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ABSTRACT 

The sllldy aflel11jJls (a) to .lind 011/ the ex/en! /0 lI 'hkh liking (!( Ie/cl'ixirm 

commercial.\' (TV ad\) perJaining 10 Fa.w Moving Con.wmel' vomb' (FMC 'Us) leads fO 

formation of positive: hr(md "Ifill/de. (h) to study the impact (!llncl!nlive TV (Ids 017 

consumer's Brand Loyalty. (e) to analyze the e.flecl.\' qj" Emotional lIml InjiJrll1alional 

Appeals oITV ad.,' on consumer,\" Flllllre Purchase Intent and (£I) fa ({nalyze (he illllwel 

of Liking olTV ad,', Brand AI/ill/de. Brcll7d Awareness (mel Pllrd1llse Inlent on viel1'er's 

Brand LOYlI/fy. Pal'f I deals with .\'elec/ion (!l.Wlmple TV ads .. mmple vie,!'!!,..\, lIml 

development a/instrument. Ajier IWl'il1,l! decided ahout/he population paramelel's (!/'TV 

ad\', representative sample ad.\' were! drall'l1 through /llItlli phased prcu .. :e.\'s Iwsed on {/ 

number ofsnwff studies including categories l~llltfS, ,'ielec:tiol1 (?lFMC0 ad\', degree (?l 

liking aITV ads. Fequency (~f con.wwplion. contel1l appe"I.\' (?/ml\', These ,\'wdie,\' were 

conducted on J 5 euch girls and hoys (d'PO,\,tgrudlla(e level students l?l Quuid-i-AzClIII 

University, Islamahad. The effort entailed s!torf-li,'iting (~lI2 ads indudin/.: six N(}I1-

Incentive and six Incentive "0/1111Wn.:i,,'s (IX ,WIll/pie mix, The sample lIiell'ers I ()() each 

girls and boys ,lillldents of post gradl(ate level l'e,\'idil1J.: in university hoslels lI'ere 

selectedfrom five puhlic," universi/ie.\' (?l Paki.\'/a11. i,e" one euch ji'om the jimr pmvim:es 

andfederal capiltll, The development f?/'im'lrUlI1ent envisaged preparation l?f'indigel7olls 

sctlll!S for the study, These inc:/lIdl!d Brand Attilllde, Brand Awareness and Purchase 

Intent scale, TV (Id\' Likeability ,H:lIle, viewer,\, Brc~nd Loyalty sClIle,\'and TV ad\' lIppeals 

scales, Question statel1len/,\' were taken FOIl1 II hank (!f'lJllesliol'/s (lI1d .w.:a/es jhr ell.\y 

reference (IS suggested hy Engel etlll (/995), lIml cCllegories (?f'lU/,r l\'l!re lakenji'oll! lisl 

of emotional appeal (?f TV lI!l\" liS sliggested hy Pe/smacker & Geuem' (/997) lind 

class{[icalion ,\yl'tem (~r i'~f(Jr/lla/iol1(f1 cues and I'lItioltal appeal (!l TV (Ills Kil'en hy 

Resnik lind Sfl!1'I1 (1977). Final se/e(:liol1 (~l questionnaire \I'm done: thnlllKh ."Il~l!,e.\' 

empirical evaluation process, in whic.:h six Judge,\' were sholl'n vidl!o clipping (~l 
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recorded ad.\· and 1I11:Y were asked to ewilllate holl' /ew gil'f.'n (/llestioll statell/ents 1I'('re 

instituted in the cOlKerned scale. They were al.w I'eqllesletito indh:ule degree l{appeul 

jinmd in the ads c:orre.\lJOnding wilh the question stutell1eJ71s ."'1£1 the categw)I (~l(ld on j 

point raring scale where I repre,,'enfed minimum lIml 5 denoted maximulI1, II lI'ClS 

hypothesized th,,,: Liking (~l TV ads will lead 10 /iml1alion (~rpOSil;ve Brand AI/illlde. 

enhancement of Brand Aw"rene."s unci improved Pllrcha.H! Il1tent: Dill.' III Liking ({TV 

ads viewers' Future Purcha.\'e Intent will he higher than Prel'iolls Pl/rclwse Pal/ern: 

Due to the impact of Emolional and "~/iJrnwlion Appeal.,' (~l TV ads, viewers' Fulure 

Purchase Inlent will be higher than Previolls Purchase Pal/ern: Due to Ihe impact (~l 

f"ctors of Emotional and In/iJrmational Appeals (?lTV ad,', FlIIlfre PlIn.:hase In/enl will 

be higher than Previous Plirchuse PUllern: Liking (~r Im:entive TV lids will le(lll to 

higher Future Brand Loyalty; and Impll(:t (~f' Brand Allill/de. Brand Awareness, 

Purchase Intent (md Liking (~r TV ads will lead to Brand LoyallY. In part /I the 

instrument was administered upon randomly selected 20() viewers inr.:luding I (J() each 

girls and boys of postgradllClfe level silldems residing in IInil'l:I"sit)' hoste/.\', The c/(lI(I 

was collected from .live puhlic lmivel'si/ies (?f' Pakistan, The analysis wa." c.:ol1lpleted 

/Ising Mean, SD. paired t-test, coe.Oicienf and 1IIlIIIiple regression analysis, The analysis 

showed th(lt Liking (~r TV ads leads to jiml1l1tion (?f'posilive Brand AllillIde. enhanced 

Bnmd Awareness (fml increllsed PUl"dllls(.' In/ention. Til{' d"fa provided el'i&'I1(.'(.' Ihat 

dlle 10 Liking ql TV ad,' viewers FWllI't' Purchase 11111.'111 was i17£'1'c!(lsed It WetS also 

found that exposure of incenlive ads improved the FlIfllre Purclwse Intent or the 

viewers, however incentives indicated hailer impact on ~irl.\' as "(1I11pared /tJ hoy,,', 

Similarly the impact l~f Emotional Appeal (~l TV ads was 1II0re pronounced on girl,," 

FlIIure Purchase Intent and impact (~rll?liJrmll/ional Appeal l?f'at/.,· 1t'1iS haller/iw hoy.'" 

Future Purchase Intent. The ,WlIdy/imnd that Incen/il'e TV (It/s showed least imp(ld on 

viewers' Brand Loyalty. It was also /hlfnd that 8r",ul Alii/litle, Brand Aw(w(,l1es,,', 

Purcha,\'e Inten/lInd Liking ({TV mls £Ire the ."ignlliclll1l predictors (?rBrand Loyalty, 
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INTRODUCTION 



C hapte r- I 

INTRODUCTION 

Television (TV) is a powerful medium of communication. As part of broadcast 

media TV transmits sounds and images to attract and ho ld the attention of the viewers. 

Its broadcasts tap into different Illunan senses including sight and sound. Unlike prin t 

media that a llows the readers to digest the information and images at their own speed, 

TV broadcast is a time medium that effects the viewers' emotions for a few seconds and 

then disappears. TV message appea l. however. is strong enough to attrac t the viewers 

around the TV sets to find a source of entertainment. an escape from reality. In fact TV 

has become a main stay of our society. This explains why advertises cons iders TV as 

the primary medium of advertising. Television commercials (TV Ads) interact wi lh the 

psychological processes of the viewers and tend to facilitate gratification o f their 

psychological and informational needs. Since the viewers are frequently exposed to the 

alluring appea ls of persuasive TV Ads therefore they develop positive or negative 

attitude towards ads and brands. Whereas every society has a system to apply basic set 

of rules to allocate resources 10 satisfy the needs of its citizens. cogent efforts are made 

to persuade the people to develop attitudes favorable to the interest of that community. 

Although man is always free to make his choices in the rea lm of psycho-social. and 

economic exchange yet his propensity, perceptual fie ld and cognition are so 

manipulated that hi s options seem to be the direct outcome of cO lllmercial propaganda 

called advertising. It is also worth noting that where man is influenced by the social and 

economic system, his ind ividual and collective moorings influence the very basis of 

society. Accord ing to Novak (1982), society is a mixture of econom ic, political and 

cultural influences. each generated by its own system of people. inst itutions and ideas. 



Social segments of society cannot function without effec ti ve means of 

communication. They exchange information. ideas. plans: make dec isions. rules. 

proposals, contracts, and agreements. Communicat ion has become the lifeblood of 

every organization and community. In the modern economic and business world. man as 

consumer has attained the most important and powerfu l ro le and the consumer 

satisfaction has become the ultimate objective of every business entity. Effective 

communication helps marketer::;: to lInder::;: tand the con::;:umers. choices available to them 

and their processes of making buying decisions. Consumcrs also cnham.:l! thcir 

awareness and maintain or shift their brand loyalt ies based on suitable advertising 

schedule. The human interdependence. however. remains impregnable and meaningfu l. 

TV as an effect ive vehicle of communicat ion explo its human interdependence upon the 

fe llow beings. It helps viewers to watch and develop liking for the brand and make 

purchase decisions. In order to satisfy viewers ' emotional and informational needs. 

creative advertising produces suitable TV Ads as suggested by the consumer research. 

Resultantly the brands are exchanged with consumer money. 

Consumer Behavior 

Different people have defined consumer behavior in a variety of ways. Jacoby et 

al. defined it as the acquisition, consumption and disposition or goods, service. tillle and 

ideas by decision-making unit (as cited in McNeal & McDaniel. 1982. p.35). This 

definition explains patterns of acquis ition. processes of usage and finally disposa l of 

goods, services, time and ideas. 

According to Engel, Ko llart, & Blackwe ll (I.973). consumer behavior refers to the 

acts of individuals direct ly involved in obtaining and using economic goods and 

services, including the decision process that proceed and determine these acts. This 

definition describes economic compulsions related to consumer behavior and explains 
2 



what people consume. where. how onen and under what cond itions they conSlUlle goods 

and services. Tucker argued that consumers could be defined in terms of either the 

products they acquire and use or in terms of the meanings products have for them and 

their att itudes towards products (as cited in Russell. 1990. p.139). Holman argued that at 

least three conditions, i.e., visibility. variabi lity. and persanal izabi lity. dist inguish 

products as communication vehicles (as cited in Sirgy. 1982). 

Loudon and Bitta (1993) defined consumer behav ior as dec ision process and 

physical act ivity individuals engage in when evaluati ng, acquiring. llsing or disposing of 

goods and service. This defin ition challenges the traditional viewpoint. wh ich dt:!!ineu 

consumers strictly in tenns of economic goods and services. It also suggests that. 

monetary exchange is not the essentia l cons i d~ration fo r consumers and poten tial 

adopters of free services or ideas can also fall under the purview of consumers. Th is 

definition also stresses that actual act of purchase is just one stage in a series o r mental 

and physical activities that occur during a period of time. 

Psychology is the study of human behavior and its causes. Consumer behavior 

appears to be a subset of human behavior. It is. therefore . essential to study consumer 

behavior in relation to it s environment i.e .. marke ting. The Americllll Marketing 

Association defined marketing as the process of planning and executi ng the conception. 

pricing, promotion, and distribution of ideas. goods. and services to create e.-.:chunges 

that sati sfy indiv idual and organ izational objectives (Belch & Belch. 1998). This 

defi ni tion recognizes that exchange is a centra l concept in market ing. For exchange to 

occur there must be two or more parties with something of value to each otheL 

Advertis ing plays an important ro le ill the exchange process by informing consumers of 

product and services of a company. It also convinces the consumers about the abi lity of 

the product and service to satisfy the needs of the consumers. This definition 

encompasses services and ideas as well as the products. The concept envisages a sO lLnd 

3 



understanding of consumer behav ior. All marketi ng systems study the behavior 

intentions of the consumer. making it poss ible to ant icipate and react to the needs and 

desires of the consumer. Knowing consumers curren t needs is reasonably complex but 

can be determined through direct marketing research (Hawkins et al.. 1995. p.9). 

Marketing faci litates the exchange process ~nd the deve lopment of relationships 

by carefully examining the needs of consumers. deve loping a product. offering it at 

certa in pri ce, mak ing it avai lab le through a particu lar place. and deveioping a program 

of promotion or communication to create awareness and interest. Belch and Belch 

(1998) suggested fo ur Ps, i.e .. prodllct. pri ce. place. and promotion as the e lements of 

marketing mix to fac ilitate the potential fo r exchange with consumers in market place . 

Models of Consumer Behavior 

Consumer behavior is a complex issue. because human mind. the only entity in 

nature with deep powers of understanding. sti ll remains the least understood. Scientists 

can explain planetary motion. genetic determination. and molecu lar behavior. yet they 

have only partia l explanation of human behavior. The consumer is subject to many 

innuences. which trace a complex eourse through his psyche und lead eVl!nlual ly to 

overt purchasing responses. Kot ler conceived the buying process as a system of inputs 

and outputs (as cited in McNeal & McDanie l. 1982). Details are given below: 

4 



Figure 1. Kotler's buying behavior process as a system of inputs and outputs 

Inputs Channels Processor Outputs 

(Purchasing Responses) (Buying Influences) 

Price __ -+I Advertising Media Product Choice 

Quality 

Ava ilabi lity Salesmen 
Service =----+\ 

Style ---+I Acquaintances 
Options 
Images Family 

Personal 
Observation 

1. Behavioral Models 

Quanti ties 

Frequency 

Marshal's Economic Model. Economists maintain that purchase decisions are 

made after rational and economic calculations. The indiv idual spends hi s income 

on goods that deliver the most utility, The antecedents for this view trace back to 

the writings of Adam Smith who contended that Inan is motivated by se lf- inte rest 

(as c ited in McNeal & McDaniel. 1982). 

• Pavloviall Model. Learning is an associative process and a large component of 

behavior is conditioned. Consumers behave in large ly habitual rather than 

thoughtful way. Same behavior might be observed if rei nforced or rewarded in the 

past (as cited in McNeal & McDaniel. 1982). 

Freudir", PsycllOallalylic Model. Man's choices are influenced strongly by 

motives and fantasies, which take place deep in hi s private world. In the 

advertising field , thi s model has provided useful insights to prepare appeals for 

consumer's private world of hopes. dreams. and fears to affect stimulating 

purchases as against rational appeals (as ciled in McNeal & Mc Daniel. 1(82). 

5 



The Veblelliall Socio-Psychological Model. This model advocates that seveml 

levels of society such as culture. social classes and reference groups influence 

behavior (as cited in McNeal & McDaniel. 1982). 

The Hobbesian Orgallizational Model. Thomas Hobbes suggested that man IS 

instinctively oriented to preserve and enhance his own we ll -being but fear of 

conflict and war lead him to unite with others in a corporate body. Thus corporate 

man steers a careful course between satisfying his own needs and those of the 

organization (as cited in McNeal & McDaniel. 1982). 

2. Comprehensive Models of Consumer Behavior 

• The Howard-Sft elh MOllel. This model explains consumer behavior in the context 

of brand cho ice when given several brands 10 choose li·olll . It comprises ilHl!' parts 

namely, stimulus input. exogenous. sequential outpUI. and the internal sta te of the 

buyer (Howard & Sheth. as cited in McNeal & McDaniel. 1982). 

• Nicosia Model. Il presents three fields prior to purchase behavior. Field-I is the 

output of message from firm to consumer where it is compared with the 

consumer's predispositions. The product message is not familiar to consumer who 

evaluates it to forms an attitude. Field-2 Ll ses consumer's attitude for product. as 

an input for search and evaluation. Field-3 is the motivation of consumer as a 

result of search and evaluation to take purchase decision. Feedback inc luding 

consumption. storage and experience are the elements of field-4 (McNeal & 

McDaniel, 1982). 

Motiva tion and Consumer Behavior 

Why people behave the way they do? There are no sim ple answers. Shakespeare 

said, "Every why hath a wherefore". Motivation involves the quest ion of why people 
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behave. think. and led Ihl.! way thl.!Y do'? Mnlivakd bdHlvin r is clll.! rgi/,cd and d ircl.!ll.!d . 

Hawkins. Best. and Coney (1995) pointed ou t that a motive is a construct represen ting 

an unobservable inner force that stimulates and. compels a behavioral response and 

provides specific direction to that response. Jones explained that motivation deals with 

how behavior gets started , and is stopped (as cited in Wilkie. 1994). This indicates that 

motivation is the basis of all consumer activities. Murray defined need as a hypothet ica l 

construct that stands for a force in the bra in to organize and di rect behavior to maintain 

the organism in its most desirab le state (as c ited in McNeal & McDaniel. 19R2). 

Compollellts of Consumer Motivatiol1 

a. Ellergy ami Direction. Wilkie (1994) explained that components of COnSlllllCr 

motivation are energy and direction. Energy refers to the fact that all behavior 

including, thinking, moving and looking require us to expend an internal supply o f 

power. Direction is channelization of inner energies into an efficient behavior. 

Consumer behavior has both energy and direction as its components. 

b. Multiple Motives. Consumer motivation encompasses large range of issues. 

Reasons for purchase could be role- playing. seeking pleasure of bargai ning. status 

and authority. Wil kie (1994) pointed Ollt that consllmers have Illultiple motives 

including ovcrt and coven reasons or bchuvi9r. The hitluCll Illotive!) an~ uncovcred 

through the use of projective techniques and I~lll within the purview or 

unconscious theory of motivation by Freud (1917). Cannon (19 15) fOfll1l11ated the 

homeostasis hypothesis of motivation in which all the biological process of 

behavior are determined by a di sturbance ill homeostasis and the processes go on 

until the homeostasis is regained or the organism is dead. Thus behavior fulfills an 

important function as a homeostasis regulating process. (as cited in Wolman. 

1973). The homeostasis disturbancc leads to non w eqlliliorilll1l state anu leclings or 
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tcnsion. ConslLlllcrs des ires to rcduces tensioll c rcated by wan ts that an.: ullsat is lied 

are based upon consumer moti va tion. 

c. Illternally am/ Externally Spnrkef/. Moti vat ion may be sparked internally 

(through hunger) or ex ternally (through fr iends ' suggestion). Once sparked. its 

direction can be determined. According to Lewin (19305) behavior is function of 

both person and environment comprising life space or psychological field. (as 

cited in Wilkie, 1994). 

d. Va/ellce. Consumer moti vation has va lence and refers to the dcgn.::e oj' 

attractiveness of product or object for the consllmer. A valence is pos iti ve or 

negative when the product is attracti ve or unattrac ti ve. Wilkie (1994) pointed out 

that valence also reflects the strength of attraction depending upon how ml1ch 

consumers are attracted or repelled by the product. Valence occupied vit,ll place in 

Lewin's field theory especially in the conte~t of mot ivational conflicts. As due to 

limitation resources and multip le motivations the consumers look for alternatives 

to make purchases. This leads to the foll owing confli ct: 

(I) Approach - Avoidance Conflict. 

(2) Approach - Approach Con nict. 

(3 ) Avoidance - Avoidance Conflict. 

e. Theory 0/ Hierarchy of Neef/s. The actual contents of motivational behavior arc 

reflected by Maslow's (1971) theory of need hierarchy. The key propositions oj' 

the theory include: (1 ) The environment is important (0 estab lish which need will 

be active with in a person at a specific time. (2) When a need has been satisti ed. it 

is no longer act ive, though it may return later. (3) There is a systemic order within 

the basic need and a person wi ll not feel the secolld~ l eve l need until the first~levc l 

need has been sat isfied. and so forth through the live levels of hierarchy. The need 
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levels include: physiological needs. sa re ty needs. need 1'01' love ;llld belonging. the 

esteem need and self-actual ization needs (as cited in Wilkie. 1994). 

f. Active alld Reactive. Consumers are active and reactive. They are always curi alis 

and tend to buy new products. These characterist ics of consumers become factors 

working against long-term brand loyalty. Wilkie (1994) concluded that enti re 

industries are built on the ' thirst for variety' moti ve of the consumers. 

g. ]m/ivitlllal Differellces. Consumer mot ivat ion reflects individual differences III 

what. where and how tbey buy. Individual dil'lerelll.:es due to income. agl.!. ami 

social status are obvious. Understanding consumer behavior will prove tlmt then:: 

is a natural propensity among consumers to show dillcrl.!nt purchase prclcl'l.!nr.:cs. 

Individuals with same age. income and status may not purr.:hase the sa llle brands. 

Self-Concept in Consumer Behavior 

Self-concept is the overall image or impress ion nbout oneself. Scherauger and 

Lund (1975) pointed out that self-concept is cons trued from multidimensional 

perspective: actua l self refers to how a person perceives himself: ideal seJfrefers to how 

a person would like to perceive himself. and social se lf denotes how a person presents 

himself? Pearson (as cited in Tubbs & Moss. 1994) pointed out that self-concept is 

relatively stable impression of oneself. It includes not only one's perception about hi s 

physical characteristics but his judgments about what he ' has been. is. and aspires to be. 

Roger's humanistic perspective stressed a person 's capacity for personal growth. 

freedom to choose one's own destiny and positiv~ qua li ties. He distinguished between 

the real self and ideal self. The greater the discrepancy between the two the Illore 

maladjusted the individual wi ll be (as cited in Sirgy. 1982). 
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