply the coding 
scheme. 

 
Coding Instructions 

 
 
 
INTRODUCTION 
The purpose of this study is to evaluate a number of variables in business-to-business print ads, some specifically 
related to major elements of the ad: the headline, the visual(s) and body copy (see Exhibit 1).  
Below are the questions and instructions that you will be asked for each advertisement to be analysed. It is 
important to follow these instructions and: 
 

1. Be conscientious about your work. 
Make sure the details on the document match with the space you are entering your response on the 
computer.  Never guess at a response. If you are not comfortable about your answer because the material 
is too difficult to read or for some other reason, set the document aside and move on to the next document. 
 

2. Follow the instructions for each question below. 
 
 
Coders are asked to maintain confidentiality during the project. While the nature of the material to be coded is not 
sensitive, discussion about the analysis process may compromise coding undertaken in further sessions. For these 
reasons, coders are required to avoid discussion with other coders about the sessions (and their analysis) that have 
taken place until the study is completed in its entirety. 
 
 
 
 
QUESTIONS AND INSTRUCTIONS 
 
 
GENERAL: 
CONSISTENCY OF DATA    Note: This information is pre-coded on the Excel spreadsheet. 
 

 
QUESTION 1: 
Is there a discrepancy in the following information?  
 

(1) NO  
(2) YES   

i. Coder ID number 
 ii. Item number 
 
 
 
 
INSTRUCTIONS: 
Some information will be pre-coded on the Excel spreadsheet. Please carefully check: 
 

i. Your Coder ID number 
ii. The item number located on the ad corresponds with number on the spreadsheet.  

If you can’t verify this information for some reason, your response to this question is Option 2 (Yes). At that point, 
terminate your analysis on that particular ad, put it aside, and proceed to the next ad. If your response to this 
question is Option 1 (No), proceed to answer the following questions. 
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READABILITY OF THE AD  
 

 
QUESTION 2:  
Does the sticker affect your ability to make a judgement about elements to be coded for the ad? [Enter one 
number] 
 
(1) Yes  
(2) No  
 
 
 
 
INSTRUCTIONS: 
One or more stickers may have been fixed to the original ad. Some are unobtrusive, while others may impair 
readability of the text (headline and/or body copy). You will be required to make a number of judgments about 
each ad—an overall impression of the ad as a whole, plus on separate key elements that may be present in the ad: 
the headline, the body copy (text) and visual(s). The stickers may cover some elements (e.g. text, part of the 
visual) and while you may not be able to read or make out all the details, it is likely that you will still be able to 
respond to the questions pertaining to the part of the ad.  
 
If you can’t read the advertisement for any reason—the type is too small or due to the placement of the sticker—
your response to this question is Option 1 (Yes). At that point, terminate your analysis on that particular ad, put it 
aside, and proceed to the next ad.  If your response to this question is Option 2 (No), proceed to answer the 
following questions. 
 
 
 
 

 

Q 2 
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OVERALL IMPRESSION OF CONTENT DIRECTION  
 

 
QUESTION 3:  
Which number best represents how literal or symbolic you feel the ad is? [Enter one number]  
 

 
 
 
INSTRUCTIONS: 
 
Various appeals or approaches are used in advertising to communicate an intended message—some are rational or 
reasoned arguments intended to appeal to the intellect (literal), while others use artful deviation from a person’s 
expectations, with the aim of arousing human emotions or feelings in support of the various assertions (symbolic).  
 
Advertising messages are defined in terms of their literal or symbolic direction as follows: 
• Literal messages transmit straightforward, concrete language or images that convey factual, informational 

details about the product, service or organisation.  
• Symbolic messages use indirect or abstract attempts to imply meaning, often created through imagery, 

metaphors, symbols and figurative language; 
 

Here is how you are to use this scale: 
Select the number in the space that you believe best describes how literal or symbolic the ad is. If you feel the 
ad is highly literal, you would enter a 1 on your spreadsheet. If you feel the ad is highly symbolic, you would 
enter a 7 on your spreadsheet. If you feel the ad is equally literal and symbolic, you would enter a 4 on your 
spreadsheet, or some mid-way point between these three anchor points. 
 
Here are some guidelines for your assigning the two anchor points (1) and (7) as well as the mid-point (4).  
Scores of (2), (3), (5), and (6) indicate how close you feel the ad is to literalism or symbolism. 
 

(1) Evaluating the ad ‘as a whole’, exact or rational meaning can be derived from all elements in the ads—the 
headline, the visual/s and the body copy. There is no exaggeration, embellishment or implied meaning in any 
word/s or image/s. ALL text (both in the headline and body copy) conveys explicit and logical information. ALL 
visuals portray a real and accurate depiction (usually of the product or brand) without the use of any artistic 
intervention--such as camera angle, an appealing background or product placement, exaggeration of the image 
(gigantism)--or contrived concept that is abstract or can be imagined. 
 
For example, assign a (1) to an advertisement that you believe has the highest possible degree of detail.  This often 
includes real images of the advertised product or service; perhaps product specifications; perhaps price or 
availability; etc.  A score of (1) leaves little to the imagination. 
 

(4)  Evaluating the ad ‘as a whole’, an equal balance of exact and implied meanings will be present in the ad elements. 
The visual/s and text typically work in tandem, where intangible conditions or figurative forms of communication 
(e.g. metaphors or figures of speech) complement logical and explicit information conveyed in the intended 
message. While there is clarity about the core message about the advertised product, brand or service is 
characterised in the ad, this is blended to an equal degree with some implied or additional meaning associated 
with or suggested by the text or images rather than a direct or literal one. 
 

(7)  Evaluating the ad ‘as a whole’, unexpected, indirect meaning or implicit associations must be derived from ALL 
elements in the ads—the headline, the visual/s and the body copy (where present). There is virtually no explicit, 
realistic or logical information, other than the logo and/or signature (the name of the company, brand or store), 
leaving the reader to interpret the intended message for the ad. 
 
For example, assign a (7) to an advertisement that you believe has the highest possible degree of abstraction. This 
often includes headlines that require a lot of interpretation; visuals that require the highest possible use of your 
imagination; and body copy that lacks detail and is abstract. 
 
 

 

Q 3 
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FORM VARIABLE CONSTRUCTS 
 

HEADLINE: 
USE OF HEADLINE  
 

 
QUESTION 4:  
Is there a headline in the advertisement? [Enter one number] 
 

(1) Yes  
(2) No  
 
 
 
 
INSTRUCTIONS: 
The headline is a phrase or sentence that serves as the opening to the ad. It is usually identified by larger type or a 
prominent position and its purpose is to catch attention. Probably every ad will have a headline—some are 
obvious, others might be less apparent, but will draw the reader to the ad in some way.  
Many advertisements include a sub-headline—words that embellish the headline.  The sub-headline is NOT a 
headline. 
 
 
 
 
 
 
 
 
 

 

Q 4 



302 APPENDICES   
 

HEADLINE LENGTH     
 
 
QUESTION 5:  
How many words are in the headline? [Enter the number]  
  

____________________  
 
 
 
 
INSTRUCTIONS: 
Count the number of words that are used in the headline. In some ads you might find part of the headline is 
obscured by the sticker. In this case, make the best judgment, or if you are unable to make a quick assessment, 
terminate your analysis on that particular question and proceed to answer the following questions. Enter ‘0’ words 
where there is no headline. 
Remember, ONLY the main headline should be assessed in this question.  Do not include words in any sub-
headline—an extension of the main headline. 
 
 

 

Q 5 
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HEADLINE POSITION 
 
 
QUESTION 6:  
Which of the following best describes placement of the headline in the advertisement? [Enter one number] 
 
(1) All or mainly in top half of page 
(2) All or mainly in bottom half of page 
(3) All or mainly spread between top and bottom half of page 
(4) No headline  
 
 
INSTRUCTIONS: 
All or mainly top half of page relates to a headline position in the top half of the ad, it may be split between a 
visual or other elements, but all text falls in the top half of the page.  
All or mainly bottom half of page relates to a headline position in the top half of the ad, it may be split between a 
visual or other elements, but all text falls in the top half of the page. 
All or mainly spread between top and bottom half of page relates to a headline position that is split (equally or 
not) between the top and bottom half of the page. 
 
 
 
 

 

Q 6 
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VISUALS: 
VISUALS USED 
 

 
QUESTION 7:  
Does the advertisement contain ANY visuals? [Enter one number] 
 

(1) Yes 
(2) No  

 
 
 

INSTRUCTIONS: 
Visuals are considered to be photographs, illustrations, charts or any other "non-type" graphics excluding the 
company logo. Remember, ALL visuals, including secondary visuals, should be assessed in this question. Some 
advertisements might use a border to outline the content. Such borders are NOT visuals. 
 
The visual DOES NOT include colour backgrounds or other patterns or texture, unless these are clearly part of the 
image. For example, where a visual incorporates the sky as part of the backdrop to a featured image, then the 
visual is classified to include these surrounds. Where a featured image is set on a colour background, but the 
background is not contextual to the image itself, then just the featured image/s in the ad should be measured—and 
do not include the background in your assessment.   
 
Where body copy is set in a textbox, rather than printed on top of the visual, measurement of the visual/s DOES 
NOT include this block of text.  
 

 

Q 7 
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VISUAL SIZE  
 

 
QUESTION 8:  
What is the size of ALL visuals (one or more) in the advertisement?  [Enter one number] 
 
(1) Full ad  
(2) More than half of the ad   
(3) Half of the ad 
(4) Less than half of the ad 
(5) Quarter or less of the ad 
(6) No visual(s) 
 
 
 
 
INSTRUCTIONS: 
The size of the visual will be measured by its proportion to the full-page ad, where visuals are photographs, 
illustrations, charts or any other "non-type" graphics excluding the company logo.  
 
The visual DOES NOT include colour backgrounds or other patterns or texture, unless these are clearly part of the 
image. For example, where a visual incorporates the sky as part of the backdrop to a featured image, then the 
visual is classified to include these surrounds. Where a featured image is set on a colour background, but the 
background is not contextual to the image itself, then just the featured image/s in the ad should be measured—and 
do not include the background in your assessment.   
 
Where body copy is set in a textbox, rather than printed on top of the visual, measurement of the visual/s DOES 
NOT include this block of text.  
 
Using the clear-plastic template, measure the ad size as follows: 
A full ad visual will take up the entire page with minimal other text (including the headline) on the page printed 
on top of the visual.  
More than half of the ad will comprise all visuals, taking up most of the page (more than ½ but less than a full), 
but contains blocks of text separate to the image.   
Half of the ad will comprise of all visuals, around A5 size—or half an A4 size—anywhere on the page.  
Less than half of the ad will comprise of all visuals, which are smaller than ½ but larger than ¼ of the page.  
 
Quarter or less of the ad will comprise of all visuals, which are smaller than ¼ of the page. 
 
Remember, ALL visuals, including secondary visuals, should be assessed in this question. 

 

Q 8 
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VISUAL TYPE  
 

 
QUESTION 9:  
Is a photograph used as a visual ANYWHERE in the advertisement? [Enter one number] 
 

(1) Yes 
(2) No 
 
 
 
 
INSTRUCTIONS: 
A photograph is a picture, image or likeness obtained by photography. Photographs can often be distinguished by 
their realism and authenticity.  
 
Remember that your response to this question includes an assessment of ALL the visuals in the advertisement—
including secondary visuals. 
 
 
 
 

 

Q 9 
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 VISUAL TYPE  
 

 
QUESTION 10:  
Is an illustration used as a visual ANYWHERE in the advertisement? [Enter one number] 
 

(1) Yes 
(2) No 
 
 
 
 
INSTRUCTIONS: 
An illustration is a visual representation that is used make some subject more attractive or easier to understand. 
Illustrations are a constructed image, often more unreal or imaginary than photographs, and may use an abstraction 
and/or some other interpretive display. An illustration can look like reality, but it is never real.  
 
Remember that your response to this question includes an assessment of ALL the visuals in the advertisement—
including secondary visuals. 

 

Q 10 
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VISUAL TYPE  
 

 
QUESTION 11:  
Is a graph or chart used as a visual ANYWHERE in the advertisement? [Enter one number] 
 

(1) Yes 
(2) No 
 
 
 
 
INSTRUCTIONS: 
A graph or chart is a drawing illustrating the relations between certain quantities plotted with reference to a set of 
axes or a visual display of information arranged in a table, maps, diagrams and/or technical drawings.  
 
Remember that your response to this question includes an assessment of ALL the visuals in the advertisement—
including secondary visuals. 
 
 

 

Q 11 
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BODY COPY: 
BODY COPY USED 
 
 
QUESTION 12:  
Is there body copy used in the advertisement? [Enter one number] 
 

(1) Yes 
(2) No 
 
 
 
 
INSTRUCTIONS: 
This consists of all text that is not part of the major headline, signature (advertiser name, contact details) or 
response device(s).  
 
Body copy is the main text part of the ad that provides the essence of the communication and is designed to be read 
and absorbed. It is usually smaller-sized type and written in paragraphs or multiple lines. Its purpose is to explain 
the idea or selling point; catch and hold the interest of the reader, and at persuading him or her to make a purchase; 
influence perceptions or convey some message about the advertised product, service and/or brand.  
 
Body copy DOES NOT include: 
 Headline 
 Subheadings 
 Taglines (a short phrase that wraps up the key idea or creative concept that usually appears at the end of body 

copy) 
 Slogans a distinctive catch-phrase that services as motto or for a campaign, brand or company) 
 Logo 
 Signature (the name of the company, brand, or store presented in a distinctive type design) 
 Response devices (call to action devices) 

 
 

 

Q 12 
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BODY COPY LENGTH    
 
 
QUESTION 13:  
What is the length of the body copy (text) in the advertisement?  [Enter one number] 
 
(1) Short body copy 
(2) Medium body copy 
(3) Long body copy  
(4) No body copy 
 
 
INSTRUCTIONS: 
Short body copy means that the main text is 50 words or less in the length.  
Medium body copy means that the main text is between 51-100 words in length.  
Long body copy means that the main text is over 100 words in length.  
 
Remember: Body copy DOES NOT include: 
 Headline 
 Subheadings 
 Taglines (a short phrase that wraps up the key idea or creative concept that usually appears at the end of body 

copy) 
 Slogans a distinctive catch-phrase that services as motto or for a campaign, brand or company) 
 Logo 
 Signature (the name of the company, brand, or store presented in a distinctive type design) 
 Response devices (call to action devices) 

 
 

 

Q 13 
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CONTENT VARIABLE CONSTRUCTS  
 

GENERAL: 
SUBJECT OF AD  
 
 
QUESTION 14:  
What is the subject of the advertisement? [Enter one number] 
 
(1) Product   
(2) Service   
(3) Corporate image  
 
 
 
INSTRUCTIONS: 
The subject or topic of the ad is the "reason for the ad." The subject can be a product or a service or it can be about 
the company itself (a corporate ad). 
 
Product ads relate to a physical entity or “goods” for which the exchange or use primarily concerns a tangible 
form, where items that can be felt, tasted, heard, smelled or seen.    
Among the typical products found in our sample of advertisements are elevators, airplanes, aviation instruments, 
food, monitors, cooking ovens, furniture, etc.  These are all tangible products and while they sometimes are sold 
with accompanying services, e.g., installation or financing or repair—the main objective of the advertisement is to 
sell or promote the physical product. 
Service ads relate to intangible offerings, where a service is provided to a customer through the work or labour of 
someone else.  Services can result in the creation of tangible goods (e.g., a publisher of business magazines hires a 
freelance writer to write an article) but the main solution being purchased is the service.  Unlike goods, services 
are exchanged directly from producer to users, cannot be stored or transported, they are only available at the time 
of use (instantly perishable), and the consistency of the benefit offered can vary from one purchaser to another.  
Keep in mind that service providers almost always use products to deliver their services and they might even show 
the products they use in their service.  For example, a company that provides a maintenance service will use 
various products in the delivery of their service.  Read the ad carefully in making your decision and when you do 
that it will become clear if the advertiser is selling a product or a service that might require products. 
Corporate image ads are about the company itself, rather than its products or services. Corporate image ads might 
talk about the company’s financial status, its history, or its contributions to society, the economy, or environment.  
 
Note that corporate image ads sometimes contain a visual of the company’s product or service, but the 
communication goal is not to sell the product or service.  In those ads that might show a visual of the company’s 
product or service, look more closely at the headline and/or copy to determine if the purpose of the ad is to sell its 
products or services or to more generally promote the company or brand. 
 

 

Q 14 
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SUBJECT APPARENTNESS  
 
 
QUESTION 15:  
Is the subject (product, service or corporate image) of the ad apparent in the headline? [Enter one number]  
 

(1) Yes 
(2) No 
 
 
INSTRUCTIONS: 
Subject apparentness means the reader can identify the subject (product, service or corporate image) of the ad "at 
a glance."  
 
Apparentness must include the product type (e.g.  elevators) , service (e.g., maintenance), or the name of the brand 
(e.g., Dover). If any of those three elements are apparent in the headline, select YES.  The headline is a phrase or 
sentence that serves as the opening to the ad. It is usually identified by larger type or a prominent position and its 
purpose is to catch attention. Probably every ad will have a headline—some are obvious, others might be less 
apparent, but will draw the reader to the ad in some way.  
Remember, many advertisements include a sub-headline—words that embellish the headline. The sub-headline is 
NOT a headline. ONLY apparentness in the main headline should be assessed in this question.  
 
 
 
 
 

 

Q 15 
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SUBJECT APPARENTNESS  
 
 
QUESTION 16:  
Is the subject (product, service or corporate image) of the ad apparent in the visual(s)? [Enter one number]  
 

(1) Yes 
(2) No 
 
 
INSTRUCTIONS: 
Subject apparentness means the reader can identify the subject (product, service or corporate image) of the ad "at 
a glance." Apparentness must include the product type, service, or the name of the company or the brand. Visuals 
are considered to be photographs, illustrations, charts or any other "non-type" graphics excluding the company 
logo. 
 
Remember that your response to this question includes an assessment of ALL the visuals in the advertisement—
including secondary visuals. If you find the subject (product, service, or corporate image) apparent in ANY visual 
element in the advertisement, select YES. 
 

 
  

 

Q 16 
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SUBJECT APPARENTNESS  
 
 
QUESTION 17:  
Is the subject (product, service or corporate image) of the ad apparent in the body copy? [Enter one number]  
 

(1) Yes 
(2) No 
 
 
INSTRUCTIONS: 
Subject apparentness means the reader can identify the subject (product, service or corporate image) of the ad "at 
a glance." Apparentness must include the product type, service, or the name of the company or the brand. 
 
Body copy consists of all text that is not part of the major headline, signature (advertiser name, contact details) or 
response device(s). It is the main text part of the ad that provides the essence of the communication and is 
designed to be read and absorbed. It is usually smaller-sized type and written in paragraphs or multiple lines. Its 
purpose is to explain the idea or selling point; catch and hold the interest of the reader, and at persuading him or 
her to make a purchase; influence perceptions or convey some message about the advertised product, service 
and/or brand. 
 
Body copy DOES NOT include: 
 Headline 
 Subheadings 
 Taglines (a short phrase that wraps up the key idea or creative concept that usually appears at the end of body 

copy) 
 Slogans a distinctive catch-phrase that services as motto or for a campaign, brand or company) 
 Logo 
 Signature (the name of the company, brand, or store presented in a distinctive type design) 
 Response devices (call to action devices 

 

Q 17 
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OVERALL DIRECTION OF AD 
 
QUESTION 18:  
Which number best represents how concrete or abstract you feel the direction of the ad is? [Enter one number]  
 
 

 
 
QUESTION 19:  
Which number best represents how direct or indirect you feel the direction of the ad is? [Enter one number] 
 

 
 
QUESTION 20:  
Which number best represents no imagination required or imagination required in the direction of the ad? 
[Enter one number] 
 

 
 
 
QUESTION 21:  
Which number best represents how straightforward or unusual you feel the direction of the ad is? [Enter one 
number] 
 

 
 
 
QUESTION 22:  
Which number best represents how clearly-stated or implied you feel the direction of the ad is? [Enter one 
number] 
 

 
 
 

Qs 
18-22 
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INSTRUCTIONS: 
You are to evaluate each advertisement with a series of descriptive terms. Five adjective pairs are used as 
indicators to measure dimensions of literalism and symbolism in the advertising messages. These are defined as: 
I) Concrete means that message cues relate to an actual, specific thing or instance; it exists in reality or in real 

experience; perceptible by the senses; real. 
 Abstract means that message cues are considered apart from concrete existence; are not applied or practical, 

but rather existing as an idea, feeling or quality, not as a material object; tend to be more difficult to 
understand; intangible; have an intellectual and affective artistic content that depends solely on intrinsic form 
rather than on narrative content or concrete pictorial. 

II) Direct means that message cues are communicated in a precise and explicit way, leaving no doubt as to the 
intended meaning rather than containing clever inferences or absurdity that may lead to contradiction, or 
stating what is obvious. 

 Indirect means that message cues are tending to an aim, purpose, or result using non-standard or obscure 
means, but obliquely or consequentially; by remote means; often in a way that is complicated or not obvious; 
avoiding clearly mentioning or stating something. 

III) No imagination required means that message cues can be understood clearly without the tendency to form 
mental images or use of the creative power of the mind to derive understanding of the "reason for the ad."  

 Imagination required means that message cues require the formation of a mental image of something that is 
neither perceived as real nor present to the senses to derive understanding of the "reason for the ad." 

IV) Straightforward means that message cues are free from ambiguity or pretense; plain and open. 
 Unusual means that message cues are not usual, common, or ordinary; interpretation is required; interest may 

be provoked. 
V) Clearly-stated means that message cues are entirely comprehensible; completely understood; free from 

confusion, uncertainty, or doubt. 
 Implied means that message cues are indicated or expressed indirectly or suggested without being directly or 

explicitly stated; tacitly understood. 
 
As you did with QUESTION 3, select the number in the space that you believe that best indicates how 
accurately one or the other adjective describes the ad. In other words, do you think the ad is more ‘concrete’ or 
‘abstract’, ‘direct or ‘indirect, and so on.   
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APPENDIX 5.3:  

Code Form: Abbreviated version of the questions in an Excel worksheet as a repository for numeric data 

 Coder 
ID 

Item # Advertiser Question 1 
Discrepancy of data: 
(1) No 
(2) Yes 

 

Question 2 
Is the ad readable? 
(1) Yes 
(2) No 

Question 3 
Overall impression: 
(1) Highly literal 
(2) 
(3) 
(4) Equally literal and 
symbolic 
(5) 
(6) 
(7) Highly symbolic 

Question 4 
Is there a headline? 
(1) Yes 
(2) No 

Question 5 
Enter number of words in 
the headline (enter '0' for 
no words). 

Question 6 
Placement of headline: 
(1) All or mainly in top half of 
page 
(2) All or mainly in bottom 
half of page 
(3) All or mainly spread 
between top and bottom half
of page 
(4) No headline 

Question 7 
Are there ANY 
visuals? 
(1) Yes 
(2) No 

Question 8 
Size of ALL visuals: 
(1) Full ad  
(2) More than half of ad   
(3) Half of the ad 
(4) Less than half of ad 
(5) Quarter or less of ad 
(6) No visual(s) 

Question 9 
Is a photograph used as 
a visual in the ad? 
(1) Yes 
(2) No 

Question 10 
Is an illustration used as 
a visual in the ad? 
(1) Yes 
(2) No 
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Question 11 
Is a graph or chart 
used as a visual in 
the ad? 
(1) Yes 
(2) No 

Question 12 
Is body copy used? 
(1) Yes 
(2) No 

Question 13 
Length of body 
copy: 
(1) Short copy 
(2) Medium copy 
(3) Long copy  
(4) No copy 

Question 14 
Subject of the ad: 
(1) Product   
(2) Service   
(3) Corporate image 

 

Question 15 
Is the subject of the ad 
apparent in the 
headline?  
(1) Yes 
(2) No 

Question 16 
Is the subject of the ad 
apparent in the 
visual(s)? 
(1) Yes 
(2) No 

Question 17 
Is the subject of the 
ad apparent in the 
body copy? 
(1) Yes 
(2) No 

Question 18 
Direction of overall ad: 
(1) Highly concrete 
(2) 
(3) 
(4) Equally concrete and 
abstract 
(5) 
(6) 
(7) Highly abstract 

Question 19 
Direction of overall ad: 
(1) Highly direct 
(2) 
(3) 
(4) Equally direct and 
indirect 
(5) 
(6) 
(7) Highly indirect 

Question 20 
Direction of overall ad: 
(1) Highly 'no imagination reqd' 
(2) 
(3) 
(4) Equally 'no imagination reqd.' and 
'imagination reqd' 
(5) 
(6) 
(7) Highly 'imagination reqd' 

Question 21 
Direction of overall ad: 
(1) Highly straightforward 
(2) 
(3) 
(4) Equally straightforward and 
unusual 
(5) 
(6) 
(7) Highly unusual 

Question 22 
Direction of overall ad: 
(1) Highly clearly-stated 
(2) 
(3) 
(4) Equally clearly-stated and 
implied 
(5) 
(6) 
(7) Highly implied 



319 APPENDICES  
 

APPENDICES  
CHAPTER 6 

 

 

 

6.1 Descriptive Statistics for Dependent Variables (Noted, Associated, Read 

Some, Read Most) 
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APPENDIX 6.1:  
 

TABLE 6.1A: DESCRIPTIVE STATISTICS FOR DEPENDENT VARIABLES 
 

  NOTED ASSOC 
READ 
SOME 

READ 
MOST 

Mean 41.4 35.5 26.7 11.6 
Standard Error 0.4 0.4 0.3 0.2 
Median 42 35 26 11 
Mode 43 35 29 8 
Standard Deviation 11.0 10.5 8.7 5.9 
Sample Variance 122 110 75 35 
Kurtosis -0.3 -0.1 0.8 1.7 
Skewness 0.1 0.3 0.5 1.0 
Range 69 62 66 37 
Minimum 11 4 4 1 
Maximum 80 66 70 38 
Sum 30,991 26,538 19,978 7,841 
Count 746 745 746 675 

 
 
 

 
 

TABLE 6.2A: DESCRIPTIVE STATISTICS FOR INDEPENDENT 
CONTROL VARIABLES 

 

  
Headline 
Position Visual Size 

Photograph 
Use 

Illustration 
Use 

Graph/Chart 
Use 

Body Copy 
Length 

Mean 1.3 2.6 1.1 1.9 1.9 2.3 
Standard Error .02 .04 .01 .01 .01 .03 
Median 1 2 1 2 2 2 
Mode 1 2 1 2 2 3 
Standard Deviation 0.6 1.2 0.3 0.3 0.3 0.8 
Sample Variance 0.4 1.5 0.1 0.1 0.1 0.6 
Kurtosis 4.6 -0.8 3.9 3.7 2.8 -0.8 
Skewness 2.1 0.6 2.4 -2.4 -2.2 -0.2 
Range 3 5 1 1 1 3 
Minimum 1 1 1 1 1 1 
Maximum 4 6 2 2 2 4 
Count 746 746 746 746 746 746 
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