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Abstract: 
As advertisements are broadcast on a daily basis, Romanian consumers are 
subject to an intensive media bombardment designed to influence them, 
trigger certain emotions, and make them develop an attitude to a particular 
brand or product. When designing the advertisement, great care must be 
taken so that it conveys positive feelings and emotions and fosters 
favourable attitudes to a brand. The object of the current research is to 
determine how consumers are able to assess the advertisement 
phenomenon in general and the TV commercials in particular. Based on a 
representative sample of 550 Romanian consumers from the urban 
population, the study highlights the Romanian consumers’ attitude to various 
types of advertisements, endorsers and creative strategies used to design 
and execute the advertisements. The managerial as well as the scientific 
implications are considered by means of the correlations made according to 
the respondents’ social and demographic characteristics. 

   
Key words: TV advertising, advertisement, attitude, message format, 
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Introduction 
Given that attitudes play a central 

role within most behavioural models, the 
study thereof is a highly important part 
of social psychology and, by implication, 
of consumer behaviour. According to 
Schifmann and Kanuk (2004, p. 253), 
attitudes are predispositions learned by 
an individual which allow him/her to 
behave in a consistently favourable or 
unfavourable way with respect to an 
object (product, brand, store, person). 
Attitudes are thus the result of 
psychological processes which are not 
directly observable. They can, however, 
be inferred from an individual’s actions 
or statements or highlighted by 
observing his/her behaviour (Dobre, 
2005, p. 59). Unlike preferences, 
attitudes are much more complex as 
they make up a synthesis of feelings, 
opinions, judgments, interests, beliefs 
(Dabija, 2011, pp. 158-161). 

 

Literature review 
Over the last decades the 

marketing communication researchers 
and other researchers as well have 
attempted to discover and understand 
how advertising affects the consumers’ 
attitude to the promoted performance 
(products, services, brands). The 
underlying premise was that the 
favourable or unfavourable assessment 
of advertisements is transferred upon, 
or associated with, the promoted brand. 
Thus, a direct casual relationship is 
likely to be created between the attitude 
to an advertisement and the attitude 
and behaviour toward the brand being 
promoted in that particular ad (Mitchell, 
Olson, 1982, p. 318-332). 

Being defined as the 
predisposition to respond (react) in a 
favourable or unfavourable way to a 
particular advertisement, the attitude 
toward the ad consists of two distinct 
components, namely: the affective 
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component reflecting the emotions 
triggered by the ad and the cognitive 
component reflecting the extent to 
which the message is perceived as well-
designed and useful in terms of the 
information provided (Shimp 1981, p. 9-
15). 

In order to understand how the 
attitude toward a brand is influenced by 
the attitude toward an ad it is necessary 
to determine the consumer’s general 
attitude to the ad. When the emotions 
triggered by an ad are positive and its 
design and the information provided are 
assessed favourably then the attitude to 
the ad should be favourable as well 
(Greene 1992, p. 65-68). An ad or 
message may appeal to the audience 
because it is funny, useful, interesting, 
and new, triggers emotions or arouses 
favourable feelings in the user. The 
consumer’s attitude toward the ad can 
be influenced by a number of specific 
factors, among which the most 
important are (Greene, 1992, p. 65-68; 
Solomon, 2004, p. 230): 

• the general attitude toward 
advertising; 
• attitude toward the source of 
the ad (the promoted company); 
• the mood and emotions 
triggered by the ad; 
• assessment of the ad 
presentation (message format); 
• assessment of the ad in terms 
of content credibility and 
truthfulness; 
• ability of the ad to elicit a 
reaction from the consumer. 
A significant factor in shaping the 

attitude toward the ad is how the 
ad/message is executed. By using 
different strategies to design 
advertisements, the same effect on 
consumers can be achieved (Batra, 
Myers, Aaker, 1996, p. 299). For 
instance, consumers can express a 
similar attitude toward three different 
ads. The first ad/message may use 
humor, the second may provide relevant 
information, and the third may be 
loaded with deep affection so that the 

consumer is positively influenced. 
These ads may exert a totally different 
influence on the consumer as s/he may 
even feel repulsion toward one of the 
ads, dislike it because it is boring or 
irritating. In this context, it is essential to 
identify the elements of the ad that 
contribute to its being accepted as 
enjoyable and assessed as favourable 
by the audience. 

In addition to the positive effect 
exerted on the attitude toward the brand, 
the favourable attitude toward the ad 
has also a positive impact on the ad 
memorability (Ray, Batra, 1983, p. 543-
547). Thus, an ad that is highly 
favourable in the eyes of consumers is 
remembered for a longer time. 

 
Research Purpose 
Based on the premise that the 

attitude to a product, service or brand is 
a major element of consumer behaviour, 
the purpose of the current research is to 
highlight how Romanian consumers 
assess the advertising phenomenon 
and the TV commercials. In other words, 
the goals of the current research focus 
on: 

• assessing the influence exerted 
by consumers’ perception of the 
advertising phenomenon on their 
attitude toward advertising in 
general; 
• assessing the attitude of 
different social and demographic 
consumer segments toward the 
source of the ad (TV stars, 
sportspeople, artists, experts, 
regular consumers, animated and 
fictional characters); 
• assessing the attitude of 
different social and demographic 
consumer segments toward the 
ad/message format (life scenes, 
demonstrations, testimonials, 
animated and fictional scenes); 
• assessing the attitude of 
different social and demographic 
consumer segments toward the 
creative strategy underlying the ad. 
 



Management&Marketing, volume X, issue 2/2012 
 

235 

Research methodology 
Collection of data was carried out 

in one major Romanian city, by means 
of face-to-face interviews at 
respondent’s home. The sample frame 
included 550 people above 18 years old 
who watch television programs. As a 
sampling method the author applied 
quota sampling on age and sex 
(according to the Romanian National 
Institute of Statistics for the selected 
city) due the lack of any database with 
potential respondents. Using random 
sampling would have been more 
expensive and harder to achieve.  

Due the fact that similar studies 
have not been carried out yet on the 
Romanian market, no prior information 

was available regarding relevant or 
possible variables of interest. 

 
Results 
The analysis of the influence of 

advertising began by determining the 
consumers’ attitude toward advertising 
in general. Thus, 48.5 percent of 
interviewees stated a favourable or 
highly favourable attitude to advertising 
in contrast to only 15.5 percent who feel 
advertising is annoying and, 
consequently, expressed an 
unfavourable or highly unfavourable 
attitude toward it. It is noteworthy that 
quite a large percentage of respondents 
(35%) stated their indifference to 
advertising (Figure 1). 

 

 
Figure 1. Consumers’ attitude toward advertising 

Source: own research 
 

The analysis of the attitude toward 
advertising according to the 
interviewees’ gender and age reveals 
that the youth and women have a more 

favourable attitude to advertising in 
general while the correlation is not very 
strong (Table 1). 

 

 
 
In order to understand the reason 

underlying the consumers’ attitude to 
advertising, we deemed appropriate to 
assess the consumers’ perception of 
the advertising phenomenon as they 
were asked to express their  

 
agreement/disagreement with the 
following five statements (on a five-point 
Likert scale): 

• “advertising is a source of 
information about products and 
services” 

3.6 %
12.5 %

35.5 %
40.8 % 

7.7 % I dislike it very much 

I dislike it 
I am indifferent 
I like it 

I like it very much 
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• “advertising is a form of 
manipulation” 
• “advertising represents artistic 
work” 
• “advertising is a source of 
psychic discomfort (it annoys me, it 
tires me out)” 
• “advertising is a form of 
entertainment”. 

According to the answers given, 
advertising is a source of information for 
75.1 percent of interviewees as well as 
a form of manipulation and a source of 
psychic discomfort for 62.7 percent and 
38.3 percent of respondents, 
respectively. In terms of artistic work 
and entertainment, advertisement is 
viewed as such by about 50 percent of 
interviewees (Figure 2). 

 

 
Figure 2. Consumers’ perception of the advertising phenomenon 

Source: own research 
 

The correlations between the 
attitude to advertising in general and the 
consumers’ perception of the 
advertising phenomenon are significant. 
Thus, consumers who view advertising 
as a source of information, an act of 
artistic work or a form of entertainment 
reveal a more favourable attitude to 

advertising in general. On the other 
hand, individuals who perceive 
advertising as a form of manipulation or 
a source of psychic discomfort are more 
inclined to adopt an unfavourable 
attitude to the advertising phenomenon 
(Table 2). 

 

 
 
The analysis of the significant 

correlations between the respondents’ 
social and demographic characteristics 

and their perception of the advertising 
phenomenon reveals that women view 
advertising as a significant source of 
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information whereas for men advertising 
is a source of psychic discomfort. For 
the youth, advertising is a form of 
entertainment while the elderly 

associate advertising with the psychic 
discomfort. The lowly educated 
respondents believe that advertising is a 
form of manipulation (Table 3). 

 

 
 
The assessment of the attitude to 

the source of the ad took into account 
the main categories of endorsers used 
in advertising campaigns, namely, TV 

stars, professional sportspeople, Artists 
(actors, singers), experts, regular 
consumers, animated and imaginary 
characters. 

 

 
Figure 3. Rankings of endorsers used in commercials according to their 

average assessment 
Source: own research 

 
Among the endorsers appearing in 

commercials (according to the average 
assessment), professional sportspeople 
are on top of preferences. They were 
assessed favourably by over 62.7 
percent of respondents whereas only 

9.5 percent stated they dislike much or 
very much the sportspeople’s presence 
in commercials (Figure 4). Artists 
(actors, singers) enjoy a favourable 
attitude as well. Thus, 62.9 percent of 
interviewees appreciate much or very 
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much the presence of artists in 
commercials while only 9.6 percent are 
not satisfied with it (Figure 4). 

The third position in the rankings is 
held by animated characters, enjoyed 
by 63 percent of respondents of which 
17 percent state that they like these 
characters very much. The percentage 
of those who dislike animated endorsers 
is 15.9 while 21 percent stated their 
indifference. Imaginary characters are 
fourth in the rankings and are mainly 
liked by 21 percent of respondents. As 
some respondents found difficult to 
permanently identify themselves with 
this kind of characters, a great 
percentage of respondents (19.8) state 

that they dislike imaginary characters to 
a great or very great extent (Figure 4). 

The attitude of interviewees to the 
use of regular consumers in 
commercials is neutral, 33 percent of 
them expressing indifference (fifth 
position in the rankings). The lowest 
positions are held by experts and TV 
stars whose presence in commercials is 
assessed positively by about 50 percent 
of interviewees (Figure 4). We notice a 
different assessment of artists in 
contrast with TV stars. Thus, whereas 
the attitude toward the presence of 
actors and singers in commercials is 
favourable, the same does not hold true 
with respect to TV stars. 

 

 
Figure 4. Consumer’s attitude toward endorses appearing in 

commercials 
Source: own research 

 
The consumers’ social and 

demographic characteristics affect their 
attitude toward the source of the 
commercial. Thus, women are more 
inclined than men to express a 
favourable attitude toward artists, TV 
stars, imaginary and animated 
characters or experts (Table 4). Age is 
the most powerful factor influencing the 
attitude to imaginary characters. As 
expected, the youth prefer them to a 
larger extent than do the elderly. 
According to the results obtained, the 

elderly respondents have a more 
favourable attitude to artists and experts 
(Table 4). 

Education is the socio-
demographic variable featuring the 
greatest number of strong correlations 
with the attitude to various sources used 
in commercials. Thus, lowly educated 
consumers express a favourable 
attitude to artists, professional 
sportspeople and TV stars while 
consumers with a low income prefer 
artists, TV stars and experts (Table 4). 
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The consumers’ general attitude to 

advertising affects their attitude to the 
advertisement endorsers. Therefore, 
one can notice that respondents 
expressed a favourable attitude to 
advertising as well as to any source of 
the commercial (Table 5). 

Consumers’ perceptions of the 
advertising phenomenon also affect 
their attitude to the source of the 

commercial. Thus, perceiving 
advertisement as a source of 
information or an act of artistic work is 
on a par with a positive attitude to the 
endorsers used in commercials 
whereas the perception of 
advertisement as a manipulation tool 
and a source of psychic discomfort 
reveal an unfavourable attitude toward 
any type of endorser (Table 5).

 

 
 
In order to assess the consumers’ 

attitude to the message/advertisement 
format, they were required to state their 

appreciation of different possible 
formats such as life scenes with regular 
consumers, demonstrations of product 
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effectiveness, testimonials of some 
consumers, recommendations of 
experts, animated scenes and 
characters, and fictional scenes and 
characters. 

The analysis of the distribution of 
variables measuring the consumers’ 
level of preference of various formats 
used in commercials reveals that a 
favourable attitude was generally 
expressed toward any message format, 
the concentration of answers being 
centered around “I like” and “I like very 
much” (Figure 5). 

The top of preferences among the 
advertisement formats (based on 

average assessment) is held by 
animated and fictional scenes as 63 
percent and 54 percent of respondents, 
respectively, expressed a favourable 
attitude to these formats. About 13 
percent and 12 percent of them, 
respectively, state that they like these 
scenes very much (Figure 6). This is the 
highest percentage for the “I like very 
much” category. In the case of the other 
four types of formats (life scenes, 
demonstrations, testimonials and 
recommendations) the percentage of 
respondents having a favourable 
attitude ranges between 3 and 8 
percent. 

 

 
Figure 5. Rankings of formats used in designing commercials according 

to average assessment 
Source: own research 

 
Life scenes enjoy popularity as 50 

percent of respondents state they like 
them much or very much while a quite 
high percentage of respondents (35.3) 
stated their indifference (Figure 6). The 
same holds true with respect to experts’ 
recommendations as these are 
assessed positively by more than half of 
interviewees. Only one fifth of 
respondents expressed a negative 
attitude to this type of format while one 

third of them were indifferent to this 
format (Figure 6). 

Demonstrations hold the last but 
one position in the rankings as 28 
percent of respondents expressed their 
dislike for this format. The commercials 
featuring consumer testimonials are 
viewed as repulsive by over one third of 
respondents. However, quite a good 
number of respondents have a 
favourable attitude toward the 
commercials featuring demonstrations 
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(45 percent) and testimonials of other people (33 percent) (Figure 6). 
 

 
Figure 6. Consumers’ attitude to the formats used to design 

commercials/ads 
Source: own research 

 
The analysis of correlations 

between consumers’ socio-
demographic characteristics and their 
attitude to the commercials’ format 
reveals that the latter is affected by 
consumers’ age. Therefore, 
commercials featuring 
recommendations, testimonials or 
demonstrations are preferred by elderly 
consumers whereas the young people 
are more favourable toward animated 
and fictional scenes (Table 6). Gender 
only affects the attitude to commercials 

which display “consumer testimonials” 
and “animated scenes”. As the chi-
square coefficient does not allow the 
assessment/measurement of the 
direction of relationship, contingency 
tables have been used to highlight the 
notable difference between women’s 
and men’s attitudes. Thus, women’s 
answers tend to be centered on “I like it 
much” or “I like it very much” whereas 
men’s answers revolve around “I dislike 
it much” or “I dislike it very much” (Table 
6). 

 

 
 
As was the case with the source of 

the commercial (type of endorser), 
those who express a favourable attitude 
to advertising in general have also a 
favourable attitude to the format of 

commercials (Table 7). At the same 
time, consumers who perceive 
advertising as a form of entertainment, 
an act of artistic work or a source of 
information are more prone to assess 
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positively the commercials’ format. On 
the other hand, those who view 
advertising as a form of manipulation or 
a source of psychic discomfort usually 

provide a negative assessment of 
commercials, regardless of their format 
(Table 7). 

 

 
 
The assessment of the attitude to the 

emotional triggers used in advertising 
focused on humour, sexual overtones, 
positive feelings (joy, pleasure, pride etc) 
and negative feelings (fear, shame, 
inferiority etc.). 

Among the emotional triggers (based 
on average assessments), humour is far 
high on top of preferences. 91 percent of 
interviewees state that commercials 

showcasing humour are much or very 
much liked. Only 3.8 percent of 
respondents stated that they dislike 
humour in advertising (Figure 7). 

Positive feelings (joy, pleasure, pride, 
respect, etc) are ranked second, with 78 
percent of respondents preferring 
commercials imbued with this kind of 
feelings in contrast to only 17 percent of 
indifferent respondents (Figure 7). 

 

 
Figure 7. Consumers’ attitude to emotional triggers in advertising 

Source: own research 
 

28 percent of interviewees find 
sexual overtones appealing while 26 
percent state they are indifferent. 44.6 
percent state that they dislike much or 

very much the commercial which resort 
to sexuality. It should be noted that the 
distribution of this variable is quite close 
to the normal distribution. The negative 
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Kurtosis coefficient, however, shows 
that respondents avoided extreme 
assessments such as “I dislike/dislike it 
very much” (Figure 7). 

Consumers’ attitude toward the 
use of negative feelings in advertising 
(fear, shame, inferiority) is unfavourable. 
Two thirds of interviewees stated their 
strong aversion to commercials 
resorting to negative feelings (Figure 7). 

Although humour is an emotional 
trigger usually preferred by most 
consumers, the young people have a 
more favourable attitude to humorous 

commercials than do the rest of 
respondents. Interesting is also the fact 
that positive feelings are assessed 
positively by women, likely owing to the 
higher sensitivity of the fair sex (Table 
8). 

As far as the attitude to sexual 
overtones is concerned, commercials 
resorting to sexuality are mostly liked by 
men and particularly young men. Highly 
educated consumers and those with 
high incomes exhibited a strong 
preference for sexually-suggestive 
commercials (Table 8). 

 

 
 
Interpretation of results should be 

made with some cautiousness because 
sexuality is a delicate, even taboo, topic 
for many Romanians. For that reason, 
there’s every likelihood that some 
individuals or even entire consumer 
segments should not admit they enjoy 
sexually-allusive ads/commercials. 

The analysis of the relationship 
between the attitude to advertising and 
the attitude to emotional triggers reveals 
a correlation between the two 
characteristics, which applies 
exclusively to positive emotions 
(humour, positive feelings). Therefore, it 
is impossible to highlight/determine the 
attitude to advertising of the consumers 
having a favourable opinion about 

commercials with sexual content and 
negative feelings (Table 9). Consumers 
having a favourable attitude to 
humorous commercials conveying 
positive feelings perceive the 
advertising phenomenon as a source of 
information, an act of artistic work or a 
source of entertainment. Seldom, if ever, 
do they view advertising as a source of 
psychic discomfort. On the other hand, 
commercials imbued with sexual 
overtones are assessed favourably 
particularly by consumers who 
associate advertising with an act of 
artistic work or a form of entertainment 
(Table 9). 
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In order to assess the extent to 
which commercials manage to elicit 
emotional responses (feelings), 
consumers were required to state how 
happy, touched, proud, annoyed, 
dispirited or guilty they feel whenever 
they watch commercials. The analysis 
of the data reveals a reduced ability of 
commercials to elicit emotional 
responses from the audience. Thus, 70 
percent of interviewees state that they 
seldom or very seldom feel proud, 

satisfied, touched, dispirited or guilty 
when they watch TV commercials/ads 
(Figure 8). 

A significant difference, however, 
was noticed in relation to the feeling of 
irritation and tension generated by 
exposure to commercials. 43 percent of 
respondents state that they seldom or 
very seldom feel this feeling whereas 33 
percent state that they often or very 
often feel irritated and annoyed (Figure 
8). 

 

 
Figure 8. Ability of commercials to elicit different emotional responses 

Source: own research 
 

The second notable difference is in 
relation to the feelings of joy, happiness 
or satisfaction. 54 percent of 
interviewees hold the opinion that they 
seldom or very seldom feel happy and 

satisfied when watching commercials 
(Figure 8). 

The following ranking of averages 
summarizes the above-mentioned data. 
The low averages (considering that the 
scale used was from 1 to 5) stresses 
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the fact that commercials in Romania 
seldom or very seldom manage to elicit 

emotions as the audience is more often 
than not indifferent (Table 10). 

 

 
 
One should not overlook the fact 

that these results reflect consumers’ 
statements with regard to what they 
consciously feel. It is not only possible 
but also very likely that consumers do 
not recognize or are not aware of some 
emotions and feelings. 

The analysis of correlations 
between consumers’ socio-
demographic characteristics and the 
emotional responses elicited by 
watching commercials reveals a 
reduced number of relationships. The 
intensity of relationships is low, a fact 
accounted for by the concentration of 
answers in the “seldom” and “very 
seldom” area. 

The correlations between the 
emotions triggered by watching 
commercials and the consumers’ 
attitude to advertising in general are 
significant. They actually reveal a 
favourable attitude to advertising on the 
part of those people who very often 

experience positive feelings. On the 
other hand, those who frequently 
experience negative emotions are more 
prone to develop a less favourable 
attitude to advertising. The strongest 
reverse correlation, that is, the decrease 
in the attitude to advertising, can be 
noticed in the case of irritation or 
annoyance. Thus, consumers who feel 
often or very often irritated when 
watching commercials have an 
unfavourable attitude to advertising in 
general (Table 11). Although of a lower 
intensity, a similar assessment holds 
true for those who feel “dispirited” or 
“hung-up”. For them, these feelings also 
contribute to developing an 
unfavourable attitude to advertising. 
Interestingly, consumers’ assessment of 
the advertising phenomenon has no 
significance for those who feel “guilty” or 
“filled with regrets”. 

 

 

 
 
The analysis of the relationship 

between the emotions triggered by  

 
watching commercials and consumers’ 
perception of the advertising 
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phenomenon reveals that those who 
often or very often feel “happy” “joyful” 
or “content” when watching 
commercials view advertising as a form 
of entertainment, a source of 
information, an act of artistic work and 
not a form of manipulation by any 
means. Similar results were also 
obtained in the case of “pride” and 

“satisfaction”. Therefore, consumers 
experience the strongest (most intense) 
correlation when they view advertising 
as a source of information. Likewise, a 
very strong correlation was noticed 
between “irritation”, “annoyance” and 
the perception of advertising as a 
source of psychic discomfort (Table 12). 

 

 
 

In order to make a synthesis of all 
these relationships, the correspondence 
analysis has been used as it is 
particularly useful when the analysed 
variables are or can be viewed as 
categorical/nominal variables. 
According to this analysis, consumers 
can be divided into the following 
categories: 

(1) consumers who dislike 
advertising very much (a very 
unfavourable attitude); 
(2) respondents who dislike 
advertising (unfavourable attitude); 
(3) individuals indifferent to 
advertising; 

(4) people who like advertising 
(favourable attitude); 
(5) respondents who like 
advertising very much (very 
favourable attitude). 
Moreover, this type of analysis 

sums up the existing 
relationships/linkages between the 
variables and places them in a bi-
dimensional graphical representation, 
thus making easier the interpretation of 
results. Instead of the analysis of 
correlations performed on groups of two 
variables, the cloud of points resulted by 
applying the correspondence analysis 
can be interpreted based on the 
distances on the chart (Figure 9). 
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Figure 9 The influence of the attitude to the elements of commercials on 

the attitude to advertising 
 
We notice that those who express 

a very unfavourable attitude to 
advertising more often than not feel 
irritated and annoyed when TV 
commercials are broadcast. It is worth 
noticing, however, the favourable 
attitude of these consumers toward 
humorous commercials. 
Discouragement, regret, guilt and 
irritation are most frequently felt by 
consumers who have an unfavourable 
attitude to advertising. These 
consumers prefer commercials featuring 
sexual overtones and negative feelings 
(fear, shame, inferiority) and view with 
favourable eyes the recommendation 
format and the use of “typical” 
consumers as advertisement endorsers. 
At the opposite end are consumers who 
have a favourable attitude to advertising. 
Whenever they watch commercials, 
they feel happy, content, touched or 
proud and have a favourable attitude to 
the commercials featuring humour and 
positive feelings (joy, pleasure, pride 
etc) and promoted by experts and 

animated characters. According to the 
answers given, most consumers (40.8 
percent) have a favourable attitude to 
advertising. As far as they are 
concerned, their preference goes to 
demonstration and life scenes formats 
as well as to those where animated or 
illusionary scenes are presented. At the 
same time, these consumers also have 
a favourable attitude to sportspeople 
and artists.  

 
Conclusions 
Based on the empirical research, 

the following conclusions may be 
emphasized: 
• Consumers’ attitude to advertising 
is relatively favourable, women and the 
young people having a more favourable 
attitude to advertising than other 
consumer segments; 
• Whereas women believe 
advertising is a source of information 
and an act of artistic work, men 
perceive it as a source of psychic 
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discomfort. The young people see 
advertising as a form of entertainment 
while the elderly people believe it is a 
source of psychic discomfort. 
• Among the endorsers appearing in 
commercials, professional sportspeople 
and artists (actors, singers) are on top 
of preferences. Women are more 
inclined than men to express a 
favourable attitude toward artists, TV 
stars, imaginary and animated 
characters or experts. The young 
people prefer imaginary characters 
while the elderly have a more 
favourable attitude to artists and experts. 
• Recommendations, testimonials 
and demonstrations are preferred by 
elderly consumers while the animated 
and illusionary scenes are mostly liked 
by the young people. At the same time, 

Testimonials and animated scenes are 
preferred on average by women. 

 
Limitations 
The main limit of the present 

research consists in using information 
gained from quantitative research as it 
hinders an in-depth analysis of the 
studied processes and phenomena. 
Moreover, other limits of our empirical 
research are also represented by the 
use of a non-probabilistic sampling 
method and the fact that the data were 
collected in a single Romanian city. 
However, given that the city where the 
research was conducted is the second 
largest city in Romania, we can state 
that the research results may have a 
certain general application as they are 
representative of a particular share of 
population. 

 
 
 

REFERENCES 
 
Batra, R., Myers, J. G., Aaker, D. A. (1996), Advertising Management, Prentice Hall, 

Inc. 
Dabija, Dan-Cristian (2011), Behaviour Analysis Model Applied in Retailing, în C. 

Brătianu, G. Brătucu, D. Lixăndroiu, N. Al. Pop, S. Văduva (Ed.) Proceedings, 
of the 6th International Conference on Business Excellence, 14-15 October 
2011, Volume I, pp. 158-161 

Dobre, C. (2005), Comportamentul consumatorului şi practica de marketing, Ed. 
Mirton, Timişoara 

Greene, W. F. (1992), “What Drives Commercial Liking?”, Journal of Advertising 
Research, 32, no.2 (March/April), p. 65-68. 

Mitchell, A. A., Olson, J. C. (1982), “Are Product Attribute Beliefs the Only Mediator 
of Advertising Effects on Brand Attitude?”, Journal of Marketing Research, no. 
18, p. 318-332 

Ray, M. L., Batra, R. (1983), “Emotion and Persuasion in Advertising: What We Do 
and Don’t Know About Affect”, Advances in Consumer Research, vol. 10, p. 
543-547. 

Schiffman, L. G., Kanuk, L. L. (2004), Consumer Behavior, Eighth Edition, Pearson 
Education Inc., p. 253. 

Shimp, T. A. (1981), “Attitude toward the Ad as a Mediator of Consumer Brand 
Choice”, Journal of Advertising, 10, no. 2, p. 9-15. 

Solomon, M. R. (2004), Consumer Behavior. Buying, Having and Being, Sixth 
Edition, Pearson Education Inc., p. 230. 


