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  ABSTRACT

Advertising is the no personal communication of information usually paid for and usually persuasive in nature 

about products, services or ideas by identified sponsors through the various media."(Bovee,1992,p.7). The 

companies decide which customer it will serve (segmentation and targeting) and how it will serve them 

(differentiation and positioning). Guided by a defined marketing strategy the company creates a marketing mix 

made up of factors under its control- product, price, place and promotion (the four P’s). The process of advertising 

exposure planning plays an instrumental role in the efficacy of the fourth P (promotion).  Advertising exposure 

planning is the process of establishing the exact media vehicles to be used for advertising. This process forms a 

basis of the decision for the marketer/advertiser of when and where to use media in order to reach desired 

audience. It is an integral part of any organizations adverting campaign and due to continuing proliferation of 

new media options and the increased complexity of media and audience research, advertising exposure planning 

has attained an important role in today's advertising industry. Conventionally advertising exposure planning is 

based on media research studies which attempt to provide an accurate measure of the numbers and types of people 

who have an opportunity to see (OTS) an advertisement placed by an advertiser. This research attempts to go 

beyond these ‘opportunity to see’ and attempts to measure something more closely linked to likely effectiveness 

of the advertisement.   

 

 

INTRODUCTION 

The two basic tasks of marketing 

communications are message creation and 

message dissemination. Advertising 

exposure planning or media planning 

supports message dissemination. Media 

planning helps advertisers to determine  

which media to use, be it television 

programs, newspapers, billboards, in-store 

displays or banner ads on the Website. It 

also gives directional indication on when 

and where to use media in order to reach 

desired audience.  
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Advertising exposure planning or Media 

Planning is defined by the Journal of Brand 

Management (2006) as “The process of 

selecting media vehicle time and space to 

disseminate advertising messages in order 

to accomplish marketing objectives”. 

In today’s hyper competitive business 

environment most of the organizations 

dealing with retail products and services, 

maintain a high decibel dissemination 

levels on their brand, product & services 

through adverting, and hence the optimum 

usage of the media budget is a key 

component of advertising and media 

strategy.   

Media planners and advertisers in just about 

every country around the world invest large 

amounts of money in measuring the size 

and composition of audience exposed to a 

wide range of media vehicles. These 

evaluation systems include people meter 

systems for measuring television 

audiences, readership surveys of 

newspapers and magazine and radio 

listening diary studies. The biggest use of 

all these systems is in the planning, buying 

and selling of advertising time and space. 

At the most basic level they provide the 

trading currency for the advertising 

industry. 

In general, these systems/media research 

studies attempt to provide an accurate 

measure of the numbers and types of people 

who have an ‘opportunity to see’ (OTS) an 

advertisement placed by the advertiser. 

Typically that would mean someone 

present in the room at around the time a 

particular TV commercial was shown or 

someone who in the past read or looked at 

any part of an average issue of a publication 

in which a particular press ad will be 

placed. However, as stressed by James 

Galpin; Phil Gullen in their paper named 

‘Beyond the OTS: Measuring the quality of 

Media Exposure’ published in the 

‘International Journal Of Market Research’ 

in the year 2000, on the inadequacy of the 

OTS media audience measures as gauges of 

the likely impact of advertising. Hence it is 

imperative that a study be carried out to 

identify measures/parameters which goes 

beyond these ‘OTS’ and more closely 

linked to the likely effectiveness of the 

advertisement and its impact on the 

audience’s engagement. 

The research is proposed to be carried out 

in context to the financial services industry 

in India primarily because of the 

significance of this industry. With India’s 

growing exposure to global markets, it is 

now being appreciated that the business of 

financial services with its unique features 
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has a special place in the economy of a 

country for many reasons.  

Literature Review 

Review of studies done on establishing non 

OTS based measures  

The industry has long recognized the 

inadequacy of the primary OTS media 

audience measures as gauges of the likely 

impact of advertising. In 1956 the 

advertising research foundation (ARF) 

published a study of printed advertising 

rating methods which established that pass-

along and out-of-home reading had 85%-

90% of the value of the primary or in-home 

reading. As early as 1962 a series of studies 

by the Home Testing Institute in the US 

showed that attention to programmes and 

commercial recall was greater among those 

viewers who considered the programme 

one of their favorite. Then in 1965, Ogilvy, 

Benson & Mather showed there was a 

difference in recall levels between 

advertising in different day parts on 

television in their experimental study of 

relative effectiveness of three television 

day parts  

 

In the year 1968 W.R. Simmons published 

the findings of his Pilot Study on immediate 

recall of Television Advertising. This study 

demonstrated that advertising recall levels 

were far higher among viewers paying full 

attention to a Television programme.  

Another study done by Tomas E Ryan 

which was focused on reading environment 

and advertising memorability, showed that 

there was relationship between degrees of 

involvement of magazine readers and the 

percentage who remembered specific ads. 

During 1970s Sonia Yuseph’s paper’s “On-

air: Are we testing the message or the 

medium” advanced the debate, by showing 

that not only was commercial performance 

affected by the programme environment 

but also, the performance varied 

significantly between different shows of the 

same programme type.  

While ray & Webb (1979), using laboratory 

tests found that first position in a string of 

commercials was associated with higher 

attention and recall. It was also observed in 

the same study that as the amount of clutter 

increased there was a consistent decrease in 

the effectiveness scores.  

Clutter was also the issue was highlighted 

in the study for Esquire on “A study on the 

effects Of Clutter in magazine advertising 

in 1980. This showed that each of four test 

ads on an average received 26% lower 

claimed recall (and 22 % lower unaided 

proven recall) in a cluttered version of the 

magazine as opposed to the regular version. 

During the rest of the 1980s people 
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continued to grapple with the issue of how 

media environment impacted on 

advertising effectiveness. Elliot Young 

(1983) used eye tracking studies across 

eight magazines to show that the reader was 

likely to be involved with 58% of ads in a 

publication average, with involvement 

levels ranging from 78% to 2% in the eight 

magazines. 

 

Clancy, Shulman published their Program 

Impact and Programme appeal: Qualitative 

in 1984. They confirmed, by exploring the 

relationship between the measures 

programme appeal and programme impact 

and four measures of commercial 

effectiveness (brand name recall, message 

recall, message credibility and intention to 

purchase), that viewer’s involvement with a 

programme does affect their response to 

commercials.  

 

Then in 1986, The Impact of Editorial 

Environment on Brand Acceptance-A 13 

Magazine analysis Study compared the 

effect of editorial environment on 

consumer reaction in magazine 

advertisements. 

Therefore by the end of the 1980s, there 

was fairly broad understanding and 

acceptance of the key influences on quality 

of media. These could essentially be 

categorized under Attention Effects and 

Clutter Effects and they were issues 

common to virtually all media. Attention 

Effect revolved around the level of 

attention consumers devote to the media 

opportunity when a commercial is placed 

within and the degree of their involvement 

with the media.  

Clutter effects are those where the impact 

or the effectiveness of advertising was 

influenced by the amount of other 

commercial activity taking place around it 

within the given media opportunity  

 

During the 1990s the investigations into 

media quality have continued, some studies 

reiterated the work which had happened 

before, but reflect the modern media 

context with its explosion of media 

opportunities and increasingly demanding 

customers. Others have focused on a 

weakness with nearly all of the earlier 

work. 

In part these studies have sought to 

investigate further quality of media and 

verify whether the findings still apply in the 

more complex modern media environment. 

In part, and perhaps more significantly, 

they have sought to advance things by 

providing a basis for planning and 

negotiating media opportunities by 

applying ‘Quality of Media Measures’. In 
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1995, Lloyd and Clancy published their 

seminal study ‘CPM versus CPMIs: 

Implications for media planning. In it , 

CPM s (cost per Thousands) and CPMIs 

(cost per thousands involved) were 

compared in regards to whether media 

planners and buyers would make the same 

or different media buys if there decision 

were based on (traditional ) CPM as 

opposed to (modern) CPMIs. They found 

that the TV programme involvement 

appears positively, casually linked to 

advertising effectiveness.  

In 1993, The Billet Consultancy Share of 

Break Study identified three key media 

factors which determined TV advertising 

effectiveness: 

1. Length of commercial 

2. Number of commercial in break 

3. Position in break 

In the Commercial Break Ecology study by 

Billet, focused on the consumer’s behavior 

during TV advertising breaks and evaluated 

consumers behavior during TV advertising 

breaks and evaluated its impact on recall. It 

developed the measures of involvement and 

attention based on the classification 

structure. In 1997 Xinshu Zhao published a 

study of the impact of clutter in the journal 

of advertising research, entitled Clutter and 

serial order redefined and retested, his 

study indicated that clutter might be 

thought of as having two components: 

proaction or retroaction (the effect of the 

number of other commercials preceding 

and succeeding respectively the test 

commercial in a given break).Their impact 

were shown to be quite different, with 

proactive effect substantially stronger than 

the retroactive effect. 

In 1995, Krugman et al. had taken yet 

another track using in-home observation 

studies, which revealed that visual attention 

of viewers was greater when viewers 

engaged in fewer activities. There was a 

strong correlation between attention to 

programmes and attention to commercial, 

this indicated that the programme 

involvement enhances commercial 

viewing, and also highlighted the fact that 

commercial clutter was detrimental to the 

recall of commercials, and that the attention 

to the programme improved recall of 

advertisements. 

Erwin Ephron in 1998 in the article ‘ 

Examination of qualitative viewing factors 

for optimal advertising strategies had put 

forth a modeling process that applied 

indicators of attentiveness to rating 

information in order to build a probability 

of seeing a message value for individual 

television programmes, the process 

considered eight factors 

1) Viewers per set 
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2) Ratings Levels 

3) Appointment viewing 

4) Captive viewing 

5) Day part 

6) Set Location 

7) Programme type 

8) Clutter 

And hence the study drew a conclusion that 

viewing factors were likely to have a 

systematic, meaningful impact on 

commercial effectiveness. 

Contemporary emotive creativity increases 

or decreases the level of attention paid 

toward brand-building TV advertising. To 

do this, it is necessary to find a noninvasive 

means of accurately measuring real-time 

attention and to apply this in a realistic 

relaxed TV viewing situation wherein 

advertisements with different levels of 

emotive creativity are exposed. The eye-

fixation measurement experiment 

described achieves this and finds that, 

consistent with resource-matching theory, 

people pay less attention to ads with higher 

emotive content than they do to ads with 

lower emotive content. The experiment also 

finds that attention toward ads with higher 

emotive content does not appear to decline 

after prior exposure, in contrast to ads with 

lower levels of emotive content. 

The belief that advertising works primarily 

by communicating a persuasive 

informational message is dominant 

throughout the advertising industry (Heath 

and Feldwick, 2008); high levels of 

attention have been equated with deeper 

levels of processing (Craik and Lockhart, 

1972) and improved recall (Gardiner and 

Parkin) 1990). High attention is, therefore, 

generally regarded as being important for 

successful communication (Rossiter and 

Percy, 1998), particularly when it comes to 

TV advertising: "No matter how big the 

budget, advertising can only succeed if 

commercials gain attention..." (Kotier, 

Armstrong, Wong, and Saunders, 2008,p. 

742) 

The world's most influential advertising 

model—the ELM—reflects these beliefs, 

finding that active (i.e., attentive) 

processing produces attitude changes that 

are "...more persistent, resistant, and 

predictive of behavior" than passive (i.e., 

inattentive) processing (Petty and 

Cacioppo, 1986, p. 191). Subsequent 

models have extended knowledge by 

analyzing different levels of motivation and 

cognitive resource (Maclnnis and Jaworski, 

1989) and examining experiential and 

heuristic processing (Meyers-Levy and 

Malaviya, 1999), but the traditional high-

attention systematic processing route 

continues to be seen as the most effective in 

terms of persuasion. Creativity is seen as 
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important to advertising, as creative ads are 

believed to encourage people to pay more 

attention (Rossiter and Percy, 1998; Yang 

and Smith, 2009). Kover (1995) established 

from interviews with copywriters that 

creativity was seen as deriving from the 

emotive content of advertising and that 

there was a widespread belief in ad 

agencies that emotive content increases 

attention. Kover discussed two strategies 

for breaking through consumers' lack of 

interest: the "forcing" approach and the 

"subverting" approach. The forcing 

approach, less popular nowadays, aims to 

"...jolt the viewer into paying attention" 

(1995, p. 600), often by introducing 

surprising and extraneous content. An 

example is the famous Apple 1984 

advertisement. The more commonplace 

subverting approach aims instead to subtly 

"slip past the guard. 

Recent work in this area has by no means 

been limited to the area of TV viewing 

either. Back in 1990, TMP sought to 

address the age –old problem of standard 

press industry research, the fact that whilst 

Average Issue Readership provides a 

reasonable trading currency for agencies 

and media owners, it has been found 

lacking as basis for planning advertising. 

This is primarily because of its failure to 

reflect how readers read a title, in terms of 

things like: 

 Reading Intensity 

 Number of Reading occasions 

 Length of reading time (length) 

 Reading location/ situation 

 

In other words those things which have 

been broadly described as reflecting 

‘quality of reading’. This particular study 

identified the marked difference which 

existed between titles and audiences. The 

proportion of readers who were described 

as the ideal readers (people who read at 

least half of the publication and who 

described their reading as more than quick 

glance) ranged from 78% to 50%. It also 

showed that the impression a reader has of 

an advertisement is influenced by the 

publication in which it appears.  

 

Donthu et al published the findings of their 

study’ Factors influencing recall of 

Outdoor advertising’ in 1993. The aim of 

the study was to capture the influence of 

seven factors on recall of Outdoor 

advertisements: 

1) Position (LHS versus RHS of 

Highway) 

2) Location (highway versus street) 

3) Colour 

4) Number of words 
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5) Respondents’ involvement with the 

products being advertised 

6) Respondents attention to outdoor 

advertising 

7) Respondent’s attitude towards 

advertising.  

In conclusion, using recall scores, the study 

found that the location, position, number of 

words, colour of outdoor advertisements, 

respondent involvement and attitude 

influenced the effectiveness of outdoor 

advertisements. Placing outdoor ads with 

the flow of the traffic, on highways (rather 

than streets) may enhance their 

effectiveness. Effectiveness of outdoor ads 

will also be affected by the amount of 

respondent’s attention and their attitude 

towards advertising. In 1994 Gruner and 

Jahr of the UK conducted a study into the 

‘Presenter effect’. That is the impact that 

the magazine environment has on the 

communication of the advertising message. 

Their findings tallied with those of the 

Dutch Study discussed above, showing 

differential performances between titles 

related to the nature of the magazine and 

their readership. 

 

This was followed in 1996 by Louisa Ha’s 

study, Adverting clutter in magazines –

dimensions and effects.   This was an 

experimental study to investigate the 

influence of clutter on magazine 

advertising effectiveness. Each level of 

response to advertising was covered. Three 

indices were developed to measure each 

dimension of clutter in magazines: quantity, 

competitiveness and intrusiveness. The 

study hypothesis that all three dimensions 

of clutter negatively affect the attitudes 

towards advertising in a media vehicle and 

stimulate advertising avoidance, shown by 

a decrease in the general ad readership and 

the lowering of advertising message 

involvement. 

 

The key findings was that individual 

differences in the perceived level of clutter 

vary more than expected and there is no 

common high clutter level, perceptions are 

therefore more important as predictor that 

actual levels of intrusiveness. The worry of 

advertisers about the effect of clutter on 

advertising effectiveness is partially 

supported in this study. Both the quantity 

and the intrusiveness dimensions of clutter 

lower the ad readership, while the 

intrusiveness dimension also reduces the 

memory of the focal ad among the subjects. 

It was suggested that the three dimensions 

of clutter identified in the study could serve 

as an additional evaluative measure of 

media vehicle for an advertiser. 
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Around the same time in the UK, Heather 

Gould went back to a seminal piece of 

research into radio advertising 

effectiveness in her ‘The Ironing Board 

revisited’ study (1996). The original study 

had found that good level of advertising 

recall were achieved with Radio 

advertising, despite the low level of 

attention being paid to the medium in this 

work, Heather replicated and extended the 

methodology of the original study to look 

also at the impact of different programme 

environment on radio advertising recall. 

 

The findings in this update were similar to 

the original study on the first count. In 

addition, it was shown that solus spots 

contained within the new bulletins of local 

music stations (higher attention programme 

elements) delivered higher recall than other 

breaks. 

 

Then in 1997 a project was carried in the 

UK designed to amplify the basic 

publication contact measure provided by a 

standard readership survey, by providing a 

comprehensive measure of repeat reading 

opportunities and a wide range of 

behavioral and attitudinal indicators. In 

addition, the opportunity was taken to 

assess the relationship between the 

readership of the main newspaper sections 

and the parent paper. 

 

The periodical publishers association 

initiated the project, known as the Quality 

of Reading study, in conjunction with 

advertiser and agency organizations (1998). 

It was carried out as independent study 

employing the main NRS readership survey 

methodology and classification data. 

The main repeat exposure measure 

provided by the research called PEX (page 

exposure) ranges from highs of 7.1 for 

woman for bridal magazines, 6.1 for men 

for motoring performance magazines with 

an average of 2.4 for all adults for all 

consumers paid for titles. The behavioral 

and attitudinal measures collected by the 

studies included 5 behavioral measures 

such as time spent reading and the number 

of pick-ups. In addition, agreement level to 

8 attitudinal statements such as ‘I expect to 

find lots of interest’ and ‘I read in when I 

am relaxing’ was collected. All these 

measure could be applied as media weights 

or simply used to enrich judgment about 

individual titles.  

 

Brand name recall is a very important factor 

when consumers decide which purchases to 

make (Nedungadi 1990). In making 

consumption decisions in different 
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situations, consumers must first recall from 

a memory set of products that may fulfill 

their needs and then make their decisions 

from this set (Ratneshwar and Shocker 

1991). A key point is that consumers make 

their final choice from this memory set, 

otherwise the product will not be chosen 

(Nedungadi 1990). The deeper of the 

process in recalling the information, the 

more elaborate it is connected with some 

material related to a particular brand. It is 

effective in enhancing the recall of a brand 

name due 

to other related information such as 

grouping in categories during this process 

(Alba and Hutchinson 1987; Anderson 

1976; Beattie and Mitchell 1985; Lynch 

and Srull 1982; Saegert and Young 1982, 

1983; Angela & Sternthal 1999). Therefore, 

it is assumed that if a certain brand is not in 

a consumer’s memory set, the possibility 

that it will be chosen is quite low when a 

consumption decision is made 

Another possible key factor in brand name 

recall is the categorization of brands 

(Haugtvedt, Leavitt, and Schneier 1993). 

Miller (1956) also mentioned that recalling 

numerous brand names related to their 

respective categories enhanced recall. 

Therefore, many researchers indicate that 

the number of category recalled by the 

subjects can be used as a measure of 

memory (Haugtvedt, Leavitt, and 

Schneider 1993). Hauser and Wernerfelt’s 

research (1990) also indicated that due to 

the limited capacity of human brains, most 

consumers could recall only 3 to 5 brands 

when they are presented with a number of 

categories 

The notions of audience activeness provide 

theoretical basis for the reduced 

opportunity to see advertisements, 

compared to programs. Rested in the uses 

and gratifications tradition, the active 

audience theory sees people as motivated 

and purposive participants in their 

communication processes. This theory, 

however, does not indicate audience 

activeness for every communication 

situation. Rather, it acknowledges the 

existence of conditional variables such as 

audience members' motives and the 

communication context that make the 

audience active or passive in 

communication processes. Motivation for 

the media use, for example, was reported as 

a moderating variable for audience 

activeness. Studying television viewers, 

Rubin (1984) identified two media use 

orientations (ritualized and instrumental), 

and found that instrumental motivation 

reflected greater purposive and active 

media use'. Likewise, previous research on 

television viewing suggests different 
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motives and behavior for programming and 

advertising and the influence of the 

individual audience. It is unlikely that 

television viewers avoid every commercial 

they come in contact with (Danaher, 1995). 

Instead, avoiding or watching a commercial 

would likely be influenced by the 

communication context surrounding the 

advertisement. Previous research on 

advertising clutter and commercial 

patterning provides evidence for the 

contextual effect.  

For example, studies of advertising clutter 

have demonstrated that the level of 

attention and recall decreases, as the 

number of commercials in an advertising 

break increases (Brown & Rothschild, 

1993; Zhao, 1997). According to the 

advertising clutter research, the duration of 

a given advertising break may affect the 

size of the gap between the ratings for the 

program and the advertising break.  

For decades advertising researchers have 

been interested in examining those message 

characteristics that may help curb 

commercial avoidance. For the most part 

researchers have focused on the effects of 

content variables such as information level, 

message tone and scenic beauty, while 

paying less attention to production-oriented 

advertisement features such as the pacing of 

the advertisement. This is understandable, 

given that pacing is generally not 

considered a primary feature of advertising 

copy. 

Early research in assessing advertising 

performance focused on advertising ROI 

(return on investment) (Dhalla 1978), 

efficiency of advertising spending 

measured by the advertising cost/sales ratio 

(Smith and Park 1992), and the effect of 

advertising on sales measured by 

econometric models (Assmus, Farley, and 

Lehmann 1984). However, scholars have 

been pointing out that environment and 

competition have to be taken into account 

when assessing the productivity of 

marketing actions (Sheth and Sisodia 2002; 

Vakratsas and Ambler 1999). Rust et al. 

(2004, p. 86) argue that firm performance is 

fundamentally affected by competition and 

it changes over time; therefore, it is 

necessary to capture both dimensions 

(competition and time) in marketing 

productivity measurement. We discuss, in 

turn, the theoretical rationale supporting 

this view. 

According to the information processing 

theory, consumers process information 

independently for different brands and then 

compare the values across all relevant 

attributes (Fishbein and Ajzen 1975). 

Nevertheless, as Teng and Laroche (2007) 

claim, the information processing theory 
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places a limit on the consumer behavior 

models to discover the real marketing 

phenomenon because competition has been 

ignored. New developments in the field 

posit that the consumer decision making 

process is a competitive comparison and is 

the result of competition at each stage of ad 

and brand information processing 

(Laroche, Kim, and Zhou 1996; Teng and 

Laroche 2007). Because the consideration 

of competing brands is a central element of 

brand choice (Guadagni and Little 1983) 

and competition has an effect on each 

consumer’s purchase decisions (Rust et al. 

2004), we contend that competition should 

be included in the measurement of the 

effect of advertising on sales. The 

competition dimension has received 

relatively little 

Attention in advertising research. Only 

recently have researchers started to 

examine the effect of advertising by taking 

the competition into consideration (e.g., 

Vakratsas and Ma 2005; Yoo and 

Mandhachitara 2003). Over the past 

decade, a few studies have applied DEA 

methods to evaluate advertising efficiency 

in competitive settings. Luo and Donthu 

(2001) assessed the best advertising 

practices among the top 100 U.S. 

advertisers and found that many leading 

advertisers have low advertising efficiency 

(below 20%). Färe et al. (2004) estimated 

the cost efficiency in advertising in the U.S. 

beer industry and found that the overall cost 

efficiency index was low and there was 

considerable variability in media-mix 

efficiency among firms and over time. 

Büschken (2007) revealed 8% inefficiency 

of brand advertising spending in the 

German car market. Luo and Donthu 

(2005) compared two frontier 

methodologies—DEA and the Stochastic 

Frontier Model—to benchmark 

inefficiency, demonstrating about 20% 

inefficiency of media spending for the top 

100 U.S. advertisers. Lohtia, Donthu, and 

Yaveroglu (2007) used DEA to evaluate 

banner advertisements efficiency. 

Measuring the effect of advertising on 

sales, with attention to the duration of this 

effect, has been extensively studied. 

Among the techniques applied are the 

Koyck model (e.g., Leone 1995), the VAR 

(vector autoregressive) model (e.g., 

Dekimpe and Hassens 1995), and the 

examination of cumulative effects of 

advertising on choice and quantity (Jedidi, 

Mela, and Gupta 1999). Much of the 

literature used distributed lag models that 

capture the relation between advertising 

flows and sales flows. Clarke (1976) 

estimated that the duration interval of 

advertising varied widely, but the effect of 

http://dx.doi.org/10.16962/EAPJSS/issn.2394-9392/2014


ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 2349-2317 (Online); DOI: 10.16962/EAPJMRM/issn. 2349-2317/2015; Volume 7 Issue 4 (2016) 

 ……………………………………………………………………………………………………… 
 

advertising on sales lasts only months. 

Conversely, other authors claim that the 

advertising effect on sales carries over for 

multiple years (Dekimpe and Hanssens 

1995; Peles 1971) and that advertising 

affects long-run marketing productivity by 

creating knowledge and maintaining 

acceptance about brands (Berkowitz, 

Allaway, and D’Souza 2001; Cobb-

Walgren, Ruble, and Donthu 1995; 

Ehrenberg et al. 2002). 

While there is substantial overlap between 

the experiences posited by the different 

streams, unfortunately they are not entirely 

consistent. Certain experiences exist in 

some frameworks but 

not others. Among the experiences that 

consistently exist in multiple frameworks, 

there are often subtle differences in the way 

in which they are conceptualized. In some 

cases, multiple experiences under one 

framework are subsumed by a single 

experience of another. The uses and 

gratifications (U&G) approach provides a 

functionalist explanation of why people use 

media and has been an active area of 

research since the 1940s (e.g. see Ruggiero 

2000 for a recent survey). The U&G 

literature is vast; McQuail (1983, pp. 82–3) 

gives a concise summary that is often cited: 

Information – finding out about relevant 

events and conditions in immediate 

surroundings, society and the world; 

seeking advice on practical matters or 

opinion and decision choices; satisfying 

curiosity and general interest; learning, 

self-education; gaining a sense of security 

through knowledge. Personal identity – 

finding reinforcement for personal values; 

finding models of behaviour; identifying 

with valued others(in the media); gaining 

insight into one’s self. Integration and 

social interaction – gaining insight into the 

circumstances of others: social empathy; 

identifying with others and gaining a sense 

of belonging; finding a basis for 

conversation and social interaction; having 

a substitute for real-life companionship; 

helping to carry out social roles; enabling 

one to connect with family, friends and 

society. 

Entertainment – escaping, or being 

diverted, from problems; relaxing; getting 

intrinsic cultural or aesthetic enjoyment; 

filling time; emotional release; sexual 

arousal. U&G approaches have been used 

in marketing. For example, Bronner and 

Neijens (2006) measure eight experiences 

that are consistent with the U&G approach: 

practical use, social, identification, pastime, 

transformation, stimulation, information 

and negative emotion. The Calder–

Malthouse experiences are also consistent 

with U&G. Both teams show how to 
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measure different aspects of the U&G 

framework. Nambisan and Baron (2007) 

applied a variation of the U&G constructs 

to explain virtual customer environments 

with four experiences: cognitive, social 

integrative, personal integrative and 

hedonic. Childers et al. (2001) discuss 

utilitarian and hedonic (a type of 

‘entertainment’ in the U&G approach) 

experiences as explanations of online 

shopping behaviour. The same approach is 

also followed by Fiore, Kim and Lee (2005) 

and Cotte et al. (2006). Flow is another 

construct that has received substantial 

attention (see, e.g., Hoffman & Novak 

2009), and is consistent with the U&G 

approach of understanding the consumer 

experience with media. 

 

Clearly there are many different 

dimensions of consumer experience with 

media, and different media vehicles create 

different experiences for their readers and 

viewers. Calder et al. (2009) propose that 

different experiences are manifestations of 

the second-order construct they call 

engagement. There are many different ways 

of being engaged with a vehicle. For 

example, some media are engaging because 

they inform their consumers and give good 

advice. Other media help their consumers 

relax and escape from the pressures of daily 

life. Some media could do both. 

Engagement is a higher-level measurement 

of consumers’ relationship with the 

surrounding media context than individual 

experience measures. Both are useful – 

experience measures provide a greater level 

of specificity, while engagement provides 

an overall measure. 

 

The belief that advertising works primarily 

by communicating a persuasive 

informational message is dominant 

throughout the advertising industry (Heath 

and Feldwick, 2008); high levels of 

attention have been equated with deeper 

levels of processing (Craik and Lockhart, 

1972) and improved recall (Gardiner and 

Parkin, 1990). High attention is, therefore, 

generally regarded as being important for 

successful communication (Rossiter and 

Percy, 1998), particularly when it comes to 

TV advertising: "No matter how big the 

budget, advertising can only succeed if 

commercials gain attention." (Kotier, 

Armstrong, Wong, and Saunders, 2008, p. 

742). The world's most influential 

advertising model—the ELM—reflects 

these beliefs, finding that active (i.e., 

attentive) processing produces attitude 

changes that are “more persistent, resistant, 

and predictive of behaviour" than passive 

(i.e., inattentive) processing (Petty and 
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Cacioppo, 1986, p. 191). Subsequent 

models have extended knowledge by 

analyzing different levels of motivation and 

cognitive resource (Maclnnis and Jaworski, 

1989) and examining experiential and 

heuristic processing (Meyers-Levy and 

Malaviya, 1999), but the traditional high-

attention systematic processing route 

continues to be seen as the most effective in 

terms of persuasion. Creativity is seen as 

important to advertising, as creative ads are 

believed to encourage people to pay more 

attention (Rossiter and Percy, 1998; Yang 

and Smith, 2009). Kover (1995) established 

from interviews with copywriters that 

creativity was seen as deriving from the 

emotive content of advertising and that 

there was a widespread belief in ad 

agencies that emotive content increases 

attention. Kover discussed two strategies 

for breaking through consumers' lack of 

interest: the "forcing" approach and the 

"subverting" approach. The forcing 

approach, less popular nowadays, aims to 

"...jolt the viewer into paying attention" 

(1995, p. 600), often by introducing 

surprising and extraneous content. An 

example is the famous Apple 1984 

advertisement. The more commonplace 

subverting approach aims instead to subtly 

"...slip past the guard of indifference" 

(1995, p. 599). Advertisers use words such 

as ingratiating, charming, and seductive to 

describe this sort of creativity, reinforcing 

the connection to emotive content. 

Examples include the Michelin Tire "Baby" 

and the Cottonelle Puppy campaigns in the 

United States and the O2, Honda, and M&S 

Eood campaigns in the United Kingdom. 

The attentional benefits of emotive content 

have been advocated by many in industry 

and academia (Du Plessis, 2005; Kroeber-

Riel, 1984; Ray and Batra, 1983). However, 

although it has been demonstrated that 

extreme emotive content (i.e."forcing" 

creativity) in print advertising can lead to 

arousal and improved recall (Kroeber-Riel, 

1979), the theory that more conventional 

(i.e., subverting) emotive content increases 

attention in TV advertising has not, to our 

knowledge, been empirically tested. What 

is more, recent empirical research on TV 

advertising (Yang and Smith, 2009) 

questions the idea that creativity works 

simply by increasing attention, proposing 

instead that creative ads facilitate open-

minded message processing, with viewers 

less reliant on prior perceptions, which in 

turn generate a positive affect that increases 

willingness to view the ad again. One thing 

that has been shown experimentally to 

increase the attention paid toward 

advertising is the presence of systematic 

processing goals (Pieters and Wedel, 2007). 
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However, the issue of whether systematic 

processing does or does not take place in 

low-involvement TV viewing goes back 

many years (Krugman, 1965), and Pieters 

and Wedel observe that "... it is not at all 

evident that there should be systematic 

effects of processing goals on attention to 

advertising under natural exposure 

conditions" (2007, p. 224). When 

processing lacks goal direction, it becomes 

free (i.e., stimulus-driven) viewing, and 

Pieters and Wedel show that fee viewing of 

print advertisements is associated with 

lower levels of attention than goal-directed 

viewing. If this type of stimulus-driven free 

viewing behavior is dominant in normal 

relaxed TV viewing, research from 

psychology supports the idea that emotive 

creativity might not increase but might 

actually decrease attention toward TV 

advertisements. Establishing levels of 

attention in real time is a challenging task. 

Not only do attention levels vary with 

extraordinary rapidity but people do not 

actively monitor what they are paying 

attention to. Indeed, there is evidence that 

in most cases people are not actually aware 

of what they are attending to or how much 

attention they are paying at any particular 

moment (Dennett, 1993) perhaps because it 

is difficult to measure, marketers are often 

over-liberal in the way they use the term 

attention. For instance, Rossiter and Percy 

(1998, p. 282) quote research showing " an 

attention loss of 17 percent" when the study 

actually measured recall and persuasion 

(MacLauchlan and Logan, 1993). 

Similarly, Cramphorn asserts that 

"Attention... contributes directly to 

increased purchase intention" (2006, p. 

268) when, in fact, he measured consumer 

attitudes toward the ads. Psychological 

studies have tended to focus on testing 

attention toward print ads, either by 

artificially manipulating attention levels or 

by using proxy measures such as recall to 

assess attention levels (Hunt, Kernan, and 

Bonfield, 1991; D'Sousa and Rao, 1995; 

Lee, 2002; Perfect and Askew, 1994; 

Shapiro, 1999; Shapiro and Krishnan, 

2001; Shapiro, Maclnnis, and Heckler, 

1997; Schmitt, 1994). Only one study has 

been found that attempted to compare real-

time levels of attention paid toward TV and 

print advertising, and this used a polygraph 

to ensure different types of brain waves 

(Krugman, 1971). Krugman found that 

more "slow brain waves" (sic) were emitted 

when the participant was watching i y than 

when she was reading a print advertisement 

in a magazine, suggesting that TV is a 

lower-attention medium compared with 

print. However, although the polygraph is 

excellent at giving general indications of 

http://dx.doi.org/10.16962/EAPJSS/issn.2394-9392/2014


ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 2349-2317 (Online); DOI: 10.16962/EAPJMRM/issn. 2349-2317/2015; Volume 7 Issue 4 (2016) 

 ……………………………………………………………………………………………………… 
 

high or low attention being paid, it cannot 

provide an accurate measure of level of 

attention. Kroeber-Riel and Barton 

unequivocally state "Eye fixations...serve 

as a behavioral measure of information 

processing" (1980, p. 147). The reason is 

that the eyes cannot filter out unwanted 

input as other senses do (Baars, 1999), so 

they adopt a different approach to select 

what they wish to attend to, not by moving 

smoothly across the field of vision but 

fixing successive points in "jumps" known 

as saccades (Huey, 1968). During moments 

of fixation, the eye can see full detail in 

only the fovea region, a circle around the 

point of fixation subtending approximately 

two degrees of angle. This area is small 

(usually capable of reading roughly six to 

eight letters), so if the brain wishes to gather 

more information, it subconsciously orders 

the eye to make the jumps more rapid and 

the time of fixation shorter (Rayner and 

Serano, 1994. Thus, the number of fixations 

per second is an accurate indicator of the 

level of cognitive activity taking place and 

the level of attention being paid, with 

increased numbers of (shorter) fixations 

indicating increased attention, and reduced 

numbers of (longer) fixations denoting 

lower attention (Rayner, 1998). The use of 

fixations-per-second (FPS) as a measure of 

visual attention levels is well established in 

medical and social research (e.g., Deubel 

and Schneider, 1996; Corbettaet al., 1998) 

and has been used successfully on both 

static and dynamic scene processing 

(Underwood et al, 2003). Wedel and 

Pieters, developing a comprehensive model 

connecting eye fixations with memory for 

advertisements, confirm that "...the number 

of fixations, not their duration, is related to 

the amount of information a consumer 

extracts from an ad" (2000, p. 297). They 

have conducted extensive experimental 

work on print advertising using eye FPS as 

a measure of attention (e.g., Pieters & 

Wedel, 2004, 2007). Eye FPS are ideal for 

measuring visual attention levels, but in TV 

watching, two modes of processing are 

activated: visual and auditory. However, in 

a review of literature on cross-modality, 

Schmitt, Postma, and De Haan (2000) 

conclude that in most situations, visual and 

auditory attention are well linked, and it is 

only in distraction situations that auditory 

stimulus will overcome visual stimulus 

(Spence and Driver, 1997). So, if TV 

exposure is not accompanied by external 

auditory distraction, FPS will reflect overall 

cognitive resource deployment and 

attention level A recent investigation has 

used eye FPS to repeat Krugman's 

experiment in an environment closely 

replicating real-life media consumption 
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(Heath, 2009). The results have quantified 

Krugman's polygraph findings, showing 

that attention levels when processing TV 

advertising are between 38 percent and 46 

percent of the attention levels used to 

process print ads. This is a useful validation 

of the efficacy of eye FPS as a measure of 

level of attention toward TV advertising. 

Advertising and its associated creativity 

rely upon the audience for success 

(Cummins, 1996), However, it is important 

to remember advertising is more often than 

not deemed to be an unwelcome intrusion, 

regarded by many consumers as a constant 

source of irritation. Many consumers will 

make a conscious effort to avoid 

advertising communications. For those 

advertisements fortunate enough to be 

afforded attention, positive effects on 

persuasion and sales are registered, Alwitt 

(1987) found liking was attributable to 

response factors reflecting engagement 

with the advertising, relevant news, 

novelty, visual imagery, and production 

quality. Liking relates to "a feeling that you 

like, fond, enjoy, or satisfied of something" 

(Oxford Dictionary, 2005) and in the 

advertising parlance, an effective 

advertisement is one that is well liked by 

the target consumers and that they may be 

willing to watch again (Biel, 1990), If an 

advertisement passes the first hurdle, it 

receives further mental processing until 

liking the advertisement equates to buying 

the advertised brand. Liking has also been 

positively associated with duration and 

intensity of attention (Mackenzie and Lutz, 

1989), brand recall and awareness (Brown, 

1992; Walker, 1990), information 

processing (Cummins, 1996; Smit, Meurs, 

and Neijens, 2006), and effectiveness in 

generating sales (Haley and Baldinger, 

1991), In sum, the role of likeability can be 

compared to that of a "gatekeeper"; 

meaning that unless people like an 

advertisement, they will not watch or pay it 

any attention, thus the opportunity to 

generate sales is greatly diminished. In 

reviewing the myriad of advertising liking 

literature, most authors stress that likeable 

advertisements gain considerably more 

attention and score higher in persuasion 

than the commercials and print 

advertisements that annoy (see Aaker and 

Stayman, 1990; Biel, 1990; Biel and 

Bridgwater, 1990; Du Plessis, 1994a, 

1994b; Franzen, 1994; Greene, 1992; Haley 

and Baldinger, 1991; HoUis, 1995; 

Thorson, 1991; Walker, 1990; Walker and 

Dubitsky, 1994), Research on advertising 

likeability can be traced to Leavitt (1970) 

who used multidimensional adjectives 

selected from a list of unipolar scales to 

identify likeability dimensions. Subsequent 
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researchers then used adjectives (e.g. Aaker 

and Bruzzone, 1981,1985; Aaker and 

Stayman, 1990, Biel and Bridgwater, 1990; 

Greene, 1992) or statements (e.g. Du 

Plessis, 1994a) to describe the drivers of 

advertisements. According to Smit, Meurs, 

and Neijens (2006), six dimensions of 

advertising likeability were identified from 

1970 to date. These dimensions include 

entertaining (also named clever, ingenuity, 

or humorous),energetic (or stimulating), 

relevant (also named clear, informative, 

believable, or meaningful), empathetic 

(also named sensual, warm, or sensitive), 

irritating (also named alienating, tasteless, 

or confusing), and familiar (see Aaker and 

Bruzzone, 1985; Aaker and Stayman, 1990; 

Biel and Bridgewater, 1990; DeCock and 

DePelsmacker, 2000; Du Plessis, 1994a, 

1994b; Greene, 1992; Haley and Baldinger, 

1991; Leather, McKechnie, and 

Amirkhanian, 1994; Leavitt, 1970; 

Muldovan, 1985; Schlinger, 1979; Walker 

and Dubitsky, 1994; Wells, Leavitt, and 

McConville, 1971). Jones (2000) reported 

that though consumers 

in each continent share similar needs, they 

vary in the way they characterize the 

products that can satisfy those needs. 

Correspondingly, Lepkowska-White, 

Brashear, and Weinberger (2003) claim that 

advertising appeals should be matched with 

product types because an information 

search carried out by potential customers is 

closely related to the types of needs the 

product satisfies. For instance, Johar and 

Sirgy (1991) and Sirgy and Johar (1992) 

found that for consumers who are highly 

involved with a product, utilitarian 

information is more effective, and for 

consumers who are not involved with a 

product, value expressive advertisements 

are more persuasive, Ratchford (1987) 

claims informative products such as homes 

and cars are very important to consumers 

and satisfy utilitarian needs of consumption 

and, as such, information like quality and 

price are valued. For affective goods, like 

jewelry and fashion clothing which full 

ego-gratification, self-expression, and 

social motives of consumption, emotional 

information is often sought by consumers. 

In the case of habit-forming products (i.e. 

beauty aids and over-the counter drugs) and 

self-satisfactory goods (i.e.,, snack foods 

and soft drink), Ratchford (1987) suggests 

providing heuristic information, A number 

of studies have shown the influence of 

likeability differed for different types of 

products. Starting with Biel and 

Ridgwater's (1990) study, the authors found 

that likeable food and beverage 

commercials have high scores on the 

meaningful and relevant likeable scale. 
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This is followed by higher scores in relation 

to energy and lively execution. For nonfood 

and beverage products, the most important 

likeable attribute was meaningfulness of 

the commercial. In Smit, Meurs, and 

Neijens (2006) study of the relationship 

between types of products and likeability 

attributes, the authors claim the 

entertainment attribute is more often used 

as an advertising strategy for expressive 

products with lower financial or social risk. 

In contrast, the relevance attribute was 

found to be more suitable for "bigger tools" 

such as large appliances, insurance, and 

auto tires.  

A critical part of how advertising influences 

consumer behavior is explained by memory 

because consumers usually do not make 

brand purchase choices at the time of 

advertising exposure, but rather on the basis 

of the memory of the advertising messages 

(Mehta and Purvis 2006). Braun-LaTour 

and LaTour (2004) explain that the 

conventional wisdom in advertising was 

that memory for an ad creates a separate 

memory trace that decays over time. Failure 

to remember the ad was considered a 

consequence of the inability to find the 

right cue to access its content (Keller 1987). 

However, a newer view in this respect 

(Edell 1993) is that the memory for the ad 

interacts with other information stored in 

the memory (other ads, personal 

experience, word of mouth about the brand, 

etc.). Therefore, the memory for advertising 

is dynamic in nature (Braun 1999). 

 

Bronner and Neijens (2006) compare the 

experiences of different types of media with 

the experiences of advertising content. 

Malthouse et al. (2007) and Calder et al. 

(2009) show that various experience 

measures are associated with copy-testing 

measures of magazine and banner ads. 

They find, for instance, that the consumer’s 

experience of usefulness with a site is 

related to the ads on that site being 

experienced as useful. There are several 

theoretical explanations for why 

engagement should affect reactions to 

advertising, including categorization theory 

(Cohen & Basu 1987) and affect transfer 

(e.g. Broniarczyk & Alba 1991, p. 215). 

Dahlén (2005) does a literature review of 

media context effects and summarizes three 

possible theoretical rationales for why 

context should affect reactions to ads. The 

first is the mood congruency–accessibility 

hypothesis: ‘The ad context makes a certain 

mood or affect more accessible and relieves 

the processing of stimuli with similar 

moods or affects’ (p. 90). The second is the 

congruity principle: ‘the medium and the 

advertised brand converge and become 
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more similar in consumers’ minds’ (p. 90). 

The third is that the context serves as a 

cognitive prime that ‘activates a semantic 

network of related material that guides 

attention and determines the interpretation 

of the ad’ (p. 90). It should be noted that 

these explanations are not alternative 

explanations but, rather, all of them are 

plausible mechanisms for how media 

context can affect advertising.  

Marketing textbooks tend to use "attention" 

in a loose directional sense, similar to 

William James' definition at the end of the 

19th century: "the taking possession by the 

mind, in clear and vivid form, of one out of 

what seem several simultaneously possible 

objects or trains of thought" 

(James, 1890, p. 403). This makes it clear 

that attention is connected to the direction 

in which our conscious mind is being 

focused. But consciousness is not an on-off 

state, and we all are comfortable with words 

such as "subconscious" and 

"semiconscious" that describe different 

levels of consciousness. In the same vein, 

"attention" is not a directional on-off 

process going from attentive straight to 

inattentive. As noted by one behavioral 

neuroscientist, "both consciousness and 

attention occur in levels and grades, they 

are not monoliths, and they influence each 

other in a sort of upward spiral" (Damasio, 

2000, p. 91). So it is important to consider 

not just the direction of attention, but also 

the level of attention being paid. Our level 

of attention is closely linked to the amount 

(or "depth") of cognitive processing that is 

taking place, so the most meaningful 

definition of level of attention is the amount 

of cognitive resource being deployed at any 

one time (Maclnnis and Jaworski, 1989). 

For the purposes of this article, this means 

we can define level of "attention" as the 

amount of "conscious thinking" directed at 

an advertisement at any particular moment. 

 

One of the main attractions of using 

"attention" as the basis of a definition of 

"engagement" is that it creates a clear link 

between the effectiveness of an 

advertisement and the successful 

transmission of a message. Attention 

enhances our depth of processing, and 

increased depth of processing means better 

learning and better message recall (Craik 

and Lockhart, 1972; Petty and Cacioppo, 

1986). So if engagement leads somehow to 

better message recall, then those who see 

advertising as "one-way communication: 

creating and sending messages" (Duncan 

and Möriarty, 1999, p. 44) are very 

satisfied. The only problem is that there is 

evidence that this is not how TV advertising 

builds brands. a wide-ranging analysis of 
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880 IPA Advertising Effectiveness Award 

case studies found, "There is little evidence 

to support the widespread assumption that 

TV [advertising] is becoming less effective. 

In fact, TV effectiveness might be 

increasing" (Binet and Field, 2007, p. 9). A 

partial explanation of how TV builds strong 

brand relationships can be found in Heath, 

Brandt, and Nairn (2006). The first part of 

this research study tested online a total of 

43 currently on-air TV advertisements (23 

in the United States and 20 in the United 

Kingdom) for their emotional and rational 

content using the CEP Test (Cognitive 

Emotive Power Test). This test, operated by 

OTX, quantifies two constructs: Cognitive 

Power^'^, which measures the potency of 

the message and irrational information in 

the advertisement, and Emotive Power, 

which measures the potency of the 

emotional content or creativity in the 

advertisement.  

 

Take Out Of The Literature Review  

It is clear that the quest for the better 

understanding of the contribution which the 

quality of media exposure makes to the 

effectiveness of advertising has been a long 

and a wide one.    

Early on there was strong evidence that 

attention and clutter effects were at the 

heart of this issue. Much of the work carried 

out in more recent years has been about 

trying to find better ways of measuring 

factors such as attention position effects 

and involvements to answer the two key 

questions: 

 How do we determine a better 

measure of who has actually looked 

at a specific advertisement placed 

within a medium? 

 How do we determine which 

people are in an appropriate frame 

of mind to respond to the 

advertisement? 

These later studies have sort to find ways of 

applying our knowledge and understanding 

to improving the planning of advertising 

media strategies. What seems to be beyond 

doubt is the importance of these quality 

factors that are beyond the OTS. 

GAPS IN LITERATURE  

From an extensive review of literature the 

following gaps have been observed. 

 Though considerable literature is 

available on advertising exposure 

planning and        engagement, the 

numbers of studies in which 

experiments have been conducted to 

test the relationship are not large. This 

research tries to address this gap. 

 Most of the researches have been 

carried out in European and US context. 
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There is lack of research data in Indian 

context. 

 No industry specific study has been 

conducted. This study tries to address 

this gap in context to the Financial 

Services brands . 

 Though literature is available on drivers 

of Engagement, this literature is not 

able to differentiate these drivers 

according to their impact on the brand 

/product saliency. 

RESEARCH QUESTIONS  

This research endeavors to find out the 

following    

 To identify measures/parameters 

which goes beyond these ‘OTS’ and 

more closely linked to the likely 

effectiveness of the advertisement 

and its impact on the audience’s 

engagement 

 To identify more relevant measure 

to determine people’s appropriate 

frame of mind to respond to the 

advertisement, with a multiple 

media in perspective  

 What are more relevant measures to 

determine as to who actually looked 

at a specific advertisement placed 

within a medium 

 How can these learning’s be used 

(from the perspective of taking and 

applying the insight) to the media 

/advertising exposure planning 

process. 

RESEARCH METHODOLOGY AND 

DATA COLLECTION 

Based on the literature survey and 

experience survey the research problem and 

hypothesis were formulated. The target of 

this study was primarily the advertising 

exposure planning for Banking, Financial 

and insurance companies in India. The 

nature of this study called for a collection 

of primary data through a survey method. 

This involved designing a questionnaire 

and pre-testing it before starting the main 

survey. Various hypothesis formulated in 

the study were   tested using appropriate 

statistical tools. Based on the results of 

hypothesis testing, a frame work was 

developed to calculate the value through 

empirical model.     

To evaluate the existing media planning 

processes across various medium and 

ascertain the efficacy of Television OTS 

based measurement with reference to 

Financial services advertising in India, this 

were  done through evaluating the OTS 

measure based media planning exercise for 

past couple of years  and their resultant 

impact on brand saliency performance of 

Financial services brands, this was 

followed by the evaluation of the impact of 
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the advertising engagement drivers on the 

brand saliency and then the linkages of the 

above two and work out an empirical model 

by identify measures/parameters which   

‘OTS’ measures and more closely linked to 

the likely effectiveness of the 

advertisement and its impact on the 

audience’s engagement and correct brand 

recall of the Television advertisement 

The tools were used to test the correlation 

among Advertising exposure planning 

practices, Advertisement engagement and 

brand performance. Regression analysis, 

ANOVA Techniques for validity of the 

construct and to test the relationship among 

the various variables 

It is evident that program appeal varied 

considerably by target group hence the 

viewers survey was conducted amongst the 

Primary viewers only (Viewers owning a 

TV set).  The respondent for the study were 

defined as – 

“Individuals 15+ years in SEC A, B & C 

homes owning a TV Set (With or without 

cable connection)”  

The sample included men and women 

representative of the television viewing 

population in terms of gender, age and other 

relevant characteristics. 

The survey had two parts to it, one was the 

general demographic and the 

psychographic profiling questions of 

(orientation towards advertisement etc.) 

and the second part included the 

programme appreciation parameters about 

the programme which were viewed day 

before the interview, this part also included 

the recalled advertisement pertaining to 

BFSI category by each respondent. 

Keeping in view of respondent fatigue, only 

three Television programmes, appreciation 

response was collected by each respondent  

Sample Size & Composition 

The viewers survey was conducted in 

Mumbai & Thane city with a total sample 

of 194 individuals, however final number 

of respondents who fulfilled the entire 

criterion were 140, with whom the entire 

viewers questionnaire was administered. 

Total number of records for the programme 

appreciation was 420 

 2 interviews per day for 70 days 

 3 programme records from each 

respondent 

Records- 70x2x3= 420 

This sample size yielded adequate number 

of response to draw conclusion and do a 

multivariate analysis on the data acquired. 
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This facilitated analysis at each programme 

level (as well as by programme genre). 

Sample Selection 

Selection of respondent for the survey was 

done as follows: 

 In each city a number of localities with 

homes predominantly in the three 

selected SEC’s were selected to start the 

fieldwork 

 A number of homes in each locality 

were contacted, following a pre-

determined Random route Random 

Location method (The Right Hand Rule 

of Interviewing) 

 When an eligible household was 

identified, interview was conducted, 

this was conducted with one member of 

the household, age 15+.  

Spread of the interviews 

In a research of this kind, if we were to even 

collect information on what the individual 

did and which programme he/she was 

watching in the “last week”, then out of 

sheer memory problem and telescopy, the 

data would be unreliable. It was important 

therefore that all questioning be restricted 

to programmes “watched yesterday”.  This 

involves that:  

 Interviews be spread across  

 The daily sample composition also 

has to be more or less the same. 

Combining the above condition with 

minimum quotas for each selected 

programme and with other normal 

sampling principles of spread across 

localities in the city. 

Information areas from the viewers 

All program related and ad related 

information from the viewer was obtained 

based on “yesterday’s viewing”; this 

ensured that data provided was reliable (and 

not subjected to forgetting). 

Each respondent was asked: 

 Television programmes watched the 

previous day (aided by time slots) 

 For each program watched, attitudes 

toward the program – overall attention 

with which watched, extent of 

enjoyment, whether the program was 

involving, amount of program watched, 

reason for watching, other activities 

engaged in while watching the program, 

whether turned on the television to 

specifically watch the program, 

whether always watch the program and 

so on. 

 Each programme viewed yesterday by 

the respondent to capture the aspects of 

attention and explore the relationship 
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between attention and commercial 

viewership. 

 For each program, whether recall any 

ads aired during the commercial breaks 

and if so which ads 

 Other viewer related information 

(television viewing habits, channels 

watched and so on) 

DATA ANALYSIS AND 

INTERPRETATION 

The data was collected through the survey 

questionnaire form the media planners, and 

the viewers, the survey findings displayed 

below have been segregated in to two parts 

the part 1 shows the findings from the 

media planners interview through a face to 

face questionnaire and the part 2 shows the 

findings from the viewers interview 

through a face to face questionnaire. 

The Viewers Sample 

The total number of people who were 

contacted to respond to the research was 

194 out of which 168 agreed to respond, of 

these 168 samples, only 140 had Television 

in working condition or had viewed 

Television programme the previous day. In 

a research of this kind, in order to get an 

accurate response, it was important to 

collect the information about the Television 

programs watched by the respondents 

(viewers) with a minimum time lapse 

between the programme viewed and the 

data collected. The primary reason behind 

this was that if the information on what the 

respondents (viewers) did and which 

programme he was watched in the “last 

week”, then out of sheer memory problem 

and telescopy, the data would be unreliable. 

Hence, it was important therefore that all 

questioning was restricted to programmes 

“watched yesterday”, and maintain a daily 

sample which was more or less the same. 

Keeping the above condition in strict 

consideration the below mentioned table 

describes the geographical location of the 

sample. The sample was drawn from 

different areas scattered in Thane (West), 

which is considered as an Urban 

Agglomeration central suburbs of the city 

Mumbai. (Refer Table 1) 

Total number of respondents who were 

contacted during the course of the interview 

were around 194, total number of 

respondent who agreed to respond to the 

interview were 168.  

Respondents who had television at home 

in working condition at the time of the 

interview 

When the respondents were asked about the 

TV in working condition, then only 87% of 

168 confirmed the same i.e. only 140 

confirmed. These set of 140 respondents 
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formed the basis of the viewer survey 

questionnaire.(Refer Table 2) 

Television set with remote 

91% of the respondent who claimed they 

had television at home claimed that their 

Television had remote in working 

condition.(Refer table 3) 

Decision maker of financial services 

among the respondents (Viewers) 

Of the total 140 respondents (viewers) who 

were finally interviewed 91% of them 

claimed that they were sole decision maker 

of the financial services products in their 

households. Only 4% of them claimed that 

they made the decision in collaboration 

with someone else.(Refer table 4) 

Language of watching Television 

programme 

57% of the respondents claimed that Hindi 

was their preferred language of Television 

viewing, 22% of the respondents claimed 

that English was their preferred language of 

Television viewing, hence majority of the 

respondents 79% were used to watching 

either Hindi Television Channels or 

English Television Channels(refer table 5) 

Average days of Television viewing by 

respondents (viewers) in a week 

81% of the respondents claimed that in an 

average week most of them manged to 

watch televison alsmost every day of the 

week(Refer table 6) 

Time Spent Watching Television Over 

weekend by respondents (viewers) in a 

week 

43% of the respondents claimed that they 

watched Television more than 7 hours in an 

average weekend. 48% of the respondents 

claimed that they watched Television more 

than 2 hour to at least 7 hours a week; hence 

the sample was evenly distributed among 

heavy and moderate Television viewers as 

far as the weekend Television viewing is 

concerned.(Refer table 7) 

Time spent watching television over 

weekdays by respondents (viewers) 

65% of the respondents claim that they 

spend upto 3 hours in Television viewing 

on an average weekday. There were very 

few percentages of respondents who were 

very heavy viewers of Television. 6% of the 

respondents claimed that they viewed 

Television for more than 7 hours a 

day.(Refer table 8) 

Disposition of the respondents (viewers) 

towards advertising 

The series of statement in question number 

ten of the viewer’s questionnaire was asked 

to the respondents to get their disposition 

towards advertising in general and new 

brand engagements. These dispositions was 
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evaluated on the response given by the 

respondents to a five point scale,  

Statement 1: I find advertising a waste of 

Time:  

78% of the respondents either disagreed or 

tend to disagree on this statement, giving an 

indication that predominantly the sample 

which was interviewed was positively 

disposed towards receiving messages 

through advertising (Refer table 9) 

Statement 2: Advertising often makes 

you buy things you don’t need:  

38% of the respondents definitely disagreed 

or tend to disagree with the statement, and 

25% of the respondents, tend to agree or 

more or less distributed towards there 

disposition to the statement.(Refer table 10) 

Statement-3: I tend to buy brands I see 

advertised:  

79% of the respondents claimed that either 

they agreed or tend to agree with the 

statement, hence there seemed to be an 

overwhelming positive disposition of the 

sample (viewers) towards buying brands 

which are advertised.(Refer Table 11) 

Disposition of respondents (viewers) 

towards direct mailers 

Statement: I do not like receiving letters 

or advertisements from different 

companies informing or asking me to 

buy their products:  

67% of the respondents claimed that either 

they disagreed or tend to disagree with the 

statement, hence there seem to be a 

negative disposition among the respondents 

(viewers) towards direct mailer as a form of 

advertisements (Refer table 

12)Disposition of respondents (viewers) 

during Television ad break 

Statement: While watching a TV 

programme, I usually change channels 

during advertisements:  

71% of the respondents claimed that either 

they disagreed or tend to disagree with the 

statement. (Refer table 13) 

Disposition of respondents (viewers) 

towards shopping 

Statement : I really enjoy any kind of 

shopping:  

55% of the respondents claimed that either 

they disagreed or tend to disagree with the 

statement; around 24% of the respondents 

either definitely agreed or tend to agree to 

the statement.(Refer table 14) 

Disposition respondents (viewers) 

towards new products and brand 

Statement 1: I usually buy the best 

known brands:  
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37% of the respondents claimed that either 

they disagreed or tend to disagree with the 

statement, 30% of the respondents claimed 

that either they agreed or tend to agree, with 

the statement(Refer table 15) 

Statement 2:I like to try new 

products/brands:  

85% of the respondents claimed that either 

they agreed or tend to agree with the 

statement; hence the sample has an 

overwhelming positive disposition towards 

trial and purchase of new brands.(Refer 

table 16) 

Disposition of respondents (viewers) 

towards promotional offers 

Statement : I always look out for special 

offers / discounts that are given for 

brands:  

81%of the respondents claimed that either 

they agreed or tend to agree with the 

statement. (Refer table 17) 

From analysisng the disposition of the 

sample towards the behavourial questions, 

the general insight about the respondent 

base emerges as a group of viewers who are 

positively disposed towards advertising , 

although most of them do not have an 

affinity towards direct mailer as mode of 

advertisement. Most of them are positively 

disposed towards trying new product and 

brands as well as have a higher penchant for 

buying brands which they see advertised. 

Weekday weekend break up of the 

interviews(Refer table 18) 

Gender break up of the respondent 

(viewers)(Refer table 19) 

Correlation between rating points and 

the percentage correct brand recall 

Correlation refers to a technique used to 

measure the relationship between two or 

more variables. When two things are 

correlated, it means that they vary together. 

Positive correlation means that high scores 

on one are associated with high scores on 

the other, and that low scores on one are 

associated with low scores on the other. 

Negative correlation, on the other hand, 

means that high scores on the first thing are 

associated with low scores on the second. 

Negative correlation also means that low 

scores on the first are associated with high 

scores on the second. Pearson r is a statistic 

that is commonly used to calculate bivariate 

correlations. Karl Pearson’s coefficient of 

correlation is also known as the product 

moment correlation coefficient. The value 

of ‘r’ lies between ± 1. Positive values of r 

indicate positive correlation between the 

two variables (i.e., changes in both 

variables take place in the statement 

direction), whereas negative values of ‘r’ 
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indicate negative correlation i.e., changes in 

the two variables taking place in the 

opposite directions. A zero value of ‘r’ 

indicates that there is no association 

between the two variables. When r = (+) 1, 

it indicates perfect positive correlation and 

when it is (–) 1, it indicates perfect negative 

correlation, meaning thereby that variations 

in independent variable (X) explain 100% 

of the variations in the dependent variable 

(Y). We can also say that for a unit change 

in independent variable, if there happens to 

be a constant change in the dependent 

variable in the same direction, then 

correlation will be termed as perfect 

positive. But if such change occurs in the 

opposite direction, the correlation will be 

termed as perfect negative. The value of ‘r’ 

nearer to +1 or –1indicates high degree of 

correlation between the two variables. The 

numerical value of the correlation 

coefficient. Correlation coefficients can 

vary numerically between 0.0 and 1.0. The 

closer the correlation is to 1.0, the stronger 

the relationship between the two variables. 

A correlation of 0.0 indicates the absence of 

a relationship. A positive correlation 

coefficient means that as variable 1 

increases, variable 2 increases, and 

conversely, as variable 1 decreases, 

variable 2 decreases. In other words, the 

variables move in the same direction when 

there is a positive correlation. A negative 

correlation means that as variable 1 

increases, variable 2 decreases and vice 

versa. In other words, the variables move in 

opposite directions when there is a negative 

correlation. The negative sign indicates that 

as class size increases, mean reading scores 

decrease. Correlation can only indicate the 

presence or absence of a relationship, not 

the nature of the relationship. Correlation 

is not causation 

 

The correlation between two variables of 

our study first one being the Television 

Rating Point (TVR) and the second one 

being the % correct recall of the brand in 

the ad, showed a very weak or no 

correlation at all, the correlation coefficient 

of the same was + 0.09. The interpretation 

thus derived is that there no significant 

presence of a relationship between 

Television rating point of the Television 

programme watched and the correct brand 

recall by the respondents (viewers) of the 

study.  

The correct brand recall percentage for each 

programme has been derived as the brands 

recalled correctly as a percentage of the 

total brand ads pertaining to the financial 

services category. (Refer Figure 1) 

The correlation coefficient is 0.09 
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No correlation between the correct brand 

recall by the respondents (of the TV ads 

shown during the ad break) and the 

Television Rating Point of those 

programmes.  

This is significant observation because the 

inherent assumption on which the media 

planners work is that the higher Television 

Rating Point of a television programme 

assures a higher visibility of the brands 

advertised during those programme and as 

a corollary means higher brand recall, this 

assumption is getting disproved from the 

data analysis. 

Regression Statistics 

The general purpose of multiple regressions 

is to learn more about the relationship 

between several independent or predictor 

variables and a dependent or criterion 

variable. In this case the independent 

variables are the various programme 

appreciation variables which have been 

collected from the respondent and are 

individual Television programme specific, 

and the dependent variable is the correct 

brand recall percentage, which was 

evaluated basis the percentage correct 

brand recalled by the respondent (viewer) 

in the programme appreciation sheet on the 

actual number of brand advertised during 

the respective programme which was 

extracted from the ADEX data. (Refer table 

20) 

Multiple Correlation Coefficient- is 0.96 

this indicates that the correlation among 

dependent and the independent 

variables is positive.    

R Square– This is the most important 

number of the output. This indicates how 

well the regression line approximates the 

real data in other words how much of the 

output variable’s variance is explained by 

the input variables’ variance. In this case 

the R-Square is very significant around 

0.93, indicating a very good fit; this means 

that 93% of the variation in the dependent 

variable (Correct %brand recall) is 

explained by the independent variables. 

Adjusted R square- The measure of 

explanatory power is 0.93 

The Standard Error- The standard error is 

the estimate of the variation of % correct 

brand recall about the regression line, this 

is in the same unit of measurement as the 

dependent variable. 

  

Analysis of Variation (ANOVA) 

The Analysis of Variation (ANOVA) 

information provides the breakdown of the 

total variation of dependent variable into 

the explained and the unexplained portion 

(Refer Table 21) 
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The SS Regression is the variation 

explained by the regression line; SS 

residual is the variation of the dependent 

variable that is not explained. 

The F statistic is calculated using the ratio 

of the mean square regression (MS 

Regression) to the mean square residual 

(MS Residual). The critical F value for 9 

and 410 degrees of freedom, shows that the 

null hypothesis is not true 

H0: β1= β2= β3= β4= β5= β6= β7= β8= β9 

HA : at least one βi not equal to 0 

The p value associated with the calculated 

F-statistics is probability beyond the 

calculated value. Comparing this value with 

5% indicates the rejection of the null 

hypothesis. 
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The Estimated Regression Line(Refer 

table 22) 

The results of the estimated regression line 

include the estimated coefficients, the 

standard error of the coefficients, the 

calculated t statistics, the corresponding p-

value, and the bounds of 95% confidence 

intervals. 

The independent variables that statistically 

significant in explaining the variations in 

the correct brand recall are: 

1. Attitude towards the TV Programme 

2. Attitude on missing the TV Programme 

3. Emotions evoked while watching the 

TV Programme 

4. Presence of other viewers in the room 

5. Activities being done while watching 

the TV programme 

 

The relationship between the attitude 

towards the TV programme and the % 

correct brand recall is closely related, more 

the intensity/intention of appointment 

viewing towards the TV programme more 

the higher is the correct brand recall. The 

scaling in the data collection format is 

negative scaling i.e. higher level of 

appointment viewing to the lesser level of 

appointment viewing (1 to5), hence the ‘-

ve’ coefficient. The coefficient of 5.2 

indicates that the average decrease in 

appointment viewing intensity reduces the 

correct brand recall by 5.2%. 

The relationship between missing the TV 

programme and the % correct brand recall 

is closely related, higher the 

intensity/intention of watching the TV 

programme if the viewer misses it the first 

time, higher is the possibility of correct 

brand recall of advertisements shown in 

that programme. The coefficient of 1.6 

indicates that the average decrease in 

intensity of watching the missed TV 

programme reduces the correct brand recall 

by 1.6%.  

The relation between the emotions 

evoked/involvement with the TV 

programme while watching the TV 

programme and the % correct brand recall 

is closely related. More involved the viewer 

is with the TV programme from start to 

finish, higher is the possibility of correct 

brand recall of advertisements shown in 

that programme. The coefficient of 4.9 

indicates that the average decrease in the 

degree emotions evoked/ involvement 

reduces the correct brand recall by 4.9%. 

The relationship between presence of other 

viewers in the room while watching the TV 

programme and the % correct brand recall 

is closely related. Solus viewership i.e. 

viewing the TV programme alone seems to 

be impacting the % correct brand recall 
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positively. The coefficient of 9.9 indicates 

that the absence of any other viewer (apart 

from the respondent viewer) increases the 

correct brand recall by 9.9%. 

The relation between the activities being 

done while watching the TV programme 

and the % correct brand recall is closely 

related. The coefficient of 1.8 indicates that 

the average increase in number of activities 

being done while watching the TV 

programme reduces the correct brand recall 

by 1.8%. 

While the independent variables which are 

not explaining the variations in the 

dependent variable statistically are: 

1. Quality of reception of the TV 

programme 

2. Enjoyment rating while watching the 

TV programme 

3. Attention level while watching the TV 

programme 

4. Amount of TV programme watched 

 

Multiple Correlations 

When using multiple regressions to 

estimate a relationship, there is always the 

possibility of correlation among the 

independent variables. This correlation 

may be pair-wise or multiple correlation. 

Looking at the correlation, generated by the 

Correlation function within Data Analysis, 

we see that there is positive correlation 

among several variables.(Refer table 23) 

 

In the case of multicollinearity, usually the 

options is to re-specify the regression 

model, removing the independent variables 

which are statistically explaining the 

variation in the dependent variable (correct 

brand recall %). 

The following variables were taken as the 

dependent variable and the regression 

model was fitted again  

1. Attitude towards the TV 

Programme 

2. Attitude on missing the TV 

Programme 

3. Emotions evoked while watching 

the TV Programme 

4. Presence of other viewers in the 

room 

5. Activities being done while 

watching the TV programme 

The summary output of this analysis was as 

follows (Refer table 24) 

Estimated Regression Line(Refer table 

25) 

 

The correlation between the Television 

rating points and the correct brand recall 

were very low, indicating to a possibility 

that the there are other factors which could 

be responsible for the brand recall and 
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retention among the respective viewers 

respondent, while viewing the Television 

programme. The traditional approach of 

according higher relevance to the 

Television programme which has higher 

exposure may have some exception, and 

hence the engagement level of the viewers 

while watching the Television programme 

could be a determining factor in the brand 

recall and retention of brand names shown 

during the advertisement break of those 

television programme.  

Careful analysis of the literature review 

indicated that the engagement level of the 

viewers with the Television programme 

could be a function of the consumer psyche 

i.e. his or her disposition towards 

advertisement in general, the interaction 

with the vehicle (TV programme) in terms 

of his, loyalty towards watching the 

programme, the appointment viewing   

aspect of the viewer in watching the 

programme, as well as the environment in 

which he/she is watching the programme. 

In all the nine parameters/ variables were 

tested for their impact on the variance of the 

dependent variable i.e. correct brand recall 

among the viewers. The independent 

variables that statistically significant in 

explaining the variations in the correct 

brand recall were: 

1. Attitude towards the TV Programme 

2. Attitude on missing the TV Programme 

3. Emotions evoked while watching the 

TV Programme 

4. Presence of other viewers in the room 

5. Activities being done while watching 

the TV programme 

 

Attitude towards the TV programme of the 

viewer was indicative of the intention of an 

appointment viewing of the viewer for the 

said programme, higher the intention of the 

viewer to watch a particular TV 

programme, more is the probability of the 

correct brand recall of the TV ads shown 

during that television programme among 

the respondents 

Attitude on missing the TV programme was 

indicative of the intention on the part of the 

respondent/viewer to ensure that they 

watch the repeat telecast of the TV 

programme, higher the intention of the 

viewer to watch a particular TV programme 

repeat telecast in case they miss the original 

telecast, more is the probability of the 

correct brand recall of the TV ads shown 

during that television programme among 

the respondents  

Emotions evoked while watching the TV 

programme was indicative of the 

involvement level with which a person 

consumes the TV programme (involved-

indifferent-bored). Higher the involvement 
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level with the TV programme more is the 

probability of the correct brand recall of the 

TV ads shown during that television 

programme among the respondents  

Presence of other person/viewers in the 

room while watching the TV programme 

and also the number of activities being done 

simultaneously while watching the TV 

programme, also seems to have an impact 

on the brand recall 

Overall summary of the Multivariate 

Analysis 

The correlation between the Television 

rating points and the correct brand recall 

were very low, indicating to a possibility 

that the there are other factors which could 

be responsible for the brand recall and 

retention among the respective viewers 

respondent, while viewing the Television 

programme. The traditional approach of 

according higher relevance to the 

Television programme which has higher 

exposure may have some exception, and 

hence the engagement level of the viewers 

while watching the Television programme 

could be a determining factor in the brand 

recall and retention of brand names shown 

during the advertisement break of those 

television programme. The careful analysis 

of the literature review indicated that the 

engagement level of the viewers with the 

Television programme could be a function 

of the consumer psyche i.e. his or her 

disposition towards advertisement in 

general, the interaction with the vehicle 

(TV programme) in terms of his, loyalty 

towards watching the programme, the 

appointment viewing   aspect of the viewer 

in watching the programme, as well as the 

environment in which he/she is watching 

the programme. In all the nine parameters/ 

variables were tested for their impact on the 

variance of the dependent variable i.e. 

correct brand recall among the viewers. The 

independent variables that statistically 

significant in explaining the variations in 

the correct brand recall were: 

1. Attitude towards the TV 

Programme 

2. Attitude on missing the TV 

Programme 

3. Emotions evoked while watching 

the TV Programme 

4. Presence of other viewers in the 

room 

5. Activities being done while 

watching the TV programme 

 

Attitude towards the TV programme of the 

viewer was indicative of the intention of an 

appointment viewing of the viewer for the 

said programme, higher the intention of the 

viewer to watch a particular TV 
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programme, more is the probability of the 

correct brand recall of the TV ads shown 

during that television programme among 

the respondents 

Attitude on missing the TV programme was 

indicative of the intention on the part of the 

respondent/viewer to ensure that they 

watch the repeat telecast of the TV 

programme, higher the intention of the 

viewer to watch a particular TV programme 

repeat telecast in case they miss the original 

telecast, more is the probability of the 

correct brand recall of the TV ads shown 

during that television programme among 

the respondents  

Emotions evoked while watching the TV 

programme was indicative of the 

involvement level with which a person 

consumes the TV programme (involved-

indifferent-bored). Higher the involvement 

level with the TV programme more is the 

probability of the correct brand recall of the 

TV ads shown during that television 

programme among the respondents  

Presence of other person/viewers in the 

room while watching the TV programme 

and also the number of activities being done 

simultaneously while watching the TV 

programme, also seems to have an impact 

on the brand recall 

SUMMARY AND CONCLUSION  

The correlation between the Television 

rating points and the correct brand recall 

were very low, indicating to a possibility 

that the there are other factors which could 

be responsible for the brand recall and 

retention among the respective viewers 

respondent, while viewing the Television 

programme. The traditional approach of 

according higher relevance to the 

Television programme which has higher 

exposure may have some exception, and 

hence the engagement level of the viewers 

while watching the Television programme 

could be a determining factor in the brand 

recall and retention of brand names shown 

during the advertisement break of those 

television programme. The careful analysis 

of the literature review indicated that the 

engagement level of the viewers with the 

Television programme could be a function 

of the consumer psyche i.e. his or her 

disposition towards advertisement in 

general, the interaction with the vehicle 

(TV programme) in terms of his, loyalty 

towards watching the programme, the 

appointment viewing   aspect of the viewer 

in watching the programme, as well as the 

environment in which he/she is watching 

the programme. In all the nine parameters/ 

variables were tested for their impact on the 

variance of the dependent variable i.e. 

correct brand recall among the viewers. The 

http://dx.doi.org/10.16962/EAPJSS/issn.2394-9392/2014


ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 2349-2317 (Online); DOI: 10.16962/EAPJMRM/issn. 2349-2317/2015; Volume 7 Issue 4 (2016) 

 ……………………………………………………………………………………………………… 
 

independent variables that statistically 

significant in explaining the variations in 

the correct brand recall were: 

1. Attitude towards the TV 

Programme 

2. Attitude on missing the TV 

Programme 

3. Emotions evoked while watching 

the TV Programme 

4. Presence of other viewers in the 

room 

5. Activities being done while 

watching the TV programme 

 

Attitude towards the TV programme of the 

viewer was indicative of the intention of an 

appointment viewing of the viewer for the 

said programme, higher the intention of the 

viewer to watch a particular TV 

programme, more is the probability of the 

correct brand recall of the TV ads shown 

during that television programme among 

the respondents 

Attitude on missing the TV program was 

indicative of the intention on the part of the 

respondent/viewer to ensure that they 

watch the repeat telecast of the TV 

programme, higher the intention of the 

viewer to watch a particular TV programme 

repeat telecast in case they miss the original 

telecast, more is the probability of the 

correct brand recall of the TV ads shown 

during that television programme among 

the respondents  

Emotions evoked while watching the TV 

programme was indicative of the 

involvement level with which a person 

consumes the TV programme (involved-

indifferent-bored). Higher the involvement 

level with the TV programme more is the 

probability of the correct brand recall of the 

TV ads shown during that television 

programme among the respondents  

Presence of other person/viewers in the 

room while watching the TV programme 

and also the number of activities being done 

simultaneously while watching the TV 

programme, also seems to have an impact 

on the brand recall 
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ANNEXURES 

 

VIEWER QUESTIONNAIRE 

Questionnaire    

Introduction:  Talk to the adult of the household 25 YEARS or more - Namasteji, I am 

pursuing my research in Television and Advertising viewing habits and for that purpose may I 

please speak to the Chief Wage Earner of the household?  Your responses would be of great 

help to me in the completion of my research work.  

Chief Wage Earner- Who contributes maximum to the household income 

Q1. Do you have a Television set in your house which is in working condition?  

Yes 1 CONTINUE 

No 2 TERMINATE 

Q2. How many TV sets does your household own in working condition?   

 

Q3. Does the TV set which you watch regularly has a remote control  

Yes 1  

No 2  

Q4. How do you receive TV channels on your TV set 

Through Cable Operator 
……. 

1  Ordinary Antenna 
…………… 

3 

DTH/Satellite Dish Antenna 
… 

2  Through Other Means ……… 4 

Q5. Please tell me with reference to the purchase of financial services products who are the 

decision maker in your Household. (Products like, Insurance, Mutual Funds, Bank Accounts 

etc.)  

You Alone You along with someone 

else  

Your 

Spouse 

Your 

Children 

Your 

Parents 

Advis

or 

Your 

Employer 

Othe

rs 

1 2 3 5 6 7 8 9 

TERMINATE the interview if 1 or 2 not coded in Q5, (i.e. the respondent is not the 

complete or partial decision maker of financial services product of the family) 

Q6. Please tell me in which languages do you normally watch television programmes in your 

house? 
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Language  Language  Language  Language  

Assamese 1 Kashmiri 7 Punjabi 13 Sanskrit 19 
Bengali 2 Khasi 8 Rajasthani 14 Other Language/s  
English 3 Konkani 9 Sindhi  15 Other Language 1- 20 
Gujarati 4 Malayalam 10 Tamil  16 Other Language 2- 21 
Hindi  5 Marathi  11 Telugu  17 Other Language 3- 22 
Kannada 6 Oriya 12 Urdu 18 Other Language 4- 23 
 
 

       

Q7.Please recall all the TV programmes you yourself watched on any channel during last week. 

In an average week these days, on how many days out of seven do you watch Television? It 

does not matter whether you watch it at home or somewhere else. If the response is X then the 

interview to be terminated 

 

 

 

Q8. I want you to recall all the TV   programmes that you yourself watched on any channel   

last week. You could have watched TV at home or outside. First please think back to the last 

week and   tell me, approximately how much   time did you spend watching TV on Sunday / 

holiday last week? 

Q9.Now think of other working days of the last week.  How much time on an average working 

day did you Spend watching TV last week? 

 Q8.Sunday/Holiday Q9.Average Working 

Day 

Did not watch X Y 

Less than half an hour 1 1 

Half an hour to one hour  2 2 

More than 1hour  to  2 hours 3 3 

More than 2 hour to 3 hours 4 4 

More than 3 hour to 5 hours 5 5 

More than 5 hour to 7 hours 6 6 

More than 7hour to 9 hours 7 7 

More than 9hour to 11 hours 8 8 

More than 11 9 9 

 

Q10.I will now read out a few statements, which describes Opinions / interests of people like 

you. Please tell me how much you agree or disagree with each of these statements. Choose one 

option only from the five options, for each statement- Definitely Agree, Tend to Agree, Neither 

Agree Nor Disagree, Tend to Disagree, Definitely Disagree. Please note, that there are no right 

or wrong answers. I am only interested in your opinion. 

Number of Days in 

Average Week 

Less than 

one 

None 

7 6 5 4 3 2 1 9 X 
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 Statements 

D
efin

itely
 A

g
ree 

T
en

d
 to

 A
g
ree 

N
eith

er A
g
ree n

o
r 

D
isag

ree 

T
en

d
 to

 D
isag

ree 

D
efin

itely
 D

isag
ree 

1 I find advertising a waste of my time 5 4 3 2 1 

2 

I do not like receiving letters or advertisements from 

different companies informing or asking me to buy their 

products  

5 4 3 2 1 

3 

While watching a TV programme, I usually change 

channels during advertisements  
5 4 3 2 1 

4 I really enjoy any kind of shopping 5 4 3 2 1 

5 I usually buy the best known brands  5 4 3 2 1 

6 Advertising often makes you buy things you don’t need 5 4 3 2 1 

7 I tend to buy brands I see advertised 5 4 3 2 1 

8 I like to try new products/brands  5 4 3 2 1 

9 

I always look out for special offers / discounts that are 

given for brands  
5 4 3 2 1 

 

Q11. This research is all about what people do in an average day / weekend.  What do they do, 

at what time of day?      and when are they free, and how they spend their free time, and whether 

they watch any TV. To begin with, did you watch any TV yesterday?  EXPLAIN (By 

‘watching TV’ I mean a TV broadcast programme and not video) 

Yes 1 CONTIN

UE 

 No 2 TERMINA

TE 

 

 

Yesterday: 

Date 

  Mont

h 

  Day of 

Week 

Mon 1 Wed 3 Fri 5 Su

n 

7  

     Tues 2 Thur

s 

4 Sat 6     
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Q12. Demographic information of the respondent 

Record the 

Gender of the 

Respondent 

Male   Ask Age of 

the 

Respondent 

  Qualificatio

n of the 

Respondent 

  Holiday 1 

Female     Education   Weekday 2 

Q13. I want you to recall virtually every minute of yesterday and tell me  

 Whether you watched any TV  -  either at home or outside yesterday 

 Whether TV was on (at home or outside) and you could have watched some part or only 

for a few minutes. 

 

It is also possible that you may not have actually decided to switch on the TV.  Somebody 

else could have decided to watch the programme and you could be in the same room when 

the TV is on.  If you have watched TV even in this way, please mention it. Let us begin from 

yesterday morning.  Check on each day part as per the grid on the adjoining page.  

 The channel/s watched 

 The programme/s watched during that particular time-slot  

Record this data in the Grid  

 Write briefly the channel name in the space provided 

 For each channel, write down the programme watched during the time-slot 

  

Q14.You said you watched TV at ……………… time (READ OUT THE FIRST SLOT 

CODED AT Q13.) yesterday Can you tell me which channel was the TV switched on to?  

Any other channel? Please tell me only those channels, which you have watched 

continuously for at least 5 mins without changing any other channel in between those 5 

mins. And what was the programme on this channel at …………. (time-slot) ?  Did you 

watch any other programme around the same time ? Please tell me only those programmes, 

which you have watched continuously for at least 5 mins without changing to any other 

programme in between those 5 mins 
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TV 

Watched 

CHANNEL 1 

NAME 

Prog-1 

Name 

CHANNEL  2 

NAME 
Prog-2 Name 

CHANNEL  3 

NAME 
Prog-3 Name 

6:00 -   7:00 am 
01 

      

7:00 -   8:00 am 02 
      

8:00 -   9:00 am 
03       

9:00 -  10:00 am 04       

10:00 -  11:00 

am 
05 

      

11:00 – 12:00 

noon 
06 

      

12:00 -   1:00 

p.m. 
07       

1:00 -   2:00 

p.m. 
08 

      

2:00 -   2:30 

p.m. 
09 

      

2:30 -   3:00 

p.m. 
10 
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TV 

Watched 

CHANNEL 1 

NAME 

Prog-1 

Name 

CHANNEL  2 

NAME 
Prog-2 Name 

CHANNEL  3 

NAME 
Prog-3 Name 

3:00 -   3:30 

p.m. 
11 

      

3:30 -   4:00 

p.m. 
12 

      

4:00 -   5:00 

p.m. 
13 

      

5:00 -   6:00 

p.m. 
14 

      

6:00 -   7:00 

p.m. 
15 

      

7:00 -   7:30 

p.m. 
16       

7:30 -   8:00 

p.m. 
17 

      

8:00 -   8:15 

p.m. 
18 

      

8:15 -   8:30 

p.m. 
19 
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TV 

Watched 

CHANNEL 1 

NAME 

Prog-1 

Name 

CHANNEL  2 

NAME 
Prog-2 Name 

CHANNEL  3 

NAME 
Prog-3 Name 

8:30 -   8:45 

p.m. 
20 

      

8:45 -   9:00 

p.m. 
21 

      

9:15 -   9:30 

p.m. 
22 

      

9:30 -   9:45 

p.m. 
23       

9:45 - 10:00 

p.m. 
24 

      

10:00 - 10:15 

p.m. 
25 

      

10:15 - 10:30 

p.m. 
26 

      

10:30 - 10:45 

p.m. 
27 

      

10:45 - 11:00 

p.m. 
28 

      

11:00 - 11:30 

p.m. 
29 

      

Late Night 31       
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Selection of three programmes 

 

Q15. You have just now told me that you have watched 

_________,_________,______programmes yesterday. Can you please tell me for each 

programme whether you remember watching any advertisement, which was telecast during that 

programme. 

Ask Q16 if advertisement watched in Q 15 for that programme 

Q16. You have just now told me you remember watching an advertisement, which was 

telecasted during ________ programme. Can you please tell me for which Financial 

brand/brands do you remember seeing the advertisements (Banks, Insurance, Mutual Funds, 

Wealth Management etc)? Any other? Any other? 

 

Sr. 

No. 
Programme name 

Prog. 

Code 
Channel name 

Channel 

code 
Genre name 

Genre 

Code 

Date of Broadcast Time of Broadcast 

       D D M M H H : M M 

1                 :   

2                 :   

3                 :   

  Q 15 Q 16 

Sr. No. Programme name Watched Ad Brand Brand 

  Yes=1 No=2   

1 

 

 

 

 

 

1 2 

A  E  

B  F  

C  G  

D  H  

E  I  

2 

 

 

 1 2 

A  E  

B  F  

C  G  

D  H  

E  I  

3 

 

 

 

 

 

1 2 

A  E  

B  F  

C  G  

D  H  

E  I  
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EXPLAIN to the respondent:  This research is to understand what people feel about different 

programmes that appear on TV.  We want to know the various situations that take place as 

people watch TV  -  what else is happening in a normal home and who watched different kinds 

of programmes. I will now ask you some questions on the programmes that you watched on 

TV yesterday.  These questions are very simple to answer but it is important that you try and 

recall what happened or what you did while watching each of these programmes.  
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Programme Appreciation Sheet 

Programme Name:_______________________________, Date of broadcast: 

_______________Channel:________ 

Q17 A.  

Different people   have   different    feelings for 

the programmes  they watch   on TV.  Which 

one statement , best describes   how   you   feel  

about  this  programme 

Attitude towards the programme:  

I ensure that I always watch this programme 1 

I watch this programme most of the time 2 

I try to watch this programme if I can 3 

I am not really interested in watching this 

programme 

4 

I watch it only because someone else likes it 5 

I watch it when there is nothing better 6 

Didn’t know about the prog. until it came on TV  7 

Q17 B 

If you happen to miss the programme by chance, 

then what are your feeling on missing the 

programme, Which one statement, best describes   

how   you  feel  about  this  programme 

Attitude on missing the programme  

I definitely watch the programme at some other time  1 

I find out from someone else what has happened in 

the  Programme 

2 

I make a point to watch the recap of the programme 

next time 

3 

I don’t miss watching the programme at all 4 

I don’t care at all if I miss the programme  5 

Q17C 

Different people react in a different way while 

watching a TV, programmes.  Which statement 

best describes  how   you   felt  about  this  

programme when  you watched it yesterday 

Emotions Evoked  

I was completely involved with the programme from 

start to finish 

1 

I felt bored after watching it for some time 2 

I was indifferent towards the programme right from 

beginning 

3 

Q17D 

Were you alone while watching this programme 

yesterday 

Presence of other viewers in the room  

Yes 1 

No 2 

Q17E.  

Were you doing some activities while watching, 

please think back and recall  if you were doing 

any of the following 

Things being done   

Grooming – washing / bathing / dressing   01 Going to toilet 19 

Eating snacks / meals 02 Preparing tea / coffee / snacks 20 

Cutting / cleaning vegetables 03 Laying / cleaning dining table 21 

Grinding Masala / Chutney 04 Serving food / tea / coffee / snacks 22 

Making dough 05 Washing / putting away utensils 23 

Cooking Meals /Making chapattis 06 Ironing / folding clothes 24 

Cleaning/sweeping & washing/ washing 

bathroom  

07 Tidying – Making beds / wiping furniture  25 

Washing / Drying clothes 08 Attending to Maids / servants 26 

Answering Phone calls 09 Attending to guests –  27 

http://dx.doi.org/10.16962/EAPJSS/issn.2394-9392/2014


ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 2349-2317 (Online); DOI: 10.16962/EAPJMRM/issn. 2349-2317/2015; Volume 7 Issue 4 (2016) 

 ……………………………………………………………………………………………………… 
 

Respondent Details: 

Name: 

Address: 

Landmark: 

Answering Doorbells 10 Serving / Stitching / Knitting 28 

Attending to sales reps / plumber etc.  11 Playing with kids  29 

Studying / Doing homework 12 Talking / Arguing 30 

Reading books / newspapers / magazines 13 Playing Games 31 

Writing letters 14 Supervising Maids / servants 32 

Working with computers 15 Doing office work 33 

Helping write homework 16 Other____________  

Leaving the house 17 Other____________  

Making phone calls 18 Other____________  

Q17 F. 

Please tell me, how much of the programme did 

you watch yesterday 

Amount of Programme Watched   

All of the programme  1 

Most of the programme 2 

About half of the programme 3 

Only a small part of the programme 4 

Hardly any part of the programme  5 

Q17 G 

Please tell me how much, you enjoyed this 

programme. Which phrase would best express 

your opinion? 

Enjoyment Rating  

I enjoyed watching it a lot 1 

I quite enjoyed watching it 2 

I did not mind watching it 3 

I did not enjoy watching it much 4 

I did not enjoy watching it at all 5 

Q17 H 

Please tell me how much attention did you pay 

while  watching, the programme, which of the 

following phrases best describes the same 

Level Of Attention  

Whole of my attention and no distraction at all 1 

Most of my attention but a little distracted 2 

Half attention on watching & half on other things 3 

Not pay much attention  4 

Hardly any attention on watching 5 

Q17 I  

Please tell me about the quality of, reception i.e. 

picture quality and sound quality, which, phrase 

on this card would best describe your opinion, 

about the quality of reception of this 

programme? 

Quality Of reception  

Extremely Good 1 Not Very Good 4 

Very Good 2 Not At All Good 5 

Fairly Good 3   
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LIST OF TABLES: 

Table 1: 

Table 11 

Respondents across localities 

Localities Sample 

% 

age 

Majiwada 18 13 

GB Road 12 9 

Pokhran Rd 1 10 7 

Pokhran Rd 2 16 11 

Hiranandani Estate 8 6 

Vasant Vihar 14 10 

Srirang 22 16 

Kolshet 13 9 

Brahmand 20 14 

Sumer Castle 4 3 

Wagle Estate 3 2 

Total 140 100% 

Total sample size which responded 

to the viewers questionnaire (140) 

 

Table 2: 

 

Table 12 

Television Ownership/Television in working condition among the sample 

  Sample % 

Have TV set  168 87 

Do not have TV set in working condition  26 13 

Total 194 100 % 

Total sample interviewed 194 

 

Table 3: 

Table 13 

Television Set with remote 

  Sample % 

With remote 127 91 

Without remote 13 9 

Total 140 100% 
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Sample Base: Viewers who have television and agreed to respond to 

interview (140) 

 

Table 4: 

Table 14 

Decision Maker Of Financial Services 

  Sample % 

Alone 134 96 

With someone else 6 4 

Total 140 100% 

Sample Base: Viewers who have television and agreed to respond to 

interview (140) 

 

Table 5: 

Table 15 

Primary language of viewing Television programme 

  Sample % 

Tamil 3 2.1 

Telugu 3 2.1 

Malayalam 4 2.9 

Bengali 8 5.7 

Marathi 10 7.1 

English 31 22.1 

Hindi 80 57.1 

Total 140 100% 

Sample Base: Viewers who have television and 

agreed to respond to interview (140) 

 

Table 6: 

 

Table 16 

Watch Television in an Average Week 

  Sample % 

5 days in an average week 26 19 

6 days in an average week 1 1 

7 days in an average week 113 81 

Total 140 100 
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Sample Base: Viewers who have television and 

agreed to respond to interview 

 

Table 7: 

Table 17 

Television viewing over weekend 

  Sample % 

Half an hour to one hour  2 1 

More than 1hour  to  2 hours 12 9 

More than 2 hour to 3 hours 28 20 

More than 3 hour to 5 hours 16 11 

More than 5 hour to 7 hours 23 16 

More than 7hour to 9 hours 15 11 

More than 9hour to 11 hours 26 19 

More than 11 hours 18 13 

Total 140 100% 

Sample Base: Viewers who have television and agreed to 

respond to interview 

 

Table 8: 

Table 18 

Television viewing over average working day 

  Sample % 

Less than half an hour 2 1 

Half an hour to one hour  5 4 

More than 1hour  to  2 hours 35 25 

More than 2 hour to 3 hours 49 35 

More than 3 hour to 5 hours 29 21 

More than 5 hour to 7 hours 11 8 

More than 7hour to 9 hours 6 4 

More than 9hour to 11 hours 3 2 

More than 11 0 0 

Total 140 100 

Sample Base: Viewers who have television and agreed to 

respond to interview 

 

Table 9: 

Table 19 

Statement: I find advertising a waste of Time 
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  Sample % 

Definitely Disagree 4 3 

Tend to Disagree 105 75 

Neither Agree nor Disagree 4 3 

Tend to Agree 24 17 

Definitely Agree 3 2 

Total 140 100 

Sample Base: Viewers who have television and 

agreed to respond to interview 

 

Table 10: 

 

Table 20 

Statement: Advertising often makes you buy 

things you don’t need 

  Sample % 

Definitely Disagree 11 8 

Tend to Disagree 42 30 

Neither Agree nor Disagree 52 37 

Tend to Agree 32 23 

Definitely Agree 3 2 

Total 140 100 

Sample Base: Viewers who have television and 

agreed to respond to interview 

 

Table 11: 

Table 21 

Statement: I tend to buy brands I see advertised 

  Sample % 

Definitely Disagree 10 7 

Tend to Disagree 8 6 

Neither Agree nor Disagree 11 8 

Tend to Agree 60 43 

Definitely Agree 51 36 

Total 140 100 

Sample Base: Viewers who have television and 

agreed to respond to interview 
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Table 12: 

 

Table 22 

I do not like receiving letters or advertisements from 

different companies informing or asking me to buy their 

products  

  Sample  % 

Definitely Disagree 4 3 

Tend to Disagree 90 64 

Neither Agree nor Disagree 4 3 

Tend to Agree 24 17 

Definitely Agree 3 2 

Total 140 100 

Sample Base: Viewers who have television and agreed to 

respond to interview 

 

Table 13: 

Table 23 

While watching a TV programme, I usually change channels during 

advertisements  

  Sample % 

Definitely Disagree 10 7 

Tend to Disagree 90 64 

Neither Agree nor Disagree 9 6 

Tend to Agree 29 21 

Definitely Agree 2 1 

Total 140 100 

Sample Base: Viewers who have television and agreed to respond to 

interview 

 

Table 14: 

Table 24 

I really enjoy any kind of shopping 

  Sample % 

Definitely Disagree 40 29 

Tend to Disagree 36 26 

Neither Agree nor Disagree 30 21 

Tend to Agree 10 7 

Definitely Agree 24 17 
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Total 140 100 

   

Sample Base: Viewers who have television and 

agreed to respond to interview 

 

Table 15: 

 

Table 25 

I usually buy the best known brands  

  Sample % 

Definitely Disagree 28 20 

Tend to Disagree 24 17 

Neither Agree nor Disagree 47 34 

Tend to Agree 29 21 

Definitely Agree 12 9 

Total 140 100 

Sample Base: Viewers who have television and 

agreed to respond to interview 

 

Table 16: 

Table 26 

Statement: I like to try new products/brands  

  Sample % 

Definitely Disagree 1 1 

Tend to Disagree 4 3 

Neither Agree nor Disagree 17 12 

Tend to Agree 85 61 

Definitely Agree 33 24 

Total 140 100 

Sample Base: Viewers who have television and 

agreed to respond to interview 

 

Table 17: 

Table 27 

Statement: I always look out for special offers / discounts 

that are given for brands 

  Sample % 

Definitely Disagree 2 1 

Tend to Disagree 5 4 
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Neither Agree nor Disagree 22 16 

Tend to Agree 61 44 

Definitely Agree 50 36 

Total 140 100 

Sample Base: Viewers who have television and agreed to 

respond to interview 

 

Table 18: 

Table 28 

Sample Split across Weekday & 

Weekend 

  Sample % 

Weekend 39 28 

Weekday 101 72 

Total 140 100 

Sample Base: Viewers who have 

television and agreed to respond 

to interview 

 

Table 19: 

Table 29 

Sample Split across Gender 

  Sample % 

Female 4 3 

Male 136 97 

Total 140 100 

Sample Base: Viewers who have 

television and agreed to respond 

to interview 

 

 

Table 20: 

Regression Statistics 

Multiple R 0.96 

R Square 0.93 

Adjusted R Square 0.93 

Standard Error 7.51 
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Observations 420 

 

Table 21: 

ANOVA           

  Df SS MS F Significance F 

Regression 9 295737.0292 32859.66991 582.955219 1.8843E-227 

Residual 410 23110.63393 56.36739983 

 

  

Total 419 318847.6631       

 

Table 22: 

  Coeff Std Err t Stat P-value Lo 95% Up 95% 

Intercept 58.1373 2.6523 21.9196 0.0000 52.9235 63.3511 

Attitude towards the TV prog -5.2375 0.5791 -9.0445 0.0000 -6.3758 -4.0992 

Attitude on missing the TV prog -1.6507 0.4672 -3.5330 0.0005 -2.5691 -0.7322 

Emotions evoked while watching the TV prog -4.9794 1.3851 -3.5950 0.0004 -7.7021 -2.2566 

Presence of other viewers in the room 9.9988 1.0824 9.2375 0.0000 7.8710 12.1266 

Activities being done while watching the TV prog -1.8181 0.2802 -6.4892 0.0000 -2.3689 -1.2674 

Amount of TV prog watched -0.7584 0.4295 -1.7659 0.0782 -1.6027 0.0859 

Enjoyment rating while watching the TV prog 0.7186 0.6445 1.1149 0.2656 -0.5484 1.9856 

Attention level while watching the TV prog 1.5830 0.6040 2.6208 0.1991 0.3957 2.7702 

Quality of reception of the TV prog 0.6083 0.6552 0.9285 0.3537 -0.6796 1.8963 
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Table 23: 

 

 

Table 24: 

Regression Statistics 

Multiple R 0.961635 

R Square 0.924742 

Adjusted R Square 0.923833 

Standard Error 7.613217 

Observations 420 

 

ANOVA           

  df SS MS F 

Significance 

F 

Regression 5 294851.7818 58970.35637 1017.413248 5.6246E-230 

Residual 414 23995.8813 57.96106594 

 

  

Total 419 318847.6631       
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Table 25: 

 

  Coefficients 

Standard 

Error t Stat P-value Lower 95% Upper 95% 

Intercept 
60.886725 2.424863 25.109347 0.000000 56.120146 65.653304 

Attitude towards the TV 

Programme 
-5.029318 0.517480 -9.718868 0.000000 -6.046534 -4.012103 

Attitude on missing the TV 

Programme 
-1.534069 0.472083 -3.249574 0.001250 -2.462048 -0.606090 

Emotions evoked while watching 

the TV Programme 
-5.415813 1.359981 -3.982272 0.000081 -8.089142 -2.742485 

Presence of other viewers in the 

room 
10.611815 1.082278 9.805071 0.000000 8.484369 12.739261 

Activities being done while 

watching the TV programme 
-1.764019 0.277181 -6.364144 0.000000 -2.308877 -1.219162 
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