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    ABSTRACT 

ABSTRACT 
 
In today�s society people are bombarded with different advertising messages. It becomes a 
challenge for every company to communicate a message that stands out and grabs the 
audiences attention. Advertisers want to produce a message that strikes a responsive chord 
with the interests and feelings of its target audience, and this is done by choosing the right 
execution style and appeals. Financial services are being perceived as a matured market and 
therefore its advertising becomes even more crucial. For this reason it is of great interest to 
observe this topic further. 
 
This thesis covers the area of advertising messages in the financial services industry, which is 
also stated in the purpose of this thesis. The focus is on message execution and appeals used 
in financial services advertisements. In order to reach our purpose we have conducted a case 
study involving observations for documentation. 
 
Our main findings are that advertisements can be either rational or emotional i.e. talking to 
the head or the heart. Further the appeals can be categorized as primary, supportive or 
missing.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



   SAMMANFATTNING 

SAMMANFATTNING 
 
I dagens samhälle bombarderas människor av olika sorters reklam och andra meddelanden. 
Därför är det en utmaning för alla företag att kommunicera ett meddelande som skiljer sig 
från mängden och fångar målgruppens uppmärksamhet. Annonsörerna vill producera ett 
meddelande som attraherar målgruppen genom deras intressen och känslor. Detta kan 
uppnås genom att utforma annonser på olika sätt och inkludera olika egenskaper i annonsen. 
Dessa egenskaper, hädanefter kallade �appeals�, förmedlar annonsens generella intryck, så 
väl som dess specifika egenskaper som attraherar olika sorters människor. Den finansiella 
tjänste marknaden anses idag vara mättad vilket bidrar till att annonsering blir ännu 
viktigare. Av denna anledning är det av stort intresse att vidare undersöka detta ämne. 
 
Den här uppsatsen handlar om annonsers utformning i den finansiella tjänste industrin, vilket 
även finns inkluderat i syftet för denna uppsats. Fokus ligger på utformningsstilar och 
�appeals� som används i annonser för finansiella tjänster. För att nå detta syfte har vi 
genomfört en fall studie, där vi har gjort observationer för att samla data och information.  
 
Vårt forskningsresultat visar att annonser kan vara antingen rationella eller känslomässiga, 
det vill säga att dom talar till huvudet eller till hjärtat. �Appeals� kan vidare bli 
kategoriserade som primära, stödjande eller saknade.  
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1 INTRODUCTION 
 
In this chapter an introduction of the chosen topic for this thesis will be provided. The chapter 
begins with a short background to the research area followed by a problem discussion that 
will guide the reader to the overall purpose. From the purpose specific research questions are 
posed for this thesis. Finally, demarcations and the outline for the thesis will be presented. 
 
1.1 Background 
 
The Communication Process 
In general, a company�s marketing communications are designed to make the consumer aware 
of the product, encourage purchase or commitment, create a positive attitude towards the 
product, give the product its symbolic meaning, or show how it can solve the consumer�s 
problem better than a competitive product. The main purpose of marketing communications is 
to persuade a target audience to act in a specific way: to purchase a product, to vote for a 
specific candidate, to drive safely. (Schiffman, et al., 2001) Promotion includes an ongoing 
process of communication between an organization and its target markets (Palmer, 2001). The 
communication process is typically illustrated as consisting of four main elements: the source 
(the sender), the message, the message channel, and the receiver. (Woodruffe, 1995) Figure 
1.1 illustrates the communication process in a more detailed way.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1.1 Elements in the communication process 
Source: Adapted from Shimp (2003), p. 82 
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The communication process starts with the source (sender) of information � the person, 
organization or company with a message to deliver (Holloway & Robinson, 1995). The first 
step for the source of the message is to decide what the message should be and to whom it 
should be directed at. The second step is to encode the message in a specific way so that its 
meaning is interpreted by the targeted audience in precisely the intended way. When doing 
this, senders must recognize exactly what they are trying to say and why; what the objectives 
are and what the message is supposed to accomplish. (Schiffman, et al., 2001) 
 
The marketing communication objectives include creating brand awareness; establish positive 
associations in the consumer�s mind as a foundation for a positive brand image; and affecting 
behavior (Shimp, 2003). The statement advertising objectives evolve directly from the 
problem and opportunity analysis and states what the advertising message must achieve and 
what affect it must have on its audience. Basically, an advertising message seeks to create, 
modify, or reinforce attitudes, which makes consumers want to try a new product, buy more 
of it, or switch brands. Brand advertising tries to build an image or personality for a product 
and create a unique position for it. (Wells, Burnett & Moriarty, 2000) 
 
The message is the information such as the thought, idea, attitude or image that the sender 
wishes to communicate to the intended audience (Schiffman, et al., 2001). When developing 
ads, advertising professionals have to chose the right language, use the right nuance, use the 
right tone of voice, the right appeal, the right gesture � and all that is expressed in phrases and 
pictures that work together to create the intended effect (Moriarty, 1991). Three aspects of a 
communication message can be recognized � content, structure and format. The content of a 
message is likely to stimulate attention, and change attitude and intention. The appeal or 
theme of the message is therefore important. The formulation of the message must include 
some kind of benefit, motivator, identification or reason in order to make the audience act in a 
specific way. (Palmer, 2001) 
 
Once the message is formulated it is transmitted through communication channels, called 
media (Kasper, Van Helsdinge & de Vries jr, 1999). Television, radio, newspapers, 
magazines, the Internet, billboards, T-shirts, packages, point-of-purchase displays, signs 
painted on automobiles, and advertisements at movie theaters are just some of the more 
notable channels or media choices. These message channels are like a path through which the 
message moves from source (sender) to receiver. (Shimp, 2003) Each channel has its own 
peculiar strengths and weaknesses. You cannot use exactly the same message in radio that you 
use on a billboard or in a brochure. Every channel requires a different message that is 
designed specifically to take advantage of the media characteristics. (Moriarty, 1991) 
 
The receiver is the person or group of people (target audience) to whom the message is 
intended, the people whom the source attempts the share ideas with (Shimp, 2003). The 
receivers themselves are likely to affect the accuracy of the message. Their personal beliefs, 
attitudes and preconceptions will effect how they interpret the message. (Woodruffe, 1995) 
The receivers of a message must see it as applying specifically to themselves and they must 
see some reason for being interested in it in order to give a response (Palmer, 2001).  
 
The ultimate test of an advertisements success is the receiver�s response (Schiffman, et al., 
2001). When the target audience receives a message they will experience, realize or manifest 
an outcome(s) in response to the message (or more likely a stream of messages). Hopefully 
the outcome matches the communicator�s general objectives and results in increased levels of 
brand awareness, more positive attitudes, or greater purchasing brand. (Shimp, 2003) 
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The communication process will end with some form of feedback. Sometimes this feedback is 
direct, as in personal sales negotiation, while at other times it may be harder and take longer 
to measure the effectiveness of the communication, by monitoring increases in sales, or 
responses to sales promotions. The sender that initiates the communication must create some 
method of determining if the intended message is, in fact, received by the intended audience, 
understood in the intended way, and successful in achieving the intended objectives. 
(Woodruffe, 1995) 
 
During the whole communication process the message will be affected by different kinds of 
noise. Noise is any factor that interferes with or distorts the correct delivery of the advertising 
message to the target audience. (Wells, et al., 2000) Noise occurs in many ways, most of 
which are beyond the control of the sender (Woodruffe, 1995). The most common and serious 
type of noise is clutter (Wells, et al., 2000). The media environment is loud, busy, and 
cluttered with competing messages all shouting for attention (Moriarty, 1991). The number of 
magazines, journals, radio stations, cable TV stations, and Web-related media has exploded � 
as has the paid advertising associated with each medium (Wells, et al., 2000). To better 
understand the different ways of communicating with a target audience promotion will be 
discussed more in detail. 
 
Promotion 
Promotion refers to any form of encouragement used by a manufacturer to convince the trade 
(wholesalers, retailers, or other channel members) and/or consumers to purchase a brand and 
to encourage the sales force to aggressively sell it (Shimp, 2003). The traditional promotion 
mix consists of various methods used to convince a potential consumer of the benefits of a 
service. The mix includes four main elements, sales promotion, public relations personal 
selling and advertising. (Palmer, 2001) 
 
Sales promotion refers to any activity that can help to encourage purchase of goods and 
services (Woodruffe, 1995). Simply put sales promotion offers consumers, sales reps and 
trade members an extra incentive to act. Although this extra incentive usually includes price 
reduction, it may also be additional amounts of the product, cash, prizes and gifts, premiums, 
special events, and so forth. (Wells, et al., 2000) 
 
Public relations are an indirect promotional tool whose role is to create and enhance a positive 
image of an organization and its services among its various publics (Palmer, 2001). Public 
relations include publicity (stories in the mass media with significant news value), news 
conferences, company-sponsored events, open houses, plant tours, donations, and other 
special events (Wells, et al., 2000). 
 
Personal selling can be conducted in many ways but consists of the seller making personal 
contact with the consumer or potential consumer in order to stimulate them to make a 
purchase (Woodruffe, 1995). Compared to the other marketing communication tools available 
to professional service firms, personal selling offers flexibility in terms of message, the ability 
to �customize� the service offering, two-way communications, opportunities to build 
confidence and almost complete control over the marketing message given to the prospective 
client (Morgan, 1991).  
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Advertising is described as any paid form of non-personal communication of ideas or 
products in the prime media, i.e. television, the press, posters, cinema and radio, the Internet 
and direct marketing (Jobber, 2001). Further, Palmer (2001) states that advertising is mass, 
paid communication, which helps transmit information, develop attitudes, and encourage 
some form of response among the audience. Advertising is unique in that the advertiser 
decides over what is to be said and when and how it is to be transmitted, by which means 
(Woodruffe, 1995). Russel & Lane (1996) state that advertising is persuasive communication. 
It is not neutral; it is not unbiased; it says; �I am going to sell you a product or an idea� (Ibid 
p. 32). Since the contact between the advertiser and the audience is indirect it takes a long 
time to deliver information, change attitudes, and create an understanding or trust between the 
two parties (Wells, et al., 2000). The rest of this thesis will focus on advertising in general and 
the advertising message in particular, starting below by introducing the reader creative 
advertising.  
 
Creative Advertising 
One way of defining creative advertising is in terms of relevance, originality, and impact 
(ROI). The advertising implements a strategy consisting of creative concepts that make a 
creative leap and dramatize the strategy in an attention-getting, memorable way. There are 
two dimensions to creative advertisement, message strategy and its execution. The difference 
between these two dimensions is that message refers to what the advertisement says and 
execution refers to how it is said. (Wells, et al., 2000) Simply put, creative strategy focus on 
the message it self � what you will say and how you will say it (Moriarty, 1991).  
Wells, et al. (2000) refer to the creative strategies shown in table 1.1 below. 
 
Table 1.1 Creative strategies 
Creative Strategy Description Uses 
Preemptive Uses a common attribute or benefit 

but gets there first; forces 
competition to me-too positions. 

Used in categories with little 
differentiation or in new product 
categories. 

Unique selling proposition Uses a distinct difference in 
attributes that creates a meaningful 
consumer benefit. 

Appropriate in categories with high 
levels of technological improvement

Brand image Uses a claim of superiority or 
distinction based on extrinsic 
factors such as psychological 
differences in the minds of 
consumers. 

Used with homogeneous, low 
technology goods with little 
physical differentiation. 

Positioning Establishes a place in the 
consumer�s mind relative to the 
competition.  

Suited to new entries or small 
brands that want to challenge the 
market leaders. 

Resonance Uses situations, lifestyles, and 
emotions that the target audience 
can identify with.  

Used with highly competitive, non-
differentiated product categories.  

Anomalous/affective Uses an emotional, sometimes even 
ambiguous message to break 
through indifference and charge the 
product�s perception.  

Used where competitors are playing 
it straight. 

Source: Adapted from Wells, et al. (2000) p. 303 
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Wells et al. (2000) also discuss product category and the selling premise to be important 
factors related to the creative strategy. Creative strategy is first of all a reflection of the 
product and its product category. Some product categories such as clothes, jewelry, and 
cosmetics are fashion items, and their advertising makes its own fashion statement. Other 
products, for example feminine hygiene products, are naturally difficult to advertise. (ibid) 
Moriarty (1991) explains a product-centered approach as an approach that focuses on the 
product and talk about attributes and features. On the opposite, a prospect-centered approach 
focuses on consumer needs and benefits, as well as on the users and their lifestyles (ibid). The 
selling premise can be either product or prospect centered. A product-centered strategy 
focuses on the product itself and its features and attributes. Prospect-centered strategies stress 
the needs and wants of consumers by using emotional appeals, entertainment, and rational 
appeals. Emotional appeals highlight the psychological attraction of the product using 
emotions such as fear, love, pride, status, appetite, sex, guilt, safety, responsibility, nostalgia, 
convenience, and economy. (Wells, et al., 2000) 
 
Creative Execution 
Creative execution refers to the choice of appealing themes, ideas, pictures, situations, 
symbols and words chosen to communicate the desired message (Middleton & Clark, 2001). 
 Advertisements are designed to touch the head or the heart of its target audience. A rational 
or informational message referred to as �hard sell� is designed to touch the mind and create a 
response based on logic. The approach highlights tangible product features and benefits. 
Emotional or image messages referred to as �soft sell� tries to create a response based on 
attitudes, moods, dreams, feelings, and emotional appeals. (Wells, et al., 2000) The process 
where the details of the ad�s appearance are worked out is called the execution. The execution 
outlines what is required to bring the creative concept to life. Some professionals in 
advertising like to refer to the appeal of an ad as a way to describe how the ad moves, 
motivates, attracts, or interests its audience. An appeal can be defined as a message about a 
need that has the power to arouse, innate or underlie desires. (Moriarty, 1991) In services, as 
in most industries, the appeals creating the advertisement is an important tool to inform the 
customer and the service provider about the service and the role they are both expected to 
play in the service delivery process (Kasper, et al., 1999). 
 
1.2 Problem Discussion 
 
Over the past 20 years there has been a growing interest in services marketing as a research 
domain, which has led to an increasing number of academic publications investigating 
services (Mattila, 1999). �The demand for services marketing knowledge has been fueled by 
(1) the tremendous growth in service-sector employment, (2) increasing service-sector 
contributions to the world economy, (3) the deregulation of many service industries, and (4) a 
revolutionary change of perspective in how service firms should organize their companies� 
(Hoffman & Bateson, 1997, p. 11). Services marketing have in fact been established as a core 
discipline within marketing. Despite this growing attention, the communication studies in the 
area are a largely unexplored topic. (Mattila, 1999) 
 
Some professionals, having viewed the importance of advertising in the marketing strategies 
of financial services companies and many other service businesses, states that advertising is 
an essential part of any marketing strategy and that advertising campaigns can effectively sell 
the service offerings (Morgan, 1991). However, Albers-Millers & Straughan (2000) states that 
advertising of financial services is an understudied area. Most of the financial services 
marketing literature has concentrated on marketing theory more than advertising practice. 
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Furthermore, research on advertising practice rarely looks at services at all, only very rarely at 
financial services advertising. (ibid) Advertising is a critical component of the marketing mix 
for any service provider. Thus, an understanding of effective advertising appeals for particular 
service types is important to international service promotion (Albers-Miller & Stafford, 1999). 
Johar & Sirgy (1991) states that even though researchers have made attempts describing value 
(image or symbolic appeal) expressive and utilitarian (functional) types of appeals, the topic 
has not been formally addressed.  
 
Every day consumers come across numerous advertising messages in all different shapes and 
formats. Because of the great competition to get the message across advertisers are 
increasingly concerned about the effectiveness of their messages. Many marketing and 
advertising studies have focused on the effect of advertising messages on consumer reactions 
towards products, and factors influencing consumers� processing of such messages. 
Researchers agree that the consumer judgment and decision about a product is influenced by 
the way the information is presented, labeled and framed. (Buda & Zhang, 2000)  
 
Creative strategy refers to the executional tactics in which the general nature and character of 
advertising messages are specified for more appealing presentations (Okazaki & Rivas, 2002). 
A creative concept in advertising has to dance to the tune of two different masters: originality 
and strategy. To be creative, an idea must be both original (different, novel, unexpected) and 
strategic (right for the product and target). Cleverness is not enough. (Wells, et al., 2000) The 
following quote by Shimp (2003) aptly summarizes the essentials of effective advertising: �It 
is advertising that is created for a specific customer. It is advertising that understands and 
thinks about the customer�s needs. It is advertising that communicates a specific benefit. It is 
advertising that pinpoints a specific action that the consumer takes. Good advertising 
understands that people do not buy products � they buy product benefits�. Above all, 
effective advertising gets noticed and remembered, and gets people to act�  
(p. 262). 
 
The promotional message is designed with one or more aims in mind: to inform, to entertain, 
to educate, to persuade, to remind (Woodruffe, 1995). Depending on the selected 
media/medium the advertising message can be packaged in an infinitive number of ways. 
How the message is packaged is of great importance to how effective an advertisement will 
be. (Rogers, 1995) The promotional objectives will state, to a large extent, the nature and 
form the promotional message takes and the type of appeal used to get the message across 
(Woodruffe, 1995).  
 
Bill Bernbach, referred to by Russel & Lane (1996), states the following: �There may be 
changes in our society. But learning about those changes is not the answer. For you are not 
appealing to society. You are appealing to individuals, each with an ego, each with the 
dignity of his or her being, each like no one else in the world, each a separate miracle. The 
societal appeals are merely fashionable, current, cultural appeals which make nice garments 
for the real motivations that stem from the unchanging instincts, and emotions of people � 
from nature�s indomitable programming in their genes. It is the unchanging person that is the 
proper study of the communicator� (p. 511).  
 
According to Russell & Lane (1996) an appeal is the motive to which an ad is directed, it is 
designed to stir a person towards a goal the advertiser has set. Advertisers also use the word 
appeal to describe a general creative emphasis. For example, if the price is emphasized in the 
ad, then the appeal is value, economy, or savings. (Wells, et al., 2000) 
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Moriarty (1991) states that one way of talking of approaches to creative strategy is to 
differentiate between ads that are rational (factional, informational, logical) and speak to the 
head and those that are emotional (images, feelings) and speak to the heart. Sometimes 
rational, factual appeals are more effective in persuading a target audience; sometimes 
emotional appeals are more effective (Schiffman, et al., 2001). The appeal used is designed to 
evoke some kind of reaction, in line with the promotional objectives. A mixture of more than 
one appeal may be used. (Woodruffe, 1995) The discussion above leads to the purpose and 
research questions stated for this thesis. 
 
1.3 Purpose and research questions 
 
Based on the problem discussion above the purpose of this thesis is to gain a better 
understanding of advertising messages in the financial services industry. Further, the purpose 
is divided into the following research questions: 
 

RQ1. How can the message execution be described? 
RQ2. How can the advertising appeals be described? 

 
1.4 Limitations 
 
Because of the limited time for this study, and because the aspects of the chosen topic are 
many, we have chosen to only focus on advertising messages in the financial services 
industry. 
 
1.5 Thesis outline 
 
This thesis is divided into six chapters: Introduction, Literature review, Methodology, Data 
collection, Data analysis, and Conclusions & Implications. In chapter one the research area is 
presented in the background and problem discussion. Further, the research purpose together 
with two specific research questions is stated, and finally limitations are clarified. In chapter 
two theories connected to the research problem are presented, which results in the conceptual 
framework. Chapter three describes and motivates the methodological choices made for this 
thesis. Chapter four provides a presentation of the empirical data, followed by chapter five 
where the empirical data is compared to the conceptual framework. In the last chapter 
conclusions and implications are stated. This brings the thesis back to its beginning by 
answering the stated research questions. The outline of the thesis is shown in figure 1.2 
below. 
 
 
  
 
 
 
 
 
 
Figure 1.2 Thesis outline 
 
 
 

Chapter 1 
Introduction 

Chapter 2 
Literature review 

Chapter 3 
Methodolgy 

Chapter 6 
Findings & conclusions 

Chapter 5 
Data analysis 

Chapter 4 
Data presentation 
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2 LITERATURE REVIEW 
 
In this chapter theories relevant to the chosen research questions will be presented. First, 
studies related to the first research question will be described. Thereafter, studies related to 
the second research question will be presented. Finally, the chapter encloses a 
conceptualization of these theories.  
 
2.1 Message execution 
 
Wells, et al. (2000) speaks of two dimensions to the creative side of an advertising message, 
the message strategy and its execution. Message, or creative strategy, is what the 
advertisement says and execution is how it is said (ibid). Rowley (1998) presents the elements 
that need to be considered when it comes to the message are:  
 
! Content � what to say 
! Structure � how to say it logically 
! Format � how to say it symbolically  
! Source � who should say it, or act as spokesperson  
 

Execution details refer to the specifics about how the message will look, read, and sound in its 
finished form � all the details and decisions involved in the message format, its tone, and its 
production. Advertisers use several common formats for advertising messages: 
straightforward messages, demonstrations, comparisons, problem solutions, slice of life, 
spokesperson, and teaser. (Wells, et al., 2000) These advertising formats are described in the 
table 2.1 below. 
 
Table 2.1 Common formats for advertising messages 
Format  
Straightforward  A factual or informational message, which conveys information without any gimmicks, 

emotions, or special effects. 
Demonstration Demonstration focuses on how to use the product or what it can do for you. It is 

straightforward in its tone. 
Comparison  A comparison show contrasts between two or more products and finds that the 

advertiser�s brand is superior. The comparison can either show a specific competitor, 
direct comparison, or simply refer to �other leading brands�, indirect comparison. The 
objective is to convince - seeing is believing.  
 

Problem solution/ 
Problem avoidance 

In this format the message begins with a problem and the product is the solution, also 
known as �product-as-hero� format. In the problem avoidance format the problem helps 
avoiding the problem instead of solving it. This is often used to advertise insurance and 
personal care products.  

Spokesperson/ 
Endorsers  

This format uses celebrities we admire, created characters such as the Energizer Bunny 
for instance, experts we respect, or someone �just like us� whose advice we might seek 
out to speak on behalf of the product to give it credibility. 

Teasers Teaser ads do not identify the product or not deliver enough information to make sense. 
These ads create curiosity and appeal to the anti-hard sell attitudes of people.  

Source: Adapted from Wells, et al. (2000), p. 305 
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Moriarty (1991) describes two categories of message strategies: informational and 
transformational. Table 2.2 shows the main message strategies. 
 
Table 2.2 Main message strategies 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Moriarty (1991), p. 82 
 
Advertisers want to produce a message that strikes a responsive chord with the interests and 
feelings of its target audience. This is often referred to as resonance. Table 2.3 describes a list 
of message elements designed to appeal to three personality types: the righteous, the social 
and the pragmatic buyer. The righteous buyer is someone who will base decisions on 
independent reports in for example magazines. The social buyer relies on friends, family, 
celebrity endorsers and testimonials, and the pragmatic buyer search for the most value for the 
money, but not necessarily the cheapest price. (Schiffman, et al., 2001) Table 2.3 on the next 
page shows message elements appealing to three personality types. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

MAIN MESSAGE STRATEGIES 
 

! Informational advertising 
Comparative: competition explicitly mentioned  
Unique selling proposition: explicit claim on uniqueness 
Preemptive: testable claim of superiority based on an attribute or benefit 
Hyperbole: untestable claim of superiority 
Generic: focus on product class 

 
! Transformational advertising 

User image: focus on user 
Brand image: focus on brand personality 
Use occasion: focus on usage occasions 
Generic: focus on product class 
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Table 2.3 Message elements appealing to three personality types 
Personality type: Righteous Social Pragmatic 
Message element    
 Copy appeals Describe quality. Note 

achievements, awards, 
community, and 
environmental positions. 

Offer quality of life 
enhancements, exclusivity.

Benefit-driven. Focus on 
bottom line. 

Copy length Wants information. 
Detailed copy facilitates 
decisions. 

Provide short, lively copy. Repeat benefits, and price. 
Keep it to the point. 
Bottom-line oriented.  

Endorsements Highly important when 
from an independent 
source.  

Impressed with credible 
celebrity endorsements.  

Not important.  

Visuals Show the product fully. 
Use detailed in 
comparison charts.  

Show people having fun. 
Whimsical!  

Include charts for 
comparison. Show 
practical use of product.  

Pricing Emphasize fair price, 
value.  

Full retail price easily 
accepted.  

Offer a discount or special 
deal.  

Guarantees Provide strongly worded 
guarantees.  

Important, and decision 
tiebreaker.  

Provide strongly worded 
guarantees.  

Free trial �I can test myself!� �I can show it off!� �I can use it and return it if 
I don�t like it!� 

Shipping & handling Show fairness. Wants 
costs itemized.  

Include in price. Ship it free.  
 

Premiums Relate to purchase. Appeal to the ego. Fun. Emphasize giving 
something for free.  

Time limits of offer Don�t ever break your 
word. 

Helps incite action now. There�s always another 
deal.  

Sweepstakes/contests No great appeal. Dreams of winning and 
impressing others.  

Wants something for 
nothing. 

Charter membership Provides some appeal. �I�m the first to have it�.  Appeals if there�s a 
special deal.  

Source: Adapted from Schiffman, et al. (2001), p. 267 

 

2.1.1 How to create good advertising 
 
Since the best ads are those that are new and original, and there are no rules for being new and 
original, White (2000) states a number of principles and guidelines that will prevent the 
creation of a bad ad, and can assist in creating an ad that will work.  
 
! Branding and category identification � Any ad needs to make it clear what is being 

advertised, the product category and the brand.   
 
! Attention-getting devices � In order to reach the target audience, the advertising has to 

attract attention. In order to not be ignored, ads have to break through the noise 
somehow. It is clear that the key to effective attention getting lie in a combination of 
the media context and the brand concerned. In practice, it is probable that visuals are 
more important as attention-grabbers than words, especially for print ads. 
Psychologically, we are more responsive to pictures than words, and we can take them 
in more quickly. Attention can be influenced by size, color, sound, intention, 
movement and directional signs. 
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! Likeability � People tend to respond better to ads they like. Likeability is a key factor 
in creating effective ads. Likeability does not just mean that an ad should be 
entertaining, but that its audience should feel that it is useful, informative, helpful, 
pleasing, constructive, and perhaps also entertaining.  

 
! Simplicity � Simplicity, in this context, means that the number of points that an ad tries 

to make has to be limited. A single point made well and strongly will be more 
effective than several different points. It is important to avoid confusion by adding 
extraneous matters � an ad should have a straightforward, concentrated message.  

 
! Have an idea: be original � Truly effective ads tend to contain original ideas. 

Originality is very important for getting and retaining attention. The difficulty lies in 
presenting a brand through the medium of an original idea, that says something new 
and interesting to the target audience and wraps it effectively around the brand. 

 
! Be careful with humor � There are product categories where humor is appropriate and 

there are product categories where it is highly inappropriate and even bad taste. Also, 
humor can sometimes get in the way of the advertising message, which makes it 
important to make sure that the proposition and brand are very carefully integrated 
into the joke. It is also crucial to remember that humor differs, what one person 
consider funny might be the opposite to someone else.  

 
! Be careful with sex � Sex sells, but so does almost any powerful emotion. Sex is only 

effective when used in the right media, to the right audience, for the right product. 
 
! Include a response opportunity � Make sure to provide information on how to 

establish direct contact, e.g. telephone number, address, and web address.  
 
! Offer the audience real benefits � Mostly, the benefits showed in advertisements 

should be those conferred by the product, the results people can expect to get by 
buying and using the product. Table 2.4 shows some examples of product benefits 
from different product categories. 

 
 

Table 2.4 Product benefits from different product categories 
Product category Benefit 

Fast-moving consumer 
goods 

 

Tea Relaxation, pick-me-up, sociability/entertaining 
Cheese More interesting sauces, quick and nourishing snack, easy sandwiches, traditional  

nourishment  
Canned soup Warmth, quick simple meal, homeliness, comfort, reward, relaxation 
Perfume Sexiness, attract opposite sex, impress friends, fantasy, escapism 
Durables  
Microwave Quick and easy catering, new kinds of recipes, quick defrosting, easy to use up 

leftovers = less wastage 
Car Very wide range � status, family transport, �Be a rally driver�, freedom, security, 

sexiness 
Services  
Insurance Peace of mind, reliable assistance, quick and easy to purchase 
Fast food Quick family meal, trust, cheap good food 
Source: Adapted White (2000), p. 95 
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There are many simple steps you can take that will assure that advertising actually does what 
you want it to do. Depending on the media choice there are a number of ways to package your 
marketing message. (Rogers, 1995) Below is a list of some basic rules stated by Rogers 
(1995) to follow when creating advertising that works. 
 
! You should concentrate on persuasion rather than on entertainment. Consumers will 

not purchase your product or service just because you have enlightened, amused, 
titillated, or otherwise entertained them- especially if the product or service is higher-
priced or related to a serious business decision.  

 
! You should make your message easy to receive. The choice of media selection and 

advertising production should be what the target audience find most familiar and with 
which they are most comfortable. There is no time or resources to change people to 
new patterns or reading, listening, and viewing.  

 
! You should assume relative ignorance on the part of your audience. An advertiser has 

to be aware that the audience is not as familiar with the product or service as you, yet 
persuasively. Many advertisers aim at a seven-to nine-year mental age in their ads. 
Some even test their ads on pre-school children to assure broad comprehension.  

 
! You should assume lack of interest on the part of your audience. It is important to 

consider the fact that the audience is bombarded with different marketing messages 
and that they might not be as interested in the message as you might think they should 
be. It is very easy for customers to turn a pate, switch a channel, or toss away a letter. 
An important part as an advertiser is to hold the customer after you have fairly gained 
their interest, so persuasion can take place. 

 
! You should provide significant information. A consumer needs a reason to make 

intelligent choices and you have to give it to them. Regardless of limited intellectual 
level and the effect of other marketing messages, the old sales saying still holds true: 
�The more you tell, the more you sell�.  

 
! You should be assertive. Media for which an advertiser pay is no place to demonstrate 

diffidence and modesty. It is the same in advertising, as in athletics, politics, and war: 
you should play to win.  

 
Apart from these six rules Rogers (1995) have three supplementary rules worthy of note. 
 
! Generally speaking, the larger a print advertisement and the longer a broadcast spot is 

the more attention and recall it will receive. Even though size or length of an 
advertisement is important, it does not always get awareness in proportion to what it 
cost.  

 
! All elements in an advertisement should work together, complement one another, and 

contribute to delivery of the persuasive message. The visual aspects of a print 
advertisement have to relate to the headline and the body of copy. Because the world 
is overloaded with advertising and other types of messages it is important to try to 
stick to the essence of the subject and try very hard not to confuse the audience with 
anything else.  
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! Do not model the advertising on consumer packaged goods advertisement, which 
probably have different target markets and different objectives than the advertiser it 
self. Have uniquely crafted advertisement on the basis of a clearly defined audience 
and particular objectives. 

 
2.2 Advertising Appeals 
 
To present the promotional message Woodruffe (1995) presents a variety of different appeals 
that can be used. Things like the type of message and the media choice available will 
influence the nature of the appeal. Humor and fear are two appeals used in advertising. The 
appeals used in the promotional message are designed to evoke some kind of reaction, in line 
with the promotional objectives. (ibid) Albers-Miller & Stafford (1999) have focused on 
emotional and rational appeal. The emotional/rational framework has been an explored topic 
in the marketing and advertising literature. It is possibly stemming from Copeland�s original 
proposition that individuals buy products or services for either rational or emotional reasons. 
(ibid) 
 
Rational advertisements 
Moriarty (1991) describes ads designed to touch the head as rational and ads designed to 
touch the heart as emotional/image. Rational advertising is built on information and logic � 
facts and reasons (ibid). Rational appeals were developed on the grounds that presented with 
all the facts about a superior service offering, consumers will make a rational decision to 
purchase (Woodruffe, 1995). Rational appeals in advertising come from the traditional 
information processing models of decision-making where the individual is believed to make 
logical and rational decisions; such approaches are designed to change the message receiver�s 
beliefs about the advertised brand and rely on their persuasive power of arguments or reasons 
about brand attributes (Albers-Millers & Stafford 1999). Some messages have to be long and 
detailed and will include a quantity of information to inform and educate customers about the 
service offered. Rational appeals depend on a lot of information and are therefore more suited 
to newspaper and magazine advertising, although this type of appeal is also used in other 
media promotions. (Woodruffe, 1995) Wells, et al. (2000) claims that hard sell is a term for 
rational or informational messages that are designed to touch the mind and create a response 
based on logic. Advertisements using hard sell emphasizes tangible product features and 
benefits (ibid). 
 
Emotional advertisements 
Moriarty (1991) states that ads designed to touch the heart are created because many products 
are purchased for emotional reasons. They are trying to create a feeling and strong brand 
image. This approach tries to excite feelings such as love, anger, hate, joy, fear or sorrow. 
(ibid) In contrast to rational appeal, emotional appeals are grounded in the emotional, 
experiential side of consumption. They rely on feelings for effectiveness seeking to make the 
consumer feel good about their purchase, by creating a likeable or friendly brand. (Albers-
Miller & Stafford, 1999) As presented by Albers-Miller & Stafford (1999) �emotional 
appeals attempt to stir up either negative or positive emotions that can motivate purchase. 
These include fear, guilt and shame appeals that get people to do things they should do or 
stop doing things they should not�communicators also use positive emotional appeals such 
as love, humor, pride and joy� (Kotler & Armstrong, 1994, p. 468). Soft sell is a term used by 
Wells, et al. (2000) describing how to use an emotional or image message trying to create a 
response based on attitudes, moods, dreams, feelings, and emotional appeals. When 
advertisers use emotional appeals they are attempting to provoke a response via emotions or 
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feelings. It has been suggested that emotional appeals improve messages because they make 
consumers feel more involved with the advertisement. In a marketplace where competition is 
high it may be hard to differentiate a service using rational appeals and so emotional appeals 
are used in campaigns. (Woodruffe, 1995) Figure 2.1 shows advertising combining rational 
and emotional appeals.  
 
 
 
 
 
 
 
 
 
Figure 2.1 Advertising combining head and heart 
Source: Adapted from Moriarty (1991), p. 8 
 
Humor appeals 
Humorous messages attract the audience�s interest and attention more effectively than serious 
messages and can also have a mood- enhancing effect, which makes the customer more open 
to the message. Although humorous messages are used successfully in many advertising 
campaigns humor should not undermine the product or service�s image, or detract from the 
actual message. (Wooruffe, 1995) Shimp (2003) also speaks of humor and states that humor is 
often used in advertising in order to achieve various communication objectives, such as gain 
attention, guide consumer comprehension of product claims, influence attitudes, enhance 
recall of advertised claims, and, ultimately, create customer action. Advertisers use of humor 
in advertising is quite extensive. For example, approximately 25% of all television advertising 
in the United States and more than 35% in the United Kingdom involves humor. Compared to 
TV and radio advertising, humor is relatively infrequently used in magazine advertising. A 
study shows that the use of humor in U.S. magazine advertising typically employs incongruity 
resolution. Incongruity is when the meaning of an ad is not immediately clear. (Shimp, 2003) 
Shimp (2003) states the following: �Baffled by the incongruity, the consumer is provoked to 
understand the ad�s meaning. When the meaning is eventually determined � as, for example, 
when the humor in ad is detected � the result is a pleasant response and a more favorable 
attitude toward the advertisement and perhaps toward the advertised brand itself� (p. 302). 
Furthermore, Shimp (2003) refers to a survey determining that humor is considered to be 
especially effective for attracting attention and creating brand awareness.  
 
It can be quite complicated to use humor in advertising because humor appeals vary in their 
effectiveness across demographic groups. Men and women are, for example, not equally 
attentive to humorous ads. Furthermore, research shows that humorous ads are only more 
effective than non-humorous when consumer�s evaluations of the advertised brand are already 
positive. Even though humor can be an extremely effective device when used correctly and in 
the right circumstances, advertisers need to proceed cautiously when contemplating the use of 
humor. (Shimp, 2003) �First, the effects of humor can differ due to differences in audience 
characteristics � what strikes some people as humorous is not at all funny to others. Second, 
the definition of what is funny in one country or region of a country is not necessarily the 
same in another. Finally, a humorous message may be so distracting to an audience that 
receivers ignore the message content� (ibid, p. 303). Table 2.5 on the next page shows 
tentative generalizations about humor in advertising:  
 
 

 
Head Rational Informational 

Combined 
Heart Emotional Image 
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Table 2.5 Tentative generalizations about humor in advertising 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Shimp (2003), p. 303 
 
Fear 
According to Woodruffe (1995), fear appeals are used in advertising messages in order to 
encourage customers to act in a particular way. However, it is important to remember that the 
fear appeals should not be too threatening. They tend to work best when they present a 
solution to the problem within the message. (ibid) Shimp (2003) states that as a means of 
enhancing motivation, fear is an especially effective appeal. Today, we live in a world where 
crime and health-related problems are always present, as well as the threat of terrorism. When 
advertisers attempt to motivate consumers to process information and to take action, they use 
consumers� fears by identifying the negative consequences of either not using the advertised 
product or engaging in unsafe behavior, such as drinking and driving, using drugs and so 
forth. The degree of threat intensity that is effective in evoking fear in an audience depends in 
large part on the relevance a topic has to an audience. The greater the relevance, the lower the 
threat intensity needed to activate a response. Simply put, a consumer who are highly 
involved in a topic can be motivated by a relatively �light� appeal to fear, whereas a more 
intense level of threat is required to motivate uninvolved consumers. (ibid) 
 
In addition to Woodruffe�s (1995) theory on humor and fear appeals, Shimp (2003) also 
speaks of sex and guilt appeals. 
 
Guilt 
Appeals to guilt, just as appeals to fear, attempt to trigger negative emotions. When people 
break rules, violate their own standards or beliefs, or behave irresponsible they feel guilt. 
Appeals to guilt motivate emotionally mature individuals to undertake responsible action 
leading to a reduction in the level of guilt. When advertisers use appeals directed to consumer 
guilt, they imply that using the promoted product can relieve feelings of guilt. An in-depth 
analysis of a broad spectrum of magazines showed that about 1 of 20 ads contains appeal to 
guilt. (Shimp, 2003)  
 
Sex 
The use of sex in advertising is used frequently and with increasing explicitness. Sex in 
advertising is trying to appeal to something that people generally approach rather than avoid. 
Sex can play several different roles in advertising. The so called stopping-power of sex refers 
to sex in advertising as an initial attention lure and retains that attention for a longer period of 
time, often by featuring attractive models in provocative poses. Further, sex can be used to 
enhance recall of message points. However, research shows that sexual content or symbolism 
will only enhance recall if it is appropriate to the product category and creative advertising 

TENTATIVE GENERALIZATIONS ABOUT HUMOR IN ADVERTISING 
 
! Humor is an effective method for attracting attention to advertisements. 
! Humor enhances liking of both the advertisement and the advertised brand. 
! Humor does not necessarily harm comprehension. 
! Humor does not offer an advantage over non-humor at increasing persuasion. 
! Humor does not enhance source credibility.  
! The nature of the product affects the appropriateness of using humor. Specifically, humor is used 

more successfully with established rather than new products. Humor is also more appropriate for 
products that are more feeling oriented, or experiential, and those that are not very involving (such 
as inexpensive consumer goods).  
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execution. Third, sex in advertising can take the role of evoking emotional responses, such as 
feeling of arousal and even lust. Reactions of this kind can increase an ad�s persuasive impact. 
However, sex in advertising, if not used correctly, can bring out negative feelings such as 
disgust, embarrassment, or uneasiness, which will bring the viewers to react in a ways not 
intended. Whether sexual content creates a positive or negative reaction depends on the 
appropriateness or relevance of the sexual content to the advertised subject matter/product. 
(Shimp, 2003) 
 
When used correctly, sexual content advertisements can elicit attention, enhance recall, and 
create favorable associations to the advertised product. However, appeals to sex in advertising 
stands little chance of being effective unless it is directly relevant to the ads primary selling 
point. There are potential hazards that cannot be neglected when using sex appeals. Evidence 
suggests that the use of sexual illustrations in ads may interfere with consumers� processing of 
message arguments and reduce message comprehension.  Further, people can often be 
offended by advertisements with sexual content. (Shimp, 2003) 

2.2.1 Moriarty�s basic advertising appeals 
 
Moriarty (1991) states that it is common amongst advertising professionals to refer to the 
appeal of an ad as a way to describe how the ad moves, motivates, attracts, or interests its 
viewers. �An appeal is a message about a need that has the power to arouse innate or latent 
desire� (ibid, p. 76). Further, Moriarty (1991) states that today, hundreds of appeals are used 
in advertising, although some are more common than others. When professionals present a 
strategy they often refer to the ad�s basic appeal (ibid). Table 2.6 on the next page provides an 
overview over the most common basic appeals used in advertising.  
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Table 2.6 Advertising�s basic appeals 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Moriarty (1991), p. 78 
 

2.2.2 Pollay�s Advertising Appeals 
 
Albers-Miller & Gelb (1996) bring up Pollay�s (1983) 42 advertising appeals. Pollay 
developed the list, which he described as containing all common appeals, by drawing on 
previous advertising literature and values research in other disciplines. Further, since 
numerous researchers agree that advertising appeals can be categorized on an overall level as 
either rational or emotional, each of Pollay�s 42 appeals was subsequently categorized as 
either rational or emotional by Albers-Miller & Stafford�s (1999). Table 2.7 and 2.8 show this 
categorization and provide a more detailed description of the 42 appeals. 
 
 
 

ADVERTISING�S BASIC APPEALS 
 
! Acquisitiveness: money, possessions, materialism, getting rich 
! Aesthetics: pleasing, appreciation of the beautiful 
! Appetite: hunger, taste, cravings 
! Affiliation: belonging to a group 
! Aspiration: achievement, accomplishment, self-fulfillment 
! Attractiveness 
! Avoidance 
! Cleanliness 
! Comfort 
! Convenience: saving time and effort, ease of use 
! Economy: saving time, money 
! Efficiency 
! Egoism: recognition, approval, pride, status, prestige 
! Emotional appeals: 

- Excitement 
- Fear: danger, personal embarrassment 
- Family: love, protection 
- Guilt 
- Love: affection, romance, companionship 
- Nostalgia 
- Pleasure: humor, happiness, joy, laughter, amusement 
- Poignancy 
- Pride 
- Relief 
- Sorrow: grief, suffering 

! Health 
! Identification: respect, hero worship, role models 
! Luxury 
! Mental stimulation: curiosity, challenge, involvement 
! Patriotism 
! Responsibility 
! Safety and security 
! Sensory pleasure: touch, taste, smell, sound, sight 
! Sex 
! Thriftiness 
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Table 2.7 Pollay�s emotional advertising appeals 
Appeal Description 
Emotional  
Adventure Boldness; daring; bravery; courage; seeking adventure thrills, or excitement 
Affiliation To be accepted and liked by peers, colleagues and community at large; to associate or gather  

with; to be social; to join, unite, or otherwise bond in friendship, fellowship, companionship;  
cooperation; reciprocity; to conform to social customs; have manners, social graces and  
decorum, tact and finesse 

Casual Unkempt; disheveled; messy; disordered; untidy; rugged; rumpled; sloppy; casual; irregular; 
non-compulsive; imperfect 

Community Relating to community, state, national publics, public spiritedness, group unity, national 
identity, society; patriotism, civic and community organizations or other than social 
organization  

Dear Expensive; rich; valuable; highly regarded; costly; extravagant; exorbitant; luxurious; 
priceless 

Distinctive Rare; unique; unusual; scarce; infrequent; exclusive; tasteful; elegant; subtle; esoteric; hand-
crafted 

Enjoyment To have fun; laugh; be happy; celebrate; to enjoy games, parties, feasts and festivities; to 
participate 

Family Nurturance within the family; having a home; being at home; family privacy; companionship 
of siblings; kinship; getting married 

Frail Delicate; frail; dainty; sensitive; tender; susceptible; vulnerable; soft; genteel 
Freedom Spontaneous; carefree; abandoned; indulgent; at liberty; uninhibited; passionate 
Humility Unaffected; unassuming; unobtrusive; patient; fate-accepting; resigned; meek; plain-folk; 

down-to-earth 
Magic Miracles; magic; mysticism; mystery; witchcraft; wizardry; superstitions; occult sciences; 

mythic characters; to mesmerize; astonish; bewitch; fill with wonder 
Maturity Being adult; grown up; middle-aged; senior; elderly; having associated insight; wisdom; 

mellowness; adjustment; references to aging; death; retirement, or age-related disabilities or 
compensations  

Modesty Being modest, naive, demure, innocent, inhibited, bashful, reserved, timid, coy, virtuous, 
pure, shy, virginal 

Morality Humane; just; fair; honest; ethical; reputable; principled; religious; devoted; spiritual 
Nurturance To give gifts; especially sympathy, help, love, charity, support, comfort, protection, nursing, 

consolation, or otherwise care for the weak; disabled, inexperienced, tired, young, elderly  
Ornamental Beautiful; decorative; ornate; adorned; embellished; detailed; designed; styled  
Plain Unaffected; natural; prosaic; homespun; simple; artless; unpretentious 
Popular Commonplace; customary; well-known; conventional; regular; unusual; ordinary; normal; 

standard; typical; universal; ordinary; normal; standard; typical; universal; general; everyday 
Relaxation Rest; retire; retreat; loaf; contentment; be at ease; be laid-back; vacations; holiday 
Security Confident; secure; possessing dignity; self-worth; self-esteem; self-respect; peace of mind 
Sexuality Erotic reactions: holding hands, kissing, embracing between lovers, dating, romance, intense 

sexuality, feeling sexual, erotic behavior, lust, earthiness, indecency, attractiveness of clearly 
sexual nature  

Status Envy; social status or competitiveness; conceit; boasting; prestige; power; dominance; 
exhibitionism; pride in ownership; wealth (including the sudden wealth in prizes), trend-
setting, to seek compliments 

Succorance To receive expressions of love (all expressions except sexuality), gratitude, path on the back; 
to feel deserving 

Traditional Classic; historical; antique; legendary; time-honored; longstanding; venerable; nostalgic 
Untamed Primitive; untamed; fierce; course; rowdy; ribald; obscene; voracious; gluttonous; frenzied; 

uncontrolled; unreliable; corrupt; deceitful; savage 
Vain Having socially desirable appearance; being beautiful, pretty, handsome; being fashionable, 

well-groomed, tailored, graceful, glamorous  
Youth Being young or rejuvenated; children; kids; immature; underdeveloped; junior; adolescent 
Source: Adapted from Albers-Miller & Stafford (1999), p. 50; Albers-Miller & Gelb (1996), p. 64-67 
 
 



   LITERATURE REVIEW  

19 

Table2.8 Table 2.7 Pollay�s rational advertising appeals 
Appeal Description 
Rational  
Cheap Economical; inexpensive; bargain; cut-rate; penny-pinching; discounted; at cost; undervalued; 

a good value 
Convenient Handy, time-saving; quick; easy; suitable; accessible; versatile 
Durable Long-lasting; permanent; stable; enduring; strong; powerful; hearty; tough 
Effective Feasible; workable; useful; pragmatic; appropriate; functional; consistent; efficient; helpful; 

comfortable (clothes); tasty (food); strength; longevity of effect 
Healthy Fitness; robust; peppy; free from disease; illness; infection or addiction 
Independence Self-sufficiency; self-reliance; autonomy; unattached; to do-it-yourself; to do your own thing; 

original; unconventional; singular; nonconformist 
Modern Contemporary; modern; new; improved; progressive; advanced; introducing; announcing 
Natural References to the elements; animals; vegetables; minerals, farming; unadulterated; purity (of 

product/service; organic; grown; nutritious 
Neat Orderly; neat; precise; tidy; clean; spotless; unsoiled, sweet-smelling; bright; free from dirt; 

refuse; pests; vermin; stains and smells; sanitary 
Productivity References to achievement; accomplishment; ambition; success; careers; self-development; 

being skilled; accomplished; proficient; pulling your weight; contributing; doing your share 
Safety Security (from external threats); carefulness; caution; stability; absence of hazards; potential 

injury or other risks; guarantees; warranties; manufacturers� reassurances 
Tamed Docile; civilized; restrained; obedient; compliant; faithful; reliable; responsible; domesticated; 

sacrificing; self-denying 
Technological Engineered; fabricated; formulated; manufactured; constructed; processed; resulting from 

science; invention; discovery; research; containing secret ingredients 
Wisdom Knowledge; education; awareness; intelligence; curiosity; satisfaction; comprehension; 

sagacity; expertise; judgment; experience 
Source: Adapted from Albers-Miller & Stafford (1999), p. 50; Albers-Miller & Gelb (1996), p. 64-67 
 
2.3 Effectiveness of rational and emotional appeals 
 
Albers-Miller & Stafford (1999) discuss that researchers have explored and debated the 
effectiveness of emotional appeals. For example, rational or informational appeals have been 
found to give higher effectiveness ratings than emotional appeals (cf. Aaker & Norris, 1982). 
Similarly it have been discussed that, overall, ads with rational appeals provide more 
information than ads with emotional appeals, and rational ad were more preferred and resulted 
in higher purchase intentions than emotional ads (cf. Golden & Johnson; Coulson, 1989). It 
has also been reported that rational content is more credible, resulting in more positive beliefs 
(cf. Holbrook, 1978). A more recent study has suggested that rational appeals are superior to 
emotional appeals. The authors states that rational advertising appeals may help reduce some 
of the uncertainty often associated with the purchase of service. (cf. Stafford & Day, 1995) 
 
Comparing to those researchers that believe that rational appeals are to prefer, Albers-Miller 
& Stafford (1999) brings up other researchers that suggest that appeals generating an 
emotional response result in more positive reaction and higher level of recall. It is argued that 
emotional and experimental appeals can help alleviate the abstract nature of service offerings 
(cf. Unwin, 1975). Researchers have stated that the appeal should �match� the product type. 
That is, ads with more emotional appeals should be used for a value-expressive product and 
ads with rational appeals should be used for a utilitarian product. (cf. Bruzzone, 1981; Johar 
& Sirgy, 1981; Vaughan, 1980) 
 
Chandy, Tellis, Machinnis, & Thaivanich (2001) talks about two different appeal mode, 
argument and emotional. Early researchers have focused on whether emotional or argument-
based ads are most effective. The result of these studies has shown that some authors argue 
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that emotional ads are more effective while others argue that arguments are more effective. 
(ibid) Furthermore, Chandy et al. (2001) states that more recent researchers are not comparing 
the two modes as to which is more effective but suggests that both can be effective, but their 
effectiveness varies by context. It has been stated that when a consumer do not have enough 
information about a product, they are more motivated to attend to and process arguments in 
the ads. If the ads are to be convincing, advertisers need to provide persuasive arguments that 
reduce purchase risks and differentiate the product from competitors. Since consumers are 
motivated to process ads when prior knowledge is lacking, they should find ads more 
compelling when the ads offer a credible reason for buying the product. On the other hand, 
when consumers are already aware of the product and have preexisting attitudes toward it, 
they are less interested to process information about it. They could even respond negatively to 
argument-based ads because they are bored or irritated. Considering the context of market 
age, this theory suggests that argument-based ads would be more efficient in younger markets 
than older ones, because consumers would be more motivated to process their content. (ibid) 
 
Emotional ads rarely include factual information about a product. Therefore, they may not 
help to decrease consumers´ perception of risk. If this is the case they may have limited 
effects on consumer with little prior knowledge. Even if emotions can express warm feelings 
and stimulate favorable brand attitudes, it still may not lead to purchases of a product which 
the consumer is not well informed of. The reason for this could be that such ads may neither 
provide a credible reason for buying the product nor change original beliefs about it. In older 
markets, where motivation is lacking but product knowledge is present, emotional-based ads 
may catch the consumers� attention and help to bring out prior product knowledge from 
memory. Emotional-based ads bring the product to the forefront of consumers� memory, 
making the product more accessible which makes it likely to affect behavior. (ibid) 
 
Johar & Sirgy (1991) discusses that the two most common approaches used in advertising to 
influence consumer behavior could be described as value-expressive (image) or symbolic 
appeal and utilitarian (functional) appeal. The strategy using a value-expressive advertising 
appeal holds a creative object to form an image of the generalized user of the advertised 
product. The utilitarian appeal includes informing consumers of one or more key benefits that 
are perceived to be highly functional or important to target consumers. (ibid) Furthermore, 
Johar & Sirgy (1991) state that the most frequently used advertising appeals are directed 
towards the utilitarian and value-expressive functions. These two functions are explained as 
follows: an attitude toward a product providing the utilitarian function involves positive 
expectancies toward the means of reaching a desired goal. (ibid) 
 
Johar & Sirgy (1991) state that value-expressive appeals are better than utilitarian appeals 
when the product is perceived to be value-expressive, mainly because target consumers 
experience a match between the user image characteristics of the product and the consumer�s 
self concept, resulting in persuasion. Similarly the utilitarian appeals are more effective when 
the product is utilitarian because target consumers experience a match between the functional 
characteristics of the product and their desired set of characteristics expected in that product, 
resulting in greater persuasion. It is hypothesized that value-expressive advertising appeals 
may be more effective under conditions when: (see next page) 
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! the product is not usually differentiated from the competition 
! the product is the mature stages of the product life cycle, the product is scarce or sold 

to a select few 
! the product is conspicuously consumed 
! the consumer is not highly involved with the product 
! the consumer is not highly knowledgeable about the product 
! the consumer is of the high self-monitoring type 

 
Conversely, a utilitarian advertising appeal may be effective when: 
 
! the product is highly differentiated from its competition 
! the product is in the developmental stage of the product life cycle  
! the product is not scarce or commonly used by the majority of consumers 
!  the product is low or moderate in conspicuousness 
! the consumer is highly involved with the product 
! the consumers is highly knowledgeable about the product 
! the consumer is of the low self-monitoring type 

(Johar & Sirgy, 1991) 
 
2.4 Conceptual framework 
 
The purpose of the conceptual framework is to present, either graphically or narrative, the 
main things that are going to be studied (Miles & Huberman, 1994). In order to collect data 
and answer the research questions a conceptualization of the literature will be presented here. 
The conceptualization is presented below according to each research question. 
 

2.4.1 Message execution  
 
The definition chosen for message execution in this thesis is provided by Wells, et al. (2000) 
who refers to execution details as the specifics about how the message will look, read, and 
sound in its finished form � all the details and decisions involved in the message format, its 
tone, and its production. 
 
The theories most relevant to answer our first research question are taken from White (2000) 
and Rogers (1995) suggestions on what needs to be considered in order to create 
advertisement that works. Due to the time limit and size of this thesis we have chosen to only 
study a few of the guidelines as shown in table 2.9. 
  

Table 2.9 Guidelines for advertisements that work 
 
 
 
 
 
 
 
 
  Source: Adapted from (W) � White (2000), p. 90-97; (R) - Rogers,(1995), p.22-23 
 

 
! Branding and category identification (W) 
! Attention-getting devices (W) 
! Offer the audience real benefits (W) 
! Include a response opportunity (W) 
! Concentrate on persuasion rather than on entertainment (R) 
! Provide significant information (R) 
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2.4.2 Advertising appeals 
 
To define appeals we have chosen Moriarty (1991) who states that it is common to refer to the 
appeal of an ad as a way to describe how the ad moves, motivates, attracts, or interests its 
viewers. �An appeal is a message about a need that has the power to arouse innate or latent 
desire� (ibid, p. 76). 
 
Moriarty (1991), Albers-Miller & Stafford (1999), Woodruffe (1995), and Wells, et al. (2000) 
all have theories describing what makes an ad emotional or rational in its appeal. In order to 
identify whether and ad is appealing to the head or the heart i.e. if it is rational or emotional 
we have conceptualized the contributions from these four authors into table 2.10. These 
authors were chosen because their theories are specifically concentrating on the advertising 
message and, therefore, these theories are relevant to this study. 
 
Table 2.10 Rational vs. emotional ads 

Rational advertisements Emotional advertisements 
! Designed to touch the head (M) 
! Create a response based on logic (W, B & M) 
! Depend on a lot of information (M) 
! Long and detailed message (W) 
! Information to inform and educate customers 

(W) 

! Designed to touch the heart (M) 
! Creates a feeling and strong brand image (M) 
! Excites feelings such as love, anger, hate, 

sorrow, joy, fear (M) 
! Rely on feelings for effectiveness (A-M & S) 
! Creates a likable or friendly brand (A-M & S) 
! Creates a response via emotions and feelings 

(W) 
! Makes consumers feel more involved the ad 

(W) 
Source: Adapted from (M) � Moriarty (1991), p. 79; (W, B & M) � Wells, Burnett & Moriarty (2000), p. 
303; (W) � Woodruffe (1995), p. 153-154; (A-M & S) � Albers-Miller & Stafford (1999), p. 43-44 
 
In order to identify the advertising appeals we are using the list of 42 advertising appeals 
described by Pollay. Pollay described the list as containing all common appeals, by drawing 
on previous advertising literature and values research in other disciplines. The reason we 
chose this list is because it is the most extensive we have found and although it was developed 
in 1983 it has been used a lot in more recent studies, which imply that it is a useful list. 
Further we are using Albers-Miller & Stafford�s (1999) categorization of these 42 appeals as 
either emotional or rational as shown in table 2.11 shown on the next page. 
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 Table 2.11 Emotional and rational appeals 

 

 Source: Adapted from Albers-Miller & Stafford (1999), p. 50  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Emotional appeals Rational appeals 
 

Adventure Cheap 
Affiliation Convenient 
Casual Durable 
Community Effective 
Dear Healthy 
Distinctive Independence 
Enjoyment Modern 
Family Natural 
Frail Neat 
Freedom Productivity 
Humility Safety 
Magic Tamed 
Maturity Technological 
Modesty Wisdom 
Morality  
Nurturance  
Ornamental  
Plain  
Popular  
Relaxation  
Security  
Sexuality  
Status  
Succurance  
Traditional  
Untamed  
Vain  
Youth  
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3 METHODOLOGY 
 
This chapter presents the methodology used in this study. Different methodological 
perspectives are mentioned, together with justifications of the choices made. The means of 
how to increase our reliability and validity is discussed, and the chapter ends with a final 
overview of the chosen approach, presented in figure 3.2. The research method and how the 
different parts correlates to each other are presented in figure 3.1 below. 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.1 Methodological path 
Source: Adapted from Foster, (1998) p. 81 
 
3.1 Research Purpose 
 
According to Yin (1994), there are three different categories of research: Exploratory, 
descriptive and explanatory. These three classifications can be founded on how much 
knowledge the researcher has about the problem before starting the investigation and 
additionally, the type of information needed in order to deal with the purpose of the thesis 
(ibid). 
 
Exploratory research is performed when a problem is difficult to limit and when there is little 
or restricted research on the topic. The purpose of this kind of research is therefore to gather 
as much information as possible and to use different sources. (Denscombe, 1998) Yin (1994) 
argues that an exploratory study should be designed by stating a purpose and the criteria to 
judge the exploration successful. Descriptive research is performed when studying a problem 
area with already existing theories or information. The goal with this type of research is to 
develop careful descriptions of different patterns that were expected during the exploratory 
stage. (Denscombe, 1998) Explanatory research finally explains causal relationships between 
cause and effect (Yin, 1994). The goal with this kind of study is to develop a theory that could 
be used to explain the empirical generalization that was developed in the descriptive stage. It 
is not necessary to choose only one of these categories and suggests a compound procedure. 
(Denscombe, 1998) 
 
With all of these considerations in mind we can define our study as being exploratory, 
primarily descriptive and somewhat explanatory. The study is exploratory since we aimed to 
gain a better understanding of how advertising messages are created in the financial services 
industry. However the study is primarily descriptive since we are studying how message 
execution and advertising appeals can be described in advertisements for financial services. 
When answering our research questions at the end of this thesis we will begin to explain and 
the study is therefore explanatory. 
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3.2 Research Approach 
 
Based on the type of data that is collected during the research process, the research approach 
is generally classified as either quantitative or qualitative (Denscombe, 1998).  
 
Qualitative research is an umbrella term that covers a variety of styles of social research, 
drawing on a variety of disciplines such as sociology, social anthropology and social 
psychology (Denscombe, 1998). Additionally, Saunders, Lewis & Thornhill (2000) argues 
that the qualitative approach provides a deeper understanding of the phenomenon under 
investigation. The empirical data received cannot be transformed into numbers, but rather be 
described in words (Gummesson, 2000).  
 
The qualitative method has been chosen since the purpose of this thesis is to gain a better 
understanding of advertising messages in financial services industry. We also consider this 
way to be the only one due to the fact that we want the study to have an in-depth view. In 
other words we want to describe. 
 
3.3 Research Strategy 
 
According to Denscombe (1998) there are five different research strategies; case studies, 
surveys, experiments, action research and ethnography. These five strategies have advantages 
and disadvantages depending on; the types of research questions, the degree of control the 
researcher has over the study and whether the study has its focus on contemporary event (Yin, 
1994).  
 
In general a case study is the preferred strategy when; �how� and �why� questions are being 
used, when the investigator has little control over events and when the focus is on a 
contemporary phenomenon within some real life context (Yin, 1994). Denscombe (1998) 
states that a case study further provides a deeper understanding of a chosen research area. 
Within a single case study there may still be incorporated subunits of analyses. The subunits 
can many times add significant opportunities for extensive analyses. (Yin, 1994) 
 
One case study was the natural choice for us since our purpose is to gain a better 
understanding of advertising messages in the financial services industry, and also due to the 
limited time frame. Another reason to why we found a case study to be the most suitable 
strategy was that our research questions are of �how�-character. Also there is no control over 
behavioral events and contemporary events are being studied. Because we want to gain a 
deeper insight of our case study we are going to enhance subunits.  
 
3.4 Data Collection 
 
When the most suitable research strategy had been determined we had to decide on how our 
empirical data could be collected to match our purpose. There are two categories of collecting 
data, secondary and primary. They further state that secondary data is data that already has 
been collected for another purpose, while primary data is collected for a specific purpose by 
the researcher. Data can be collected in four different sources of evidence; questionnaires, 
interviews, observation and documents. (Denscombe, 1998) The data collection process is 
more complex for case studies than those being used in other research strategies. No single 
source has an advantage over the others. Instead the different sources of evidence complement 
each other, since they all have strengths and weaknesses. When conducting a case study the 
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researcher should try to use multiple sources of evidence in order to improve the reliability 
and validity issues. (Yin, 1994) With this in mind we have choose to use both secondary and 
primary data. Our secondary data will be collected through documents and our primary data 
will be collected through systematic observations. The table 3.1 below high lightens their 
respective strengths and weaknesses. 
 
Table 3.1 Documents vs. systematic observations 

Source of Evidence 
 

Strengths Weaknesses 

Documents: there are alternative 
types of documents for research, 
which take form of visual sources 
(pictures, artifacts etc.) and even 
sounds (music). Also written forms 
such as journals and books are a 
form of document. 
 

# Access to data 
# Cost-effective 
# Permanence of data 
 

# Credibility of the source 
# Secondary data 
# Social constructions 

Systematic Observation: draws on 
the direct evidence of the eye to 
witness events. It is based on the 
premise that, for certain purposes, it 
is best to observe what actually 
happens or are being presented. 
 

# Direct data collection 
# Systematic and rigorous 
# Efficient 
# Pre-coded data 
# Reliability 

              

# Behavior, not intentions 
# Oversimplifies 
# Contextual information 
# Naturalness of the setting 

Source: Adapted from Denscombe, (1998), p. 141, 158 
 
3.5 Sample Selection 
 
After the appropriate sources of evidence have been decided, it is important to find relevant 
samples, which the empirical data can be collected from (Yin, 1994). According to Yin (1994) 
it is justifiable to use single case studies when the case represents a critical test of existing 
theory or when the case is a rare or unique event. The author further states that a single case 
study has the opportunity to include subunits of analyses, which leads to a better insight 
trough a more complex design (ibid). Saunders, et al. (2000) argue that non probability 
sampling is best used in case studies, which is when a deeper understanding of a problem is 
required. This is also the sampling process we have chosen to conduct.  Non-probability 
sampling can be conducted through quota, judgment, probability and convenience. In order 
for us to collect the relevant sample we used judgmental and convenience sampling. Judgment 
sampling is when the researcher tries to draw a representative sample of the population by 
using judgmental selection procedures. In convenience sampling the only criteria for the 
sampling is the convenience of the researcher. (ibid) 
 
In order for us to collect a purposive sample of magazines we took help from two top-ten lists 
over the most read magazines in the U.S. The reason for choosing magazines was the fact that 
they are print mediums, which includes a large number of advertisements. These lists were 
found on www.amazon.com and www.magazines.com. Because of the difficulty to find many 
of these magazines in Sweden we used convenient sampling. In the end five magazines were 
available to us from the two top ten lists. These were the May 2004 issues of: In Style, The O 
magazine, Newsweek, National Geographic and Time. In each of these magazines we 
collected all financial services ads which added up to ten. Out of these ten ads two were 
exactly the same and two were different but yet from the same company. Financial services 
were chosen because according to Albers-Miller & Straughan (2000) the majority of 
advertising research has focused on goods rather than on services and very rarely on financial 
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services. Also, some scholars have recommended aggressive promotion of these kinds of 
services to impart information externally. This is one way to overcome its lifecycle problem, 
which has reach maturity a long time ago. (Albers-Miller & Straughan, 2000) Among the ten 
financial services ads, three were randomly picked. This was done by writing down the names 
of all ads on small notes placing them in a bowl and finally we randomly drew three notes out 
of the bowl. These three ads were considered to give us as much data needed and manageable 
within our time frame. The three advertisements picked were: American Express financial 
advisors (In Style), MasterCard (The O Magazine), and State Farm Insurance (The O 
Magaizine). (See appendix I A-C.) 
  
When each of us separately performed the observations of the three ads we used three theory-
based checklists. One for research question one, and two for research question two. The 
checklists were made for consistency when collecting useful and correct empirical data. (See 
appendix II A-C.) 
 
3.6 Data Analysis 
 
When the empirical data had been gathered by each of us the process of analyzing the data 
took place. Miles & Huberman (1994), states that most analysis in qualitative research is done 
with words. The authors identify two types of displays, within case displays and cross case 
displays. A display is a �visual� format that presents information systematically, so that the 
researcher can draw valid conclusions and take needed action (ibid). We considered a within 
case display to be the right choice for this study, since it means that the collected data will be 
compared with previous theory in order to identify differences and similarities. Further, we 
have used Miles & Huberman�s (1994) different stages to facilitate the understanding of the 
collected data.  
 
! Data reduction is the process of analysing that helps to sharpen, sort, focus, discard 

and organize the data that allows for conclusions to be drawn and verified. Data 
reduction should not be considered to be separate from analysis, but as part of it. The 
data can also be reduced and transformed through such means as selection, summary, 
paraphrasing, or through being subsumed in a larger pattern. 

 
! Data Display is when the data after the reduction are displayed in an organized, 

compressed way enabling easy conclusions drawing. 
 
! Conclusion drawing and verification is the stage where the researcher decides the 

meaning of occurrences, noting regularities, patterns, explanations, possible 
configurations, casual flows, and propositions. 

 
We started off by reducing the data concerning each of the two research questions. This was 
made by selecting, and simplifying, the essential parts needed for us to answer our research 
questions. Thereafter we compared the empirical findings with existing theory in within-case 
analysis. The analysis is vital in order to be able to draw and verify the final conclusions. Our 
reduced data was displayed in tables that make it easier to draw conclusions and discover 
patterns. The different execution styles in table 5.1 in the data analysis chapter was coded to 
show to what extend they were coherent with the theory. Further table 5.2 in the data analysis 
chapter was coded in order to show the general impression of the ad being either rational or 
emotional. The last table 5.3 in the data analysis chapter was created to show to what extend 
each of the 42 different appeals were used in each ad by grading the appeals from one to four. 
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These codes and grades consists of the combined notes from the empirical data collection 
made by each of us. The conclusions of the study were made by noting how the empirical data 
fitted with the existing theory and whether certain patterns could be found. Further, the 
research questions was restated and answered by using our findings. 
 
3.7 Quality Standards 
 
To determine the trustworthiness and the quality of the gathered data there are two factors that 
have to be taken under consideration, reliability and validity. These two quality criteria are of 
greater concern for quantitative research. Qualitative research focuses on understanding and 
that theory and empirical evidence interacts. Validity can shortly be defined as the ability, of 
the measuring instrument, to measure what you really intend to measure. Reliability is the 
degree to which data collection method or methods will yield consistent findings, similar 
observations would be made or conclusions reached by other researcher or there is 
transparency in how sense was made from raw data. (Saunders, et al., 2000) 
 

3.7.1 Validity 
 
There are three different kinds of validity: construct validity, internal validity and external 
validity. Construct validity involves the process of establishing the correct operational 
measures for the studied concepts. Internal validity should not be used in a descriptive or 
explanatory study. The third kind of validity, external validity, concerns the issue of 
determining if a study�s findings are possible to generalize beyond the immediate case study 
(Yin, 1994). 
 
In order to increase the construct validity of this study we used triangulation. This 
triangulation was made up by observations and documentation. To further enhance construct 
validity the, checklists for the advertisement observations were approved by the supervisor of 
this study. Three observations were made on the advertisements and, these were made 
independently by each of us in order to increase the validity issue. We have also been trying 
to keep the research questions in focus throughout the whole thesis. Misunderstandings 
caused by language implications is not likely to have occurred since the observers has a strong 
knowledge of the English language and are very familiar to use it in this environment.  The 
external validity problem has been avoided by not drawing any major generalizations of the 
industry as a whole in our conclusions since are sample selection was of limited nature. Our 
final implications for further research have also contributed to the increase of the external 
validity. 
 

3.7.2 Reliability 
 
In order to make this study as reliable as possible, certain steps has been taken. When it comes 
to the observations each of us separately followed the checklists and took thorough notes. To 
make this step even more reliable we compared the analysis of the same data among all of us 
and then coded it. Much emphasis was put on making all observations as objective as 
possible. However, objectivity, and hence the reliability, of the research can been affected 
during the observations because of different backgrounds, values and experiences.  
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3.8 Summary 
 
The necessary methodological approaches finally chosen for this research are presented in 
figure 3.2. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.2 Overview of chosen approach 
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4 DATA PRESENTATION 
 
In this chapter the empirical data of the subunits within the case, collected through documents 
and systematic observations will be displayed. The empirical data will be presented in the 
order it was obtained, beginning with research question one, followed by research question 
two, inline with the order presented in the conceptual framework. The advertisements 
observed in this thesis can be seen in appendix I A-C. 
 
4.1 Message Execution - Research question 1 
 
Advertisement 1: American Express  
Regarding the branding and category identification, the brand is easy to recognize. The logo 
is located at the end of the ad, and it is very familiar and well known. The service category 
can be somewhat difficult to identify right away; however, when observing the ad a little 
closer, by for example reading the headline, the confusing is dissolved. Further, the copy text 
explains the service even more making it impossible not to recognize what the service is. The 
main attention-getting device in this ad is the headline, which is written in large and bold 
letters. The picture is also an attention-getting device but it does not draw the attention in the 
big way that could be expected, and it is more of a complement that gives life to the ad. 
However, there was the impression that this ad would only really catch the attention of those 
truly interested of the service. This ad offer the audience real benefits in several ways. The 
copy text is quite long and gives a lot of information about different benefits and how it can 
improve your life. This ad includes a good response opportunity. The ad provides both a 
phone number and a web address that you can use to get more information. They are both 
well displayed and hard to miss. The ad concentrates on persuasion rather than on 
entertainment. It is hard to find anything entertaining about the ad since it mainly consists out 
of text with information trying to inform and persuade the reader. The service and the way the 
ad looks does not leave much room for entertaining, it gives an overall very serious and strict 
impression. This ad also provides significant information about the service. It provides 
significant information about what they do, the benefits of the service, and how to contact 
them. However, some information is very hard to discover since it is written in really small 
fonts and located sideways on the right margin of the ad. Also, it is difficult to read because of 
its color. However, this information is not of crucial significance for this service in particular, 
but is more of a general kind for the overall service category.  
 
Advertisement 2: MasterCard 
Regarding the branding identification, the brand in this ad is easy to identify. The master card 
logo is very well known and easy to recognize. It is easy to spot in the lower right hand corner 
of the ad, pretty much where you expect it to be. In addition, the slogan is also quite familiar 
making it almost impossible not to recognize who the sender is. The category identification in 
this ad is however a bit diffuse. From just reading the text and looking at the picture it is quite 
hard to figure out what the service category is, but once you add the logo to the context it 
immediately becomes clear. This ad has several attention-getting devices. The main attention-
getter is the picture. The picture has the shape of a pair of binoculars making you feel that you 
are watching the objects in the picture from a distance. The shape of the picture also reminds 
you of the shape of the MasterCard logo. Another attention-getting device is an arrow 
pointing to a tent in the middle of nowhere. It makes you wonder what it means and therefore 
you take a closer look at the picture and even read the text. This ad offers the audience real 
benefits in basically just one single way. It is a bit limited in its offer, and it is more of an 
overall offering that is not very specific or tangible. The ad does not include a response 
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opportunity at all. Information on how to get more information or how contact the sender is 
completely missing. This ad does not concentrate on persuasion rather than on 
entertainment. It is mainly entertaining through both the picture and the text connected to it. 
The ad is however somewhat persuasive in the way that it is very tempting. The ad has a mix 
of entertaining and persuasive cues, but the entertainment comes across the most. This ad 
does not provide significant information in a big way. It is not very informative at all, not 
giving you any real details or specifics about the service.  
 
Advertisement 3: State Farm Insurance 
Regarding the branding and category-identification, both the brand and service category are 
prominent in this ad. As soon as you read the headline it is obvious what the service is since it 
says exactly what it is � life insurance. It is also easy to identify the brand since the logo is 
clear and easy to spot. The ad has two main attention- getting devices, the picture and the 
headline. The large, 4-color picture is located in the center of the ad, which puts it in focus 
and makes it the first thing you see when looking at the ad. The headline is also attention 
getting, both in what it says and how it looks. This ad offer the audience real benefits in a 
couple of ways. The main benefits offered are security, safety and protection. These benefits 
are communicated in a �soft� way emphasizing life instead of death, even though that is what 
life insurance is really about. The ad includes a response opportunity, but it is not complete in 
its information. There is a web address and an encouragement to call, but no phone number. 
There is also information on where the home office is located at, but only city and state, no 
mailing address. If you do want to call them, or send them �old fashioned mail�, you have to 
do some research on your own.  This ad concentrates on persuasion rather than on 
entertainment, but it is combining the both in a good and clever way. The ad is persuasive in 
an entertaining way. The picture and headline enlightens the ad, but it is a serious thing they 
are talking about and the copy text is focusing more on persuasion. The ad provides 
significant information in a limited way. It provides the most basic information as to what it is 
they want to sell and why. It does not contain a lot of details or specifics about the service.  
 
 4.2 Advertising Appeals � Research question 2  
 
Advertisement 1: American Express 
The general impression of this ad is that it is rational; it is designed to touch the head. It is not 
very entertaining, and gives an overall serious and professional impression. The ad depends 
on a lot of information, although, once you read the text it does not contain as much detailed 
information as might be expected. However, the impression is that the communicated 
information is still quite extensive, long and detailed. This information informs and educates 
the customer, teaching you more about the service and its benefits. This all generates the 
impression of trying to create a response based on logic. 
 
There are three primary appeals used in this ad, security, safety and wisdom. These appeals 
are highly emphasized and give you the overall impression of the service. Security is used to 
communicate peace of mind and confidence. Safety is used to communicate stability and 
security over time; and wisdom communicates expertise, knowledge, education, intelligence 
and awareness. The sender wants to be perceived as an expert in the area, and they want to be 
thought of as intelligent, educated and aware.  
 
Other appeals that can be identified in this ad are dear, enjoyment, family, freedom, maturity, 
plain, relaxation, convenience, durable, effective, independence, productivity, and tamed.  
These appeals are used to further explain the benefits of the service to the consumer. Without 
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these appeals the ad might become a bit boring. These appeals give more depth to the ad and 
can work as somewhat of an attention-getter. They are there but they do not stand out as the 
most important appeals. Furthermore, there are some appeals that can be perceived as hinted 
at or to be subliminal. These appeals are community, distinctive, morality, nurturance, 
popular, cheap, healthy, modern, and neat. These appeals are not that easy to identify and 
may not cross your mind until you have seen the ad a number of times. They make the ad 
more vivid, and are mainly mediated in a subliminal way. Appeals that has not been identified 
in any way at all in this ad are adventure, affiliation, casual, frail, humility, magic, modesty, 
ornamental, sexuality, status, succorance, traditional, untamed, vain, youth, natural and 
technological. These appeals do not appear to be very appropriate for the service, and would 
not make much sense in this kind of ad.  
 
Out of Pollay�s 42 advertising appeals, this ad contains a total of 25 appeals, 13 out of 28 
emotional, and 12 out of 14 rational.  
 
Advertisement 2: MasterCard 
This ad speaks mainly to the heart, and is therefore perceived as an emotional ad. The picture 
and the text are humorous, and it encourages you to follow your dreams. It excites feelings 
such as love, anger, hate, sorrow, joy, and fear; joy being the one standing out the most. 
However, these feelings are not being perceived in the strongest way, and could have been 
emphasized even more. The ad communicates feelings and a strong brand image in a big 
way. This is probably its main objective, and the brand is perceived as a likeable and friendly 
brand. The ad is lacking a bit in making the consumer feel more involved in the ad. The ad in 
its whole, as stated above, speaks to the heart and therefore it was perceived as relying on 
feelings for effectiveness and creates a response via emotions or feelings. 
 
Adventure, freedom, relaxation and independence are the appeals that this ad is focusing on. 
The overall impression of the ad is adventure giving you the feeling of excitement, thrills, 
adventure seeking and even courage. Adventure is mainly communicated through the picture 
showing a single tent in the middle of nowhere. Freedom and independence work together 
communicating feelings of being carefree, spontaneous, unconventional, unattached, and self-
reliant. This is also mainly communicated through the picture, and there are not many words 
necessary.  Relaxation mediates a sense of vacation, contentment, retreat, being laid-back and 
rest. Appeals that also are of great importance for this ad are casual, dear, distinctive, 
enjoyment, plain, untamed, convenient, effective, and natural. Some of these things come to 
your mind when you see the tent in the wilderness, whereas some are communicated through 
the text. These appeals give you positive feelings about the ad and put the service in a 
favorable light. Several appeals play a supporting role in this ad, making hints to the viewer. 
These appeals are frail, morality, ornamental, popular, security, status, healthy, modern, neat, 
safety and wisdom. These appeals work in the background, and they are not very obvious at 
all. Still they make the ad what it is and add details to the overall impression of the ad. 
Because of the simplicity of this ad it has a limited number of appeals, and the following can 
not be identified at all; affiliation, community, family, humility, magic, maturity, modesty, 
nurturance, sexuality, succorance, traditional, vain, youth, cheap, durable, productivity, 
tamed and technological. Some of these appeals might have worked in this ad, but the fact 
that they are missing does not make it less effective.  
 
In sum, a total of 24 of Pollay�s 42 advertising appeals have been used in this ad. 15 out of 
the total 28 emotional appeals were identified, as were 9 out of the 14 rational.  
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Advertisement 3: State Farm Insurance 
The general impression of this ad is that it is emotional, and therefore designed to touch the 
heart. It shows love, tenderness and happiness in a very warm way; creating, as stated by 
Moriarty (1991) feelings such as love, anger, hate sorrow, joy and fear. Especially joy and 
love are strongly stressed in this ad. The as is being perceived to create a feeling and strong 
brand image, as well as a likeable and friendly brand. It is easy to identify with the ad, which 
makes the consumer feel involved with the ad. The many, and strong feelings communicated 
in the ad creates a response via emotions and feelings; and thereby it is perceived as relying 
on feelings for effectiveness. Further, this ad contains, to some extent, information of such 
kind that it informs and educates customers.  
 
This ad contains five appeals that really stand out, enjoyment, family, nurturance, security, 
and safety. These are all part of the main message that comes across through the ad. 
Enjoyment is communicated mainly through the picture, which makes you think of being 
happy, laughter, and having fun. The picture shows a happy, pregnant couple that looks very 
happy and excited about life and their baby to be. Together with the headline it is celebrating 
life and the joy of having a child. Family is of great importance for this ad. Nurturance within 
the family and having a happy home is communicated in a warm way through both headline, 
picture and copy text. The picture really personifies the perfect family, and the text also 
consists of strong references to family. Nurturance such as love, support, comfort and 
protection is clearly communicated in this ad and works in combination with the other main 
appeals. The whole ad speaks of love, comfort and support, and the picture emphasizes this in 
a very strong way. Security and safety go hand in hand showing important benefits of the 
service. Security and safety communicates peace of mind, confidence, protection, and 
stability. These are also communicated through the picture, but it is the text that makes them 
stand out. There are yet several other appeals that are easily identified in this ad, affiliation, 
community, distinctive, frail, freedom, maturity, plain, popular, sexuality, succorance, neat, 
productivity, tamed, and wisdom. These appeals help in creating the overall impression of the 
ad, supporting and emphasizing, the basic appeals in good way. Adventure, casual, dear, 
morality, ornamental, relaxation, vain, youth, convenient, durable, effective, healthy, and 
independence are all appeals that can be perceived as being hinted at. They do not stand out in 
a big way; they are somewhat subliminal in their appearance. However, they are still of great 
importance giving the ad dimension and adds significant details. Appeals that were not 
identified at all are humility, magic, modesty, status, traditional, untamed, cheap, modern, 
natural, technological. These appeals are not suitable for the service and design of the ad. 
They do not communicate appeals that you would associate with this ad or service. 
 
This ad is using a total of 22 out of Pollay�s 42 advertising appeals. 22 out of the total 28 
emotional appeals are being used to some extent, and so are 10 out of the 14 rational appeals. 
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5 DATA ANALYSIS 
 
In this chapter the analysis of the empirical data received during the case study will be 
presented. To begin with, within case analysis will be conducted for the case comparing 
empirical data in chapter four with the conceptual framework in chapter two. This data will 
be displayed inline with the research questions. Furthermore, the analyzed advertisements 
will be referred to as subunits in this chapter.  
 
5.1 Message execution � research question 1  
 
White (2000) states nine guidelines and principles that will prevent the creation of a bad ad, 
and can assist in creating an ad that will work. As stated in our conceptual framework we 
have to chosen to use four of these. Further, Rogers (1995) has created a list of six basic rules 
to follow when creating advertising that works. In this thesis we are using two of these, also 
mentioned in our conceptual framework. Together, these six guidelines and basic rules will be 
the theory we rely on in order to analyze the data collected for our first research question. A 
comparison between the chosen theory and the data collected is presented in table 5. 
 
Table 5.1 Within-case analysis of message execution 
Theory Subunit 1: 

American Express 
Subunit 2: 
MasterCard 

Subunit 3: State Farm 
Insurances 

Branding and category 
identification 

 
+ 

 
+/- 

 
+ 

Attention-getting 
devices 

 
+/- 

 
+ 

 
+ 

Offer the audience real 
benefits 

 
+ 

 
+/- 

 
+ 

Include a response 
opportunity 

 
+ 

 
- 

 
+/- 

Concentrate on persuasion 
rather than on entertainment

 
+ 

 
+/- 

 
+ 

Provide significant 
information 

 
+ 

 
+/- 

 
+/- 

+ = findings coincide with theory   
+/- = findings partly coincide with theory  
- = findings do not coincide with theory 
 
Branding and category identification is clear in all of the subunits. However, in subunit 2 
there was some difficulty to immediately identify the service category; it requires that you at 
least read the headline. It demands a little bit more attention for the service category to 
become clear, but it is still mediated in a good way, and confusion or misunderstandings are 
not likely. Consequently, the findings supports White�s (2000) theory on branding and 
category identification.  
 
Subunit 2 and 3 were perceived as more attention getting than subunit 1. Subunit 1 relies 
heavily on an already existing interest from its audience, and therefore it only partly coincides 
with White�s (2000) theory about attention-getting devices. However, subunit 2 and 3 
contributes to his statement in a good way.  
 
The real benefits offered to the audience in advertisements should, according to White (2000), 
be those conferred by the service, the results people can expect to get by using the service. 
Subunit 1 and 3 do this in a distinct and comprehensible way, therefore supporting the 
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guidelines from White (2000). Subunit 2 also offers the audience benefits, but this is done in a 
limited and somewhat diffuse way, only partly coinciding to White (2000). 
Subunit 1 was the only subunit contributing to a full agreement with White (2000) in his 
statement that an ad should include a response opportunity, providing information on how to 
get direct contact with the company. Subunit 3 provided some response opportunity, partly 
agreeing with White (2000). Further subunit 2 was completely lacking this information, hence 
implying incoherence between the case finding and White�s suggestions.  
 
Rogers (1995) suggests that you should concentrate on persuasion rather than on 
entertainment; people will not purchase your service just because you have enlightened, 
amused, titillated, or otherwise entertained them. Subunits 1 and 3 have clearly adapted this 
theory, focusing more on persuasion than on entertainment. However, both subunits also have 
elements of entertainment. Subunit 2 does not apply fully to the theory, since it is basically 
focusing on entertainment, although still including elements of persuasion. All subunits 
include both persuasion and entertainment, but the focus differs. Further, since financial 
services tend to be of both higher price and include serious business decisions this partly 
agrees with Rogers (1995) in his statement on the topic. 
 
According to Rogers (1995) an ad should provide significant information, giving the 
consumers a reason to make intelligent choices. All three subunits are in line with Rogers 
suggestion, although subunit 2 and 3 could provide even more information to further facilitate 
the consumers decision making. Subunit 1 fully agrees with Rogers ideas, whereas, only parts 
of the case findings in subunit 2 and 3 can be said to be in accordance to his ideas.  
 
To sum up, it can be said that the message execution in subunit 1-3 to a great extent coincides 
with the theories applied in this thesis on how to create an ad that works.  
 
5.2 Advertising Appeals � Research question 2  
 
Moriarty (1991) describes advertisements as either rational or emotional. As shown in our 
conceptual framework a list of statements can be used to determine the overall impression of 
an ad as being either rational or emotional in its appeal. Albers-Miller & Gelb (1996) bring up 
Pollay�s (1983) list of advertising appeals, which contains the most commonly used appeals in 
advertising. This list of advertising appeals has been divided into being either rational or 
emotional by Albers-Miller & Stafford (1999) as stated in our conceptual framework. Table 
5.2 and 5.3 presents the general impression of the ad being either rational or emotional.  
 
Table 5.2 Within-case analysis of general impression as rational  
Theory Subunit 1: 

American Express 
Subunit 2: 
MasterCard 

Subunit 3: State Farm 
Insurance 

Rational ads    
Designed to touch the head 
 

+ - - 
Creates a response based on 
logic 

+ - - 
Depend on a lot of 
information 

+ - - 
Long and detailed message 
 

+/- - - 
Information to inform and 
educate customers 

+ - +/- 
+ = findings coincide with theory   
+/- = findings partly coincide with theory  
- = findings do not coincide with theory  
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Table 5.3 Within-case analysis of general impression as emotional 
Emotional    
Designed to touch the head + - - 
Creates a feeling and strong 
brand image 

- + + 
Excites feelings such as love, 
anger, hate, sorrow, joy, fear 

- +/- + 
Rely on feelings for 
effectiveness 

- + + 
Creates a likable or friendly 
brand 

- + + 
Creates a response via 
emotions and feelings 

- + + 
Makes the consumer feel 
more involved in the ad 

- +/- + 
+ = findings coincide with theory   
+/- = findings partly coincide with theory  
- = findings do not coincide with theory 
 
The general impression of subunit 1 was that the ad is rational, perceived as designed to touch 
the head. It is built on information, facts, and logic, agreeing with the theory by Moriarty 
(1991). The ad gives a very serious impression, containing a long and detailed message. 
However, the design of the ad made us expect even more detailed information, but the details 
communicated informs and educates the customer in a good way.  Consequently, the ad partly 
coincides with the theory provided by Woodruffe (1995).  Because of the   details provided 
about the service in the ad, the ad depends on a lot of information, trying to create a response 
based on logic. Both in line with the theory provided by Wells, et al., (2000), and Moriarty 
(1995).  
 
Subunit 2 and 3 were perceived as overall emotional, because they are communicating 
feelings more than facts, i.e. designed to touch the heart, and therefore coinciding to Moriarty 
(1991) in his statement on the subject. The ads excite feelings such as lover, anger, hate, 
sorrow, joy, and fear. The main feeling in subunit 3 is love, and it is perceived in a very 
strong way. The main feeling in subunit 2 is joy, however, this feeling is communicated in a 
more quiet way. Consequently, subunit 2 is, compared to subunit 3, perceived as only partly 
coherent with Moriarty�s (1991) theory. Because of this, the consumer also feels more 
involved in subunit 3 than subunit 2, making subunit 2 not completely in line with what 
Woodruffe (1995) states about consumer involvement in emotional ads. However, subunit 2 
still contains enough feelings to rely on feelings for effectiveness, which makes Albers-Miller 
& Stafford�s (1995) statements about effectiveness for emotional ads reliable. Even though 
subunit 3 is not communicating as strong feelings as subunit 2, it is still enough to create a 
response via emotions and feelings, indicating that both subunits are coherent to Woodruffe�s 
(1995) theory. Both subunit 2 and 3 communicates feelings that also puts the brand in a 
positive light. The brand is associated to favorable values, believes, experiences and 
expectations, and therefore creating feelings and strong brand image, and a likeable or 
friendly brand, making both subunit 2 and 3 coherent to both Moriarty (1991) and Albers-
Miller & Stafford (1999) opinions on the topic. In addition, subunit 3 also uses the rational 
cue of information to inform and educate customers, but only in a limited way, still not 
questioning the emotional emphasis of the ad.  
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A summary of the within-case analysis is presented in table 5.4. 
 
Table 5.4 Within-case analysis of specific advertising appeals 
Theory Subunit 1: 

American Express 
Subunit 2:  
MasterCard 

Subunit 3: State Farm 
Insurances 

Emotional Appeals    
Adventure 1 4 2 
Affiliation 1 1 3 
Casual 1 3 2 
Community 2 1 3 
Dear 3 3 2 
Distinctive 2 3 3 
Enjoyment 3 3 4 
Family 3 1 4 
Frail 1 2 3 
Freedom 3 4 3 
Humility 1 1 1 
Magic 1 1 1 
Maturity 3 1 3 
Modesty 1 1 1 
Morality 2 2 2 
Nurturance 2 1 4 
Ornamental 1 2 2 
Plain 3 3 3 
Popular 2 2 3 
Relaxation 3 4 2 
Security 4 2 4 
Sexuality 1 1 3 
Status 1 2 1 
Succorance 1 1 3 
Traditional 1 1 1 
Untamed 1 3 1 
Vain 1 1 2 
Youth 1 1 2 
Sum 47 55 68 
Rational Appeals    
Cheap 2 1 1 
Convenient 3 3 2 
Durable 3 1 2 
Effective 3 3 2 
Healthy 2 2 2 
Independence 3 4 2 
Modern 2 2 1 
Natural 1 3 1 
Neat 2 2 3 
Productivity 3 1 3 
Safety 4 2 4 
Tamed 3 1 3 
Technological 1 1 1 
Wisdom 4 2 3 
Sum 36 28 30 
Total sum 83 83 98 
4= primary appeal   
3= appeal somewhat used    
2= hints of appeal 
1= no findings of appeal  
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To gain a clearer overview of how, and to what extent, Pollay�s 42 advertising appeals, 
described and categorized by Albers-Miller & Stafford (1999), were used in subunit 1 to 3; 
the numbers in table 5.3 were added together. Subunit 1 received a total sum of 83: 47 for 
emotional and 36 for rational appeals. Subunit 2 had the score of 55 for emotional appeals and 
28 for rational, resulting in a total score of 83. Subunit 3 received the highest numbers, with a 
total of 98: 68 for emotional appeals and 30 for rational. These numbers indicate that subunit 
3 is using appeals to the greatest extent. Subunit 1 and 2 received the same total score, 83, and 
since subunit 1 and 2 also contained almost the exact same number of appeals, 25 and 24; this 
indicates that they are relying on the appeals in a similar way, and to a similar extent. 
However, which appeals that have been used differ between the two. Subunit 2 received the 
lowest score of rational appeals, whereas subunit 1 received the highest. Further, subunit 1 
received to lowest score of emotional appeals, while subunit 3 received the highest. This 
supports the general impression of subunit 1 as being a rational ad and subunit 2 and 3 as 
being emotional.   
 
Subunit 1 contained thirteen emotional appeals, subunit 2 fifteen, and subunit 3 twenty-two. 
Furthermore, Subunit 1 contained twelve rational appeals, subunit 2 nine, and subunit 3 ten. 
The total number of appeals used in the different subunits was: 25 in subunit 1, 24 in subunit 
2, and 32 in subunit 3. Subunit 3 stands out in the way that it contains more appeals than the 
other two subunits, the biggest difference being in the number of emotional appeals. Subunit 1 
and 2 are quite similar in its numbers of both rational and emotional appeals. Subunit 1 has 13 
emotional and 12 rational appeals, whereas subunit 2 has 15 emotional and 9 rational appeals. 
The emotional appeals outnumber the rational in all of the subunits. Rational appeals was 
used to a similar extent in all of the subunits, ranging from 9 to 12 appeals.  By analyzing 
these numbers, together with the total scores discussed above, it is indicated that subunit 1 and 
2 are quite similar, and that subunit 3 is a bit distinguishing from the other two. Even though 
the general impression of subunit 2 was that it is emotional in its appeal, it still contains 
several rational appeals, making it similar to subunit 1 which communicated the general 
impression of being rational. Subunit 3 was the most distinguished ad out of the three, with a 
strong focus on emotional appeals, which agrees with the general impression of the ad.  
 
The primary appeals identified in subunit 1 were security, safety and wisdom. Safety and 
wisdom are, according to Albers-Miller & Stafford�s (1999) categorization of Pollay�s 42 
advertising appeals as either rational or emotional, both rational appeals, and are therefore 
supporting this categorization. Subunit 1 was perceived as rational; cheap, convenient, 
durable, effective, healthy, independence, modern, neat, productivity, and tamed were all 
appeals that were somewhat used, or hinted at, in the ad. These appeals agree with Albers-
Miller & Stafford�s (1999) recommendations on how to create a rational ad. Natural and 
technological are the only two of Albers-Miller & Stafford�s (1999) rational appeals not 
identified in subunit 1. Subunit 1 also mediates several emotional appeals, but only security is 
perceived as primary. Adventure, affiliation, casual, frail, humility, magic, modesty, 
ornamental, sexuality, status, succorance, traditional, untamed, vain, and youth are, in 
agreement with Albers-Miller & Stafford�s (1999), emotional appeals and not at all identified 
in subunit 1. However, subunit 1 also has a number of appeals categorized as emotional by 
Albers-Millers & Stafford�s (1999): community, dear, distinctive, enjoyment, family, freedom, 
maturity, morality, nurturance, plain, popular, and relaxation. The number of rational 
appeals, and the way they are used, supports Moriarty (1991), Albers-Miller & Stafford 
(1999), Wells, et al. (2000), and Woodruffe (1995) suggestions on what makes a rational ad.  
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Subunit 2 contains four primary appeals: adventure, freedom, relaxation, and independence. 
Adventure, freedom, and relaxation are all categorized as emotional appeals according to 
Albers-Miller & Stafford (1999). Subunit 1 and 2 also has one primary appeal categorized as 
rational by Albers-Miller & Stafford (1999). The following appeals have not been identified 
in either one of subunit 2 and 3: Humility, magic, modesty, traditional, cheap, and 
technological. Cheap and technological are according to Albers-Miller & Stafford�s (1999) 
categorization rational appeals, whereas humility, magic, modesty and traditional are 
emotional. Emotional appeals that were perceived as somewhat used or hinted at in both 
subunits 2 and 3 were casual, dear, distinctive, frail, ornamental, plain, and popular. Subunit 
2 also somewhat used, or hinted at enjoyment, security, status, untamed, modern, natural and 
safety, whereas, according to Albers-Miller & Stafford (1999), natural and safety are rational 
appeals, and the other four are emotional. Subunit 3 somewhat used, or hinted at the rational 
appeals of independence, productivity and tamed; and the emotional appeals of affiliation, 
freedom, maturity, sexuality, succorance, vain and youth, All coherent with Albers-Miller & 
Stafford�s (1999) categorization. Overall, the appeals identified in subunit 2 and 3 supports 
Moriarty (1991), Albers-Miller & Stafford (1999), Wells, et al. (2000), and Woodruffe�s 
(1995) theories on what makes an emotional ad.  
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6 FINDINGS AND CONCLUSIONS 
 
In this final chapter we will present the main findings and conclusions based on our research. 
The purpose is to answer the research questions stated in chapter one. Finally, implications 
for management, theory, and future researchers are presented. 
 
6.1 How can the message execution be described?  
 
Financial services advertisements seem to have an overall clear branding and category 
identification. The brand is usually shown in the simplest way using the company logo and 
slogan, which are commonly found at the end of the ad. The category can be identified 
through the headline, but it is mainly the overall context and impression of the ad that 
mediates the category. Brand and category work together complementing each other creating 
a clear understanding of the brand and service.  
 
Financial services advertisement also contains effective attention getting devices. The picture 
has an important attention getting role, especially in emotional ads. It seems like the attention 
getting devices are of less importance and play a smaller part in rational financial services 
advertisements.  
 
Financial services advertisements offer the audience a real benefit, but it is being 
communicated in both rational and emotional ways; sometimes designed to touch the head 
and sometimes designed to touch the heart.  
 
Response opportunities tend to be lacking a bit in financial services advertisements. There is a 
tendency that the more emotional the ad is, the less of a response opportunity. A telephone 
number and/or web address seem to be common response opportunities for financial services. 
 
Financial services advertisements tend to concentrate more on persuasion than on 
entertainment. However, it seems to be a connection between emotional ads and 
entertainment, and between rational ads and persuasion; the more emotional the more 
entertaining, and the more rational the more persuading. The high price and seriousness of 
financial services also contributes to the focus on persuasion rather than entertainment.  
 
There is a pattern between the amounts of significant information communicated and how 
rational the ad is. Rational ads seem to provide the most significant information, meanwhile 
emotional ads are somewhat lacking. Rational ads also seem to contain more information in 
the form of text, communicating important details and facts about the service.  
 
In this thesis, the advertisements explored, fit the existing theories about message execution to 
a great extent. Therefore, financial services ads created in this way have great potential of 
being successful.  
 
 6.2 How can the advertising appeals be described?  
 
In this thesis, it has been discovered that appeals in financial services advertisements are used 
to three extents: primary, supporting, and missing. The most important appeals, the ones most 
emphasized and communicated in the biggest way, can be labeled primary appeals. The 
primary appeals stand out the most and play the biggest role in generating the ads overall 
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impression to the viewer. The primary appeals are what the sender first and foremost wants 
the audience to associate with the service.  
 
The supporting appeals are used to compliment the primary. They can help in emphasizing 
and bringing out the primary appeals even more. Further, they bring yet another dimension to 
the ad, increasing its appealing power to reach different kinds of people. The supporting 
appeals can be easy to identify or just hinted at. Either way, they bring more life to the ad, 
making it more vivid and interesting to watch. The supporting appeals can also assist in 
drawing attention to the ad.  
 
The missing appeals are appeals not at all identified in an advertisement. They may not be 
fitting to the design of the ad, or simply communicate appeals that the sender do not want to 
associate, or consider to be appropriate to the service. Five appeals were identified as missing 
in all of the ads explored in this thesis: humility, magic, modesty, traditional, and 
technological. Therefore, the conclusion can be drawn that these appeals are rarely being used 
in financial services advertisements.  
 
 Financial services advertisements can be both emotional and rational in their general appeal. 
Due to our limited sample selection it is difficult to say whether emotional or rational ads are 
more common in financial services advertisements. However, in this thesis two out of three 
ads were perceived as emotional, indicating that emotional appeals might be more common, 
and used to a greater extent, in ads for financial services. All financial services advertisements 
have elements of both rational and emotional appeals. When the ad is being perceived as 
emotional the primary appeals communicated are emotional, and when the ad is being 
perceived as rational the primary appeals are rational. However, ads perceived as either 
rational or emotional still have at least one primary appeal of the opposite. Therefore, the 
conclusion is that both rational and emotional appeals are used as primary appeals in financial 
services advertisements.  
 
In the same way, the supporting appeals can be both rational and emotional. Enjoyment, 
freedom, plain, relaxation and security are commonly used and highly emphasized emotional 
appeals in financial services advertisements, whereas independence, safety, and wisdom are 
the rational appeals used in the same way. They can have the role of both primary and 
supporting. These appeals communicate feelings and values connected to financial services, 
and are appropriate for the service and its benefits.  
 
A pattern can be seen of a number of appeals that are commonly used in financial services 
advertisements, but they are not being used as primary appeals. They play the role of 
supporting and complementing the primary appeals. These appeals are adventure, affiliation, 
casual, community, dear, distinctive, family, frail, maturity, morality, nurturance, ornamental, 
popular, sexuality, status, succorance, untamed, vain, youth, cheap, convenient, durable, 
effective, healthy, modern, natural, neat, productivity, and tamed.  
 
There are no findings of what appeals that are most frequently used as primary appeals in 
financial services advertisements. No patterns of this can be seen, and the conclusion is that 
they seem to vary from ad to ad.  
 
It can be concluded that financial services advertisements seem to contain a large number of 
appeals. In this thesis, a range between 24 and 32 appeals were identified in each ad. 
Therefore, it can be said that financial services advertisements wants to associate a variety of 
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appeals to its target audience. Further, a greater number of emotional appeals than rational are 
being used in the ads explored in this thesis; implying financial services advertisements 
contain a greater number of emotional than rational appeals.  
 
 6.3 Implications/Recommendations  
 
The conclusions stated above in this chapter form a foundation for possible implications on 
where and how this study can be useful. We will first provide implications for practitioners, 
followed by implications for theory. Finally, implications for further research will be stated.  

6.3.1 Implications for Practitioners  
 
The following implications should be taken under consideration when creating advertisements 
for financial services. The implications listed below can be useful to all people involved in 
creating the advertisement.  
 
Message execution 
! Make sure the brand and service is easy to identify. The logo should be easy to spot 

and located at the end of the ad. The category can be mentioned in the headline, and/or 
the copy text, and/or shown in pictures. Brand and category should work together 
complimenting each other creating a clear understanding of the brand and service 
communicated. 

 
! Include attention-getting devices to draw attention to the ad. This should be done 

through both text and picture in order to create the most attention. . 
 
! Depending on the service and the message communicated through the ad it may not be 

necessary to include a response opportunity, although a minimum of either phone 
number or web address is to recommend.  

 
! Combine persuasion and entertainment in a suitable way, but keep the focus on 

persuasion to avoid being looked upon as unprofessional, or risking that the main 
message is not being perceived in the intended way. 

 
! Significant information should be provided to at least some extent. Tell the audience 

what the service is, and how they can benefit from it in order to create an interest to 
want to know more.  

 
Advertising Appeals 
! The overall impression of the ad should be either rational or emotional in its general 

appeal, i.e. speak mainly to the head or the heart. However, how strongly this is 
communicated can vary.  

 
! Use both rational and emotional appeals in the ad in order to create a message that is 

appealing to as many people as possible. Also, this gives the ad more depth and makes 
it feel more alive and interesting to watch.  
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! Make sure the appeals used are consistent and well suited to what you want to say. 
The appeals used are what the consumer will associate the service with; therefore, it is 
of great importance to use appeals appropriate for both the service and the message 
you want to mediate. 

6.3.2 Implications for Theory 
 
The purpose of this study was to explore and ultimately gain a better understanding of 
advertising messages in the financial services industry. By answering our research questions 
we have been able to describe and explain the message execution and appeals used in 
financial services advertising. Much research has been conducted in the research area in many 
different aspects. However, the research specifically focusing on financial services is very 
limited. Our findings reveal that the extent of which an appeal is used in an ad can be divided 
into three different categories, being labeled as primary, supporting, or missing appeals. This 
has not been discussed in previous research, but has been brought up in this thesis. Hence, this 
research contributes to theory by adding this categorization. Furthermore, this thesis 
contributes to the theory by discussing the subject specifically for financial services.  

6.3.3 Implications for Further Research 
 
This research has provided a deeper insight on how advertising messages in financial services 
can be described. Our research has shown that financial services advertisements are very 
much inline with existing theories. However, it would be of great interest to further explore 
the topic to more in detail be able to describe the advertising message for financial services, as 
well as other services. Suggestions on how this could be carried out are:  
 
! Conduct the same study but with another sample selection. 
 
! Conduct the same study but do research on another media. 
 
! Conduct the same study but with a larger sample selection to be able to identify clear 

patterns. 
 
! Conduct the same study but focus on only one financial service to see if there are any 

specific patterns for that particular service. 
 
! Conduct the same study but focus on another service. 
 
! Conduct a study focusing on either primary or supporting appeals. 

 
! Conduct a study focusing on only message execution in financial services advertising. 

 
! Conduct a study on two or more countries to see if culture influences the use of 

appeals in financial services advertising. 
 
! Conduct a study focusing on two or more different services to identify similarities and 

differences in advertising appeals used.  
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Research question 1 
Name of ad _______________ 
Observer _________________ 

 
 

Variable from 
Conceptual 
Framework 

 

Description 

 
Branding and 
category-  
identification 
 
 
 

 

 
Attention-getting 
devices 
 
 
 
 

 

 
Offer the audience  
real benefits 
 
 
 
 

 

 
Include a response  
opportunity 
 
 
 
 

 

 
Concentrate on  
Persuasion rather than 
on entertainment 
 
 
 

 

 
Provide significant 
information 
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Research question 2 
Name of ad_______________ 
Observer_________________ 

 
 

Theory 
Rational v. Emotional 

Ads 
 

Description 

Rational ads  
 
Designed to touch 
The head 
 
 
 
 

 

 
Creates a response based 
On logic 
 
 
 
 

 

 
Depend on a lot of 
information 
 
 
 
 

 

 
Long and detailed 
message 
 
 
 
 

 

 
Information to inform and 
Educate customers 
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Emotional ads  
 
Designed to touch  
the heart 
 
 
 
 

 

 
Creates a feeling and 
strong brand image 
 
 
 
 

 

 
Excites feelings such as love, 
anger, hate, sorrow, joy, fear 
 
 
 

 

 
Rely on feelings for 
effectiveness 
 
 
 
 

 

 
Creates a likable or 
friendly brand 
 
 
 
 

 

 
Creates a response via  
emotions or feelings 
 
 
 
 

 

 
Makes the consumer feel more 
involved with the ad 
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Research question 2 
Name of ad_______________ 
Observer_________________ 

 
 

Theory 
Pollay´s list of appeals 

 

Description 

 
Adventure 
 
 
 
 
 

 

 
Affiliation 
 
 
 
 
 

 

 
Casual 
 
 
 
 
 

 

 
Community 
 
 
 
 
 

 

 
Dear 
 
 
 
 
 

 

 
Distinctive 
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Theory 
Pollay´s list of appeals 

 

Description 

 
Enjoyment 
 
 
 
 
 

 

 
Family 
 
 
 
 
 

 

 
Frail 
 
 
 
 
 

 

 
Freedom  
 
 
 
 
 

 

 
Humility 
 
 
 
 
 

 

 
Magic 
 
 
 
 
 

 
 
 
 
 
  

 
Maturity 
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Theory 
Pollay´s list of appeals 

 

Description 

 
Modesty 
 
 
 
 
 

 

 
Morality 
 
 
 
 
 

 

 
Nurturance 
 
 
 
 
 

 

 
Ornamental 
 
 
 
 
 

 

 
Plain 
 
 
 
 
 

 

 
Popular 
 
 
 
 
 

 
 
 
 
 
  

 
Relaxation  
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Theory 
Pollay´s list of appeals 

 

Description 

 
Security 
 
 
 
 
 

 

 
Sexuality 
 
 
 
 
 

 

 
Status 
 
 
 
 
 

 

 
Succurance 
 
 
 
 
 

 

 
Traditional 
 
 
 
 
 

 

 
untamed 
 
 
 
 
 

 
 
 
 
 
  

 
Vain 
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Theory 
Pollay´s list of appeals 

 

Description 

 
Youth 
 
 
 
 
 

 

 
Cheap 
 
 
 
 
 

 

 
Convenient 
 
 
 
 
 

 

 
Durable 
 
 
 
 
 

 

 
Effective 
 
 
 
 
 

 

 
Healthy 
 
 
 
 
 

 
 
 
 
 
  

 
Independence 
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Theory 
Pollay´s list of appeals 

 

Description 

 
Modern 
 
 
 
 
 

 

 
Natural 
 
 
 
 
 

 

 
Neat 
 
 
 
 
 

 

 
Productivity 
 
 
 
 
 

 

 
Saftey 
 
 
 
 
 

 

 
Tamed 
 
 
 
 
 

 
 
 
 
 
  

 
Technological 
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Wisdom 
 
 
 
 
 

 

     
 
Additional notes: 
(Are there any additional appeals that the ad(s) are showing, except for the ones in the frame 
of reference? Other things? Do you begin to see patterns?) 
 
 
 




