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ABSTRACT 

 
 

This study examines the effect of attractive and unattractive advertisements on seven 

factors. These are appealing to eyes, sharing the advertisement to others, preference for 

seeing the advertisement in future, urge to buy the product, sing the song or jingle, 

appreciation of celebrity, recall of brand name. The data was collected from the sample 

of 100 respondents. They were exposed to two attractive advertisement and two 

unattractive advertisements and were asked to respond by saying yes or no on the 

seven factors. The results show that there are significant differences in the observed and 

actual frequencies in all seven variables mentioned above. 
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1. INTRODUCTION 

 
 

 

Advertising is defined as” any paid form of non personal communication about an 

organization, product, service, or idea by an identified sponsor. The paid aspect of this 

definition reflects the fact that the space or time for an advertising message generally 

must be bought”. Therefore, before the message is sent, the advertiser must consider 

how the audience will interpret and respond to it. 

In everyday experiences, customers are exposed to a variety of advertising appeals. 

These appeals are aimed at influencing customer’s attitude towards a wide range of 

products and services. There are many types of advertising appeal which marketers use 

in communicating their product specifications. However, all advertisement exposed to the 

customers are really effective is a question mark. 

When the economic environment becomes difficult, marketers demand proof of 

advertising’s effectiveness, preferably in numerical terms. Unfortunately, few  

marketers can agree on what standards advertising is expected to meet, or even  

what constitutes definitive proof.  

It has long been assumed that measures of memory, such as recall and recognition, 

provide valuable insight into the effectiveness of advertisements (e.g., Barlow & 

Wogalter, 1993; Kent R. A., 1993; Stewart, 1989). Research relying on memory 

measures has been successful in isolating two key factors thought to inhibit advertising 

effectiveness. First, the greater the amount of time that has elapsed since consumers 

viewed an advertisement, the less likely they are to remember information presented in 

the advertisement. Second, the more interference consumers experience from 

information external to the advertisement (e.g., "clutter"), the less likely they are to recall 

features of the advertisement. Because these two factors represent critical determinants 

of consumer memory, they also impact an advertisement's effectiveness. 
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In 1961, in response to Vance Packard’s famous polemic ‘The Hidden Persuaders’, 

Rosser Reeves declared. ‘There are no hidden persuaders, advertising works openly, in 

the bare and pitiless sunlight’ .For this school, advertising equals persuasion. And 

persuasion works best when paid attention to and recalled at the time of decision 

making. 

Recognizing the interacting effects of encoding and retrieval factors on recall, numerous 

consumer behavior researchers have noted that advertising cues at the point of 

purchase might assist consumers in accessing elements of the advertisement memory 

trace and might influence brand decisions (e.g., Bettman 1979; Hutchinson and Moore 

1984; Lynch and Srull 1982; Sawyer and Ward 1979; Shimp 1981; Sternthal and Craig 

1984). The goal of this research is to review relevant literature, consider important 

conceptual issues, and provide an empirical test of advertising retrieval cues.  

The human brain has a limited processing capacity and consumers have a tendency to 

process the most pleasing and informative appeal first. Hence, a study is required to 

analyze which advertising appeal helps the customer to remember the product or brand 

name at the time of making purchase decision. 
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2. LITERATURE OVERVIEW 
 
 
 
This study is designed to see the effect of attractive and unattractive advertisements 

appealing to eyes, sharing the advertisement to others, preference for seeing the 

advertisement in future, urge to buy the product, sing the song or jingle, appreciation of 

celebrity, recall of brand name. Consumers may not make brand decisions during 

advertisement exposure, consumer memory for advertising is important. A number of 

studies have explored the effect of various advertising appeals on the purchase decision 

of consumers. 

 

By and large there has been limited attempt of studying the effect of attractive and non 

attractive advertisement on the response pattern noted above. In a recent review Mills 

et.al (2011) found that the gruesome health damage executions that employ some form 

of physical insult with a clear figure ground are likely to achieve greater recall than health 

damage executions without these features. Similarly, Dahl et.al(2003) found that the 

shocking contents in the advertising significantly increase attention, benefits memory, 

and positively influences behavior. 

 

On the other hand Wang (2005) concluded that the positive consumer endorsements are 

of higher perceived credibility of consumer endorsement rather than expert 

endorsements. Yet Amos (2008) results suggest negative celebrity information can be 

extremely detrimental to an advertising campaign. The source credibility model 

composed of celebrity trustworthiness, celebrity expertise, and celebrity attractiveness 

appears to capture the three most influential source effects on purchase intentions, 

brand attitudes and attitudes towards the advertisement. Celebrity endorsements have 

impacts on the customer’s minds and can persuade customers to buy a product Pathak 

(2010). 

 

Verma (2009) has explored the effect of refreshment information. His results obtained 

suggest that besides refreshment information like product attributes and educative 
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information may also influence the customer’s purchase and repurchase decision. 

Among emotional appeals, thrill, affection, pride and fear attracted the customer’s 

attention towards the advertisement. The thrill and pride were the only major influencers 

of consumer purchase decision. 

 

Keller (1987) research demonstrates that an advertising retrieval cue may be necessary 

to access favorable advertisement effects from memory and produce higher brand 

evaluations .Consumers' attitudes are influenced by the favorableness of information 

available in memory at the time of judgement. 

Antonides and Wijnen(1994) found that both the readership of the first and the second 

article associated with the advertisement increased advertisement recall significantly and 

to a similar extent, whereas the advertisement size had no significant effect. Till and 

Baack(2005) results indicated that creative commercials facilitate unaided recall, but that 

creativity did not enhance aided recall, purchase intent, or brand and advertisement 

attitude. The basic advantage of creative advertising in enhancing unaided recall was 

found to persist over a one-week delay. Martin and Ditcham (1987) found recall that the 

spoken component of the advertisement was lower whereas, recall of visual components 

or content was high. 

Goldstein et.al (2011) results suggest that for exposure times of up to one minute, there 

is a strong, causal influence of exposure time on advertisement recognition and recall, 

with the marginal effects diminishing at durations beyond this level.  Majeed and Razzak 

(2011) found that the advertisement repetition and perceived quality has a significant 

impact on purchase decision of detergent powder but celebrity endorsement did not play 

important role in purchase decision of consumer. Celebrity endorsement has an 

insignificant impact on purchase decision .Detergent powder industries should have to 

give more attention on their product quality and advertisement repetition to make their 

sale more effective. Norris and Colman (1993) result suggested recall and recognition of 

the advertisements correlated negatively with their ratings of the programs as 

suspenseful, challenging, involving, and worth remembering, and positively with their 

ratings of boredom with the programs and in sharp contrast, subjects’ attitudes towards 
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the advertisements, attitudes towards the brands, and rated intention to buy the products 

correlated positively with their ratings of the programs as stimulating, thought provoking, 

attention-grabbing, challenging, immersing, and as having impact. 

 

Dutta (2009) delineated the dimensionality of advertisement across rural and urban 

India. It was observed that approximately the same amount of variance in both the area 

(56.14 rural and 57.63 for urban) exists and seem too constant enough to function as 

important and versatile measures of advertising attitudes. 

 

Bayler and Chaparro (2011) investigated recall and recognition of animated and static 

online banner advertisements and the result suggests that the use of animation may 

enhance the user memory of the banner advertisement. Richard et.al(1983) found that 

 Undergraduates expressed their attitudes about a product after being exposed to a 

magazine ad under conditions of either high or low product involvement. The 

manipulation of argument quality had a greater impact on attitudes under high than low 

involvement, but the manipulation of product endorser had a greater impact under low 

than high involvement. 

Jae and George (1995) investigated that brand memory is not mediated by the extent to 

which advertising expressions are congruent with viewers' self-concept. However, brand 

preference and purchase intention were shown to be influenced by the self-congruency 

of an advertisement. whereas, Michael et.al(1989) found that when compared to a 

traditional one-sided celebrity endorsement, the two-sided communication elicited  

significantly higher advertising credibility and effectiveness ratings, higher evaluation of 

the sponsor in terms of perceived overall quality of service, as well as a significantly 

greater intention to use the advertised service. 
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The previous studies emphasis, research on recognition and recall majorly in print media 

and few researches are based on television advertisement. The above studies 

emphasizes on shocking and non shocking advertising content , experts versus 

consumer endorsed content in the advertisement, identifying the most influential celebrity 

endorser source effects in the advertising, differences in response that consumer show 

towards advertising stimuli with respect to the demographic factors, the relationship 

between advertisement exposure time and the probability that a viewer will remember an 

advertisement, the recall and memory factor by comparing audio and visual content in 

the advertisement, animation and constant feathers in the advertisement, 

 

Thus, customer will get exposed to the advertisementinterpret the information 

correctlyRemember and Recall the product shown in the advertisement and purchase 

the product. 

 

Now the question arise ‘how to approach the customers through advertisement?’ so that 

the customer can remember and recall the product shown in the advertisement while 

making purchase decision. 

 

The main goal of the advertiser is to push the product name and feature in the 

customer’s mind rather than pushing only the advertisement. Some advertisements are 

very attractive- colorful, good music, famous celebrity, different concept, etc. where the 

customers stick their eyes on the advertisement and watch them with great interest even 

on repetition. On the other hand, some advertisements which can be termed as 

unattractive- are vice versa to the attractive advertisement. These advertisements 

provide only information on product feature. Now, the question is, which of the above 2 

types of advertising approach will intend the customer to remember and recall the 

product at the time of buying process. 

 

This study will provide new insight in understanding the effective advertising appeal 

(attractive advertisement or unattractive advertisement) that reaches customers and 

customer are able to recall the product after viewing the advertisement and also while 
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making purchase decision. This study is an attempt to understand the impact of TV 

advertisement on viewer and examine their responds and recall capability towards 

attractive and non attractive advertisement and the following hypotheses are proposed. 

 

 

2.1: Hypothesis 

 

Following seven hypotheses were tested in this study. 

 

H1: There is no significant difference between attractive and non attractive 

advertisement on appealing to eyes. 

 

H2: There is no significant difference between attractive and non attractive 

advertisement on sharing the advertisement with others.  

 

H3: There is no significant difference between attractive and non attractive 

advertisement on preference for similar advertisements in future. 

 

H4: There is no significant difference between attractive and non attractive 

advertisement on Urge to buy the product. 

 

H5: There is no significant difference between attractive and non attractive 

advertisement on Sing the songs and jingle of the advertisement. 

 

H6: There is no significant difference between attractive and non attractive 

advertisement on liking the celebrity. 

 

H7: There is no significant difference between attractive and non attractive 

advertisement on recall if brand name. 
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3. EXPERIMENTAL 

 

 

3.1: Research Methodology 

 

This study considered celebrity in the advertisement as one of the factor in an attractive 

advertisement, however we have included other criteria, like music, picturisation, 

animations, etc., which we compared with unattractive advertisement and analyzed 

which advertised product reaches customers and in turn customer are able to recall the 

product after viewing the advertisement . The major goal is to analyze whether customer 

like the advertisement as an entertainment or able to remember and recall the product 

shown in the advertisement. 

 

This study was based on primary data collection with a sample size of 100 respondents 

were selected using convenient sampling method from shopping center and colleges. 

The respondents were exposed four sample advertisements; out of which 2 

advertisements are for attractive advertisement and 2 advertisements are for non 

attractive advertisement and they were requested to answer the seven questions related 

to the seven related independent variable by indorsing yes or no as responses. 

 

The attractiveness and non attractiveness of advertisement was determined by showing 

20 advertisements of FMCG product, to a group of advertisement experts. Based on the 

previous research following criteria were given to the advertisement executives to 

identify attractive and non attractive advertisement. 

Criteria Attractive advertisement: 

- Sound/Music 

- Picturisation 

- Use of Celebrity or/and Graphics 

- Fast moving and entertaining 
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Criteria Unattractive advertisement: 

- More Informative 

- No famous Celebrity 

- No Music or dull music 

- Non entertainment or dull picturisation 

 

The experts were exposed to 20 advertisements and they were asked to rate each one 

of them on a 6 point scale of attractiveness and unattractiveness. Based on their 

response 2 attractive and 2 unattractive advertisement were chosen. 

 

These four advertisements were shown to the respondents of the study, who were asked 

to rate based on the seven above mentioned variables. In addition they were also asked 

to provide data like gender, age, marital status and occupation. 
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4. ANALYSIS and DISCUSSION 

   

4.1 Respondents Profile 

 

The profile of the sample of 100 respondents is given in Table 1. 

 

Table 1 - Profile of Sample 

 

Characteristic Percentage 

Age 

 

 

Under 25 69 

26-35 14 

36-45 9 

46-55 6 

55 and Above 2 

Occupation 

 

 

Student 43 

Self Employed 14 

Employed 36 

Others 7 

Gender 

 

 

Male 32 

Female 68 

Marital Status 

 

 

Married 47 

Unmarried 53 
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Of the 100 respondents, 69% were less than 25 years of age. The maximum 

respondents were falling into this age group since youth are the ones who pay maximum 

attention to the advertisements. Out of the remaining sample 14% fall in age group of 26-

35 years, 9% fall in age group of 36-45 years, 6%fall in the age group of 46-55years only 

2% were above 55 years of age. 

 

The maximum respondents in occupation category belong to student group with major 

share of 43%, Employed group contributes 36% of respondents and remaining all 

contributes 21% which includes self employed and others category.  

 

The largest number of respondents were female (68%) and the remaining were male 

(32%). Only in case of marital status the respondent’s average was almost the same 

unmarried (53%) and married (47%). 

 

Since there were 2 attractive and 2 unattractive advertisements as chosen during the 

pilot study, the scores of 2 attractive and the scores of 2 unattractive advertisements 

were added to get single score for attractive and unattractive advertisements, hence the 

respondent score was raised to 200. 
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1. Appealing to eye: 

 

 It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as appealing to eyes is concerned. The results are 

presented in table 2 

 

Table 2: Appealing to eye 

 

Advertisement Yes No Total 

Attractive  157 43 200 

Unattractive 80 120 200 

Total 237 163 400 

 

As many as 157 responses show that attractive advertisements have been found to be 

appealing to eye as compared to 80 responses to unattractive advertisement (see Figure. 

1.1).  

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=61.4 df = 1; p<.01). Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under attractive advertisement.. 
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Figure. 1: Appealing to eye 

 

 

2. Sharing the advertisement with others: 

 

 It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as sharing the advertisement with others is concerned. 

The results are presented in table 3. 

 

Table 3: Sharing the advertisement with others 

 

Advertisement Yes No Total 

Attractive 106 94 200 

Unattractive 81 119 200 

Total 187 213 400 
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As many as 106 responses show that attractive advertisements have been found to be 

sharing the advertisement with others as compared to 94 responses to unattractive 

advertisement (see figure 1.2). 

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=6.28 df = 1; p<.01). Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under attractive advertisement. 

 

 

 

Figure1. 2: Sharing the advertisement with others. 
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3. Preference for similar advertisements in future: 

 

 It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as Preference for similar advertisements in future is 

concerned. The results are presented in table 4. 

 

 

Table 4: Preference to see similar advertisements in future. 

 

Advertisement Yes No Total 

Attractive 143 57 200 

Unattractive 86 114 200 

Total 229 171 400 

 

As many as 143 responses show that attractive advertisements have been found to 

show preference to see the similar advertisements in future as compared to 57 

responses to unattractive advertisement (see figure 1.3).  

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=33.18, df = 1; p<.01). Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under attractive advertisement. 
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Figure 1.3: Preference for similar advertisements in future. 

 

4. Urge to buy the product: 

 

 It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as Urge to buy the product is concerned. The results 

are presented in table 5. 

 

Table 5: Urge to buy the product. 

 

Advertisement Yes No Total 

Attractive 74 126 200 

Unattractive 154 46 200 

Total 228 172 400 

 



24 

 

 

As many as 154 responses show that unattractive advertisements have been found to be 

Urge to buy the product as compared to 46 responses to unattractive advertisement (see 

figure 1.4).  

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=65.26, df = 1; p<.01).  Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under unattractive advertisement. 

 

 

 

 

 Figure 1 4: Urge to buy the product 
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5. Sing the songs and jingle of the advertisement: 

 

 It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as Sing the songs and jingle of the advertisement is 

concerned. The results are presented in table 6. 

 

Table 6: Sing the songs and jingle of the advertisement. 

 

Advertisement Yes No Total 

Attractive 123 77 200 

Unattractive 4 196 200 

Total 127 273 400 

 

As many as 196 responses show that unattractive advertisements have not been found 

to sing the songs and jingle of the advertisement as compared to 77 responses to 

attractive advertisement (see figure1.5).  

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=163.36, df = 1; p<.01).  Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under attractive advertisement. 

 

 

 

 

 

 



26 

 

 

 

Figure 1.5: Sing the songs and jingle of the advertisement. 

 

6. Like the celebrity: 

 

 It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as like the celebrity is concerned. The results are 

presented in table 7. 

 

Table 7: Like the celebrity. 

 

Advertisement Yes No Total 

Attractive 118 82 200 

Unattractive 66 134 200 

Total 184 216 400 
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As many as 118 responses show that attractive advertisements have been found to like 

the celebrity as compared to 82 responses to unattractive advertisement (see figure 1.6).  

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=27.22, df = 1; p<.01). Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under attractive advertisement. 

 

 

 

 

   

Figure 1.6: Like the celebrity. 
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7. Recall the brand name: 

 

It was hypothesized that there would be no significant difference between attractive and 

unattractive advertisement as far as recall the brand name is concerned. The results are 

presented in table 8. 

 

Table 8: Recall the brand name. 

 

Advertisement Yes No Total 

Attractive 59 141 200 

Unattractive 136 64 200 

Total 195 205 400 

 

As many as 136 responses show that unattractive advertisements have been found to 

recall the brand name as compared to 59 responses to attractive advertisement (see 

figure1.7).  

 

In advertisements to see if the observed frequencies are different from actual 

frequencies, chi-square test was conducted. Since the differences between observed 

and expected are large, the ᵡ² value is significant (ᵡ²=59.32, df = 1; p<.01).  Suggesting 

there by that the observed frequency is apart from the actual frequencies particularly so 

in yes responses under unattractive advertisement. 
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Figure 1.7: Recall the brand name 

 

4.2. Discussion 

 

Based on the results of this study, the significant level is very high (163.36) in Sing the 

songs and jingle of an attractive advertisement when compared to non attractive 

advertisement, which indicates that the customers are attracted by music of the attractive 

advertisement and they sing the song or jingles of the advertisements even when they 

are seeing the advertisement, thus customer indirectly remember the advertisement.   

 

The second highest variable which is more significant is “Urge to buy the product”. 

Where, the majority of customers have opted ‘yes’ in this variable, for unattractive 

advertisement.  

 

Similarly the variable,” Appealing to eyes” showed third higher significant level where , 

the majority of the customers have opted ‘yes’ in this variable for attractive advertisement 
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On the other hand, recall of brand name, which is an important variable of this study, to 

our surprise the majority of the customers are able to recall the brand name of an 

unattractive advertisement. 

 

This shows that the advertisement which are highly attractive that gains the attention of 

the customer are not really reaching the main goal of the advertisement, as the customer 

does not remember the brand name at the end of the advertisement, however, 

remember the advertisement’s our features, appealing to eyes, like celebrity, song, etc.  

 

On the other hand the advertisements which are non attractive but only product specific 

shows good impact on customers, where they remember the brand name and show 

interest in buying the product, which satisfy the ultimate goal of the advertisement. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



31 

 

 

5. CONCLUSION 

 

The present study suggests that the advertisements must be designed in such a way 

that the customers are able to understand what exactly the advertiser is trying to 

communicate. The advertisements must be product specific i.e., the customers must be 

explained about the product features, usage, availability, price, etc. 

Attractiveness in advertisement is liked by the customers and the advertisers can use 

this as a tool in their advertisement, however, the advertisers should also keep in mind 

that too much of attractiveness in advertisement may lose the major goal of the 

advertisement. As per our study, two major variables i.e., urge to buy the product and 

recall of brand name, scored very less in attractive advertisement. On the other hand, 

the remaining five variables like appealing to eyes, sharing the advertisement to others, 

preference for seeing the advertisement in future, sing the song or jingle and 

appreciation of celebrity showed positive result in attractive advertisement. 
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6. SCOPE FOR FURTHER WORK 

 

Various limitations exist and future study can also be done. In this research only seven 

above mentioned variables were taken. In future research can be done by focusing on 

other demographic factors and compare with different aspect of advertisement such as 

emotion, social etc 

 

This research focused on FMCG product category shown in both attractive and non 

attractive advertisements. Researcher can also take different products that 

commercialize in TV channels like durable product, service providers, etc.,  

 

This research was conducted in Chennai, whereas, in future the research can also be 

conducted in other cities with more respondents. 
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8. APPENDIX 1 

 

 

  Questionnaire 

 

Part A 

 

1. Gender: 

Male          Female      

 

2. Age: ____yrs 

 

3. Marital Status 

Single           

Married                        

 

4. Occupation 

Student 

Self Employed 

Employed 

Others 
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Part B: 

 

6. Please answer Yes (Y) or No (N) to the following question regarding the 

advertisement? 

 

 Advertisement 

1 

Advertisement 

2 

Advertisement 

3 

Advertisement 

4 

a. Was the 

advertisement 

appealing to your 

eyes? 

    

b. Would you talk 

to someone about 

this 

advertisement?   

    

c. Would you like 

to see similar 

advertisements in 

future?   

    

d. Does this 

advertisement 

urge you to buy 

the product? 

    

e. Do you sing the 

song/jingle of this 

advertisement?   

    

f. Do you like the 

celebrity/Animatio

n character in this 

advertisement?    
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g. Do you 

remember the 

product/ brand 

name shown in 

this advertisement 
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