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Abstract 

Nowadays, marketers can choose between plenty of different marketing channels when 

reaching out to consumers. It is difficult for marketers to achieve successful advertisement 

due to all advertisements the world contains and because of more and more homogenous 

products. Also, consumers are being exposed to large amounts of advertisements and can 

easily choose not to pay attention to them, especially when it comes to printed ads, since they 

can choose whether to look at them or not. Marketers must find a way to create successful 

ads, and the approach can be either rational or emotional. There is an ongoing debate about 

which approach is the best, and the purpose of this study is to gain a better understanding on 

how consumers perceives rational versus emotional ads.  

This study is a qualitative study and six people have been interviewed around the city of 

Luleå. The purpose of this study is to help international advertisers gain a deeper 

understanding of the Swedish consumer’s perception, of both emotional and rational printed 

ads, by looking at how to capture their attention and how describe their attitudes toward the 

ad.  

Our main findings are that celebrities and sexual content generate a high level of attention 

from the viewers. Further, rational ads should include understandable and trustworthy 

information in order to receive positive attitudes from the consumer. The emotional ads 

received mixed and strong feelings, and generated attention. However, marketing managers 

need to be careful in order to not influence the consumer negatively.  
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Sammanfattning 

Nuförtiden kan marknadsförare välja mellan en mängd av olika marknadsföringskanaler när 

dem vill nå ut till konsumenter. Det är svårt för marknadsförare att uppnå framgångsrik 

annonsering på grund alla annonser som världen innehåller och av att mer och mer produkter 

är homogena. Konsumenter är dessutom utsatta för stora mängder av annonsering och kan 

enkelt välja att inte uppmärksamma dem, speciellt för tryckta reklamannonser eftersom dem 

kan välja huruvida dem vill titta på dem eller inte. Marknadsförare måste finna ett sätt att göra 

framgångsrika tryckannonser, och det tillvägagångsättet kan antingen vara rationellt eller 

emotionellt. Det är en pågående debatt angående vilket tillvägagångssätt som är den bästa, 

och syftet med denna uppsats är att erhålla en bättre förståelse på hur konsumenter upplever 

rationella kontra emotionella annonser.  

Denna studie är kvalitativ och sex personer har blivit intervjuade i närheten av staden Luleå. 

Syftet med studien är att hjälpa internationella annonsörer att få en djupare förståelse för den 

svenska konsumentens uppfattning, av både emotionella och rationella tryckannonser, genom 

att se hur man fångar deras uppmärksamhet och hur deras attityder mot annonserna kan 

förklaras.  

Vårt forskningsresultat visar att kändisar och sexuellt innehåll genererar en hög nivå av 

uppmärksamhet från tittarna. Rationella annonser bör inneha förståelig och pålitlig 

information för att motta en positiv attityd från konsumenten. Emotionella annonser erhåller 

mixade och starka känslor, och generade uppmärksamhet. Men, marknadsförare måste vara 

försiktiga för att inte påverka konsumenten negativt.  
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1. Introduction 
This chapter will introduce the research topic of this thesis and it begins with the background of the 

area. Thereafter the problem discussion will be presented followed by the purpose of this study and 

the research questions. Lastly, the outline for this thesis will be shown in the end. 

1.1 Background 

Rowley (2001) explains that advertising falls under promotion in business strategy, which is 

the home territory for marketers and aims to make sure that products and brands are being 

noticed by consumers. Promotion is when companies communicate with their target market 

through different marketing channels in order to ensure that consumers are aware of the 

product and brand. Communication shares a meaning of something and is transmitted 

between a sender and a receiver (Hakkio and Laaksonen, 1998). 

Danaher and Rossiter (2011) are saying that a communication boost emerged in the new 

millennium. The boost gave marketers lots of option of marketing channels to choose from, 

and a few examples of marketing channels today are the Internet, cell phones, television, 

magazines and newspapers. Despite all the new communication channels that companies can 

choose from, it has been acknowledged that consumers’ perceptions of the traditional printed 

ads, such as in catalogues, newspapers et cetera, are still very positive since consumers find 

them to be very reliable. 

In general, advertising has an influence on people watching it, and it has a serious role in both 

a social and economic aspect because it shapes people’s lifestyles, attitudes and even culture. 

People have therefore been critical to advertisement for a long time and because of that and an 

increasing amount of advertisement today, it is not easy for marketers to attract viewers with 

their ads. Advertisers do not only face the challenge of attracting consumer with their interest 

toward the ads, they also need to try to generate a positive consumer attitude toward the ad 

that can be beneficial for the company in the future. (Refaie, El Sahn and Tantawi, 2013) 

One of the aims of marketing is to influence consumers to buy the advertised product, but if 

marketers do not capture the consumers’ attention to the ad first, they will not succeed with 

their intentions. It has been discussed whether it is possible to convince the customer mainly 

through information messages or if it becomes too overwhelming for the consumer to take 

part of. It is argued that consumers buy products for other reasons than the product’s 

functional value. The more emotional and symbolic value and status being enhanced by 

owning a certain product brand is essential to many customers. Marketers are therefore trying 

to influence the consumer through communicating emotional messages in their 

advertisements. (Incardona and Poncibo, 2007) 

Nandan (2005) claims that products that are being advertised is becoming more homogeneous 

than before because one feature of a product can easily be copied by competitors. This means 

that it is harder to keep a competitive advantage for companies and they have to stand out 

more through their marketing strategies. This explains why it is important to learn more about 

marketing. Mai and Schoeller (2009) state that marketing with printed ads has become 

increasingly difficult. A reason for this is people’s way of living hectically life styles and at 

the same time, are being exposed to a lot of visual marketing messages. This means that 
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people do not have time nor the energy to pay attention to all the advertisement they are being 

exposed to. In addition to this, consumers today have the power to decide what 

advertisements they want to pay their attention to. A lot of the marketing messages that are 

not innovative enough are screened out and ignored by the consumers since they do not want 

to be more overloaded. Therefore, companies should aim to achieve positive attitudes towards 

their brands by creating positive attitudes towards their advertisements. (ibid) 

Callow and Schiffman (2004) claim that printed and visual ads have become more commonly 

used and especially when the advertisements are intended to be shown globally. The reason of 

why visual images can be successful in the global market is due to the fact that everyone can 

“read” a picture and therefore get an assumption of what the message is. However, the 

message can be received with many variations and it is important to get to know the 

consumers where the ad is going to be shown (ibid). Shavitt, Vargas and Lowrey (2004) 

explain that advertisements can be measured on a scale between self-selected to intrusive. 

Self-selected includes printed ads, for example ads in magazines, newspaper, banners et 

cetera, where the customer can choose to pay attention to the ad that touches them most, and 

skip the ones that are not in their interest.  

Due to all the new technology and marketing channels, consumers often do not personally 

meet, or speak, with companies. However, according to Fawcett (2002) it is still important for 

companies to keep some form of personal relationship with their target market and customers. 

The author means that having a personal relationship and showing interest to the target market 

will be beneficial since it can increase the relationship and be beneficial for the company. One 

way of doing this is through an emotional approach of marketing. A marketing approach can 

according to Albers-Miller and Stafford (1999), either be rational, which presents the 

informative features of the product, or emotional where the advertisements are seeking to 

create good feelings for consumers. Discussions about the effectiveness of both approaches 

are constantly going on. There are different ways of deciding the right approach, for example 

could emotional approaches be more suitable for some products than rational and vice versa. 

A wrong decision on the approach could in worst case lead to more than sales losses, it could 

also result in bad brand attitudes because of an ad. (ibid)  

1.2 Problem discussion 

Complaints about advertisements have now been going on for a long time. The reason is that 

consumers who feel overwhelmed or disrupted by different communication channels can 

easily get a negative attitude toward advertisement. As mentioned, printed ads may be most 

favourable for consumers because they can choose whether to look at them or not and they are 

not disrupted by them. However, this can be problematic for advertisers, because if they do 

not get people’s attention, no one will look at the ad and the marketing message will not reach 

through to the consumer. (Shavitt, Vargas and Lowrey, 2004) In order to achieve success with 

an ad, companies need to first capture attention to it. The ultimate goal for an advertiser is to 

influence viewers of an advertisement to increase their purchase intentions and to eventually 

make them act by purchasing the product. In order to reach that, the company needs to create 

a favourable attitude towards the advertisement and the brand. It is therefore essential that 
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advertisers find out creative ways to grab viewers- and potential customers' attention towards 

the advertisement. (St James, 2010) 

In many cases, it has been questioned if people are actually seeing the ads that are available or 

not (Barreto, 2013). Knowledge about how to receive customer attention is vital in our society 

where consumers easily screen out marketing messages that are not innovative enough. The 

problem for marketers is the avoiding behaviour many consumers have today, and marketers 

have to fight this by being innovative in order to not waste their money. The avoidance 

behaviour means that the consumer choose to not pay any attention to the ad, by making an 

active decision to skip it. To counteract this behaviour, marketers have to first understand the 

behaviour and why it appears, in order to then overcome it. (El-Adly, 2010)  

The ultimate goal for every company doing marketing is that the consumers will purchase 

their products. Before purchasing a product, awareness about the product needs to be created 

and it should be companies' first goal. (Percy and Rossiter, 1992) If companies get 

consumers’ attention, the next step is to influence the consumer’s attitude toward the 

advertised product and brand. Attitudes from consumers are very important for companies, 

because there is suggested to be a relationship between ad attitude and purchase intentions. 

(Muhammad Abdullah, Ghani and Aziz, 2012) There is unfortunately lacking information 

about how big the impact of attitude can be on the ads (Härtel and Russell-Bennett, 2010). 

Printed ads aim to inform consumers about a product, but when consumers have a need for 

something, they tend to seek the information they need and then block other informative 

advertisement. If marketers want to create a new need or desire from the consumers, they 

must first be able to capture the attention from potential customers and then influence them 

with the content in the ad. (Grimes, 2008) However, the problem is that companies are today 

facing a greater challenge when finding ways of differentiating their product on the market 

because of high competitiveness, and it is not easy to reach the consumers with a marketing 

message. Therefore the way of communicating a marketing message has had to improve and 

it is still not obvious of which marketing approach that is the most effective. Marketers must 

decide whether to focus on reaching out to the consumers by showing functional brand values 

or emotional brand values. In a competitive market where it can be hard to create and perform 

a brand value in the right spirit it is important to know customers' preferences. The right 

approach is hard to decide since both rational and emotional values can be effective or 

ineffective. (Lynch and Chernatony, 2004) 

Albers-Miller and Stafford (1999) highlight in their study that international marketers are 

especially facing trouble about finding which advertisement that would be most suitable for 

the audience. Marketing managers are constantly facing this question when marketing across 

different countries. Each country is unique, meaning that an ad that is successful in one 

country could be a failure in another. The authors are also claiming that there is not enough 

theories about how to strategically choose the “right” marketing approach when entering 

another country. Printed ads cannot only be ineffective, they can also be inappropriate and 

offensive in some countries, even though they are completely acceptable in others. It means 

marketing managers, doing international advertising, must understand the importance of the 

cultural aspects. Even though knowledge in this area is growing, there is still a gap in research 

http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/St+James,+Melissa,+PhD/$N?accountid=27917
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of how international marketers can succeed in different countries. It is relevant to test whether 

it is more suitable for international marketers to use a rational approach or emotional 

approach of advertising across the country they are going to operate in. (ibid)  

Muhammad Abdullah and Ghani and Aziz (2012) propose that more research needs to be 

done on how to get effective reactions in forms of attitudes from consumers. Shavitt, Vargas 

and Lowrey (2004) are discussing attitudes toward marketing messages and how important it 

is to gain knowledge about it. A company should know about this since the understanding of 

people’s opinion toward advertisements can directly help to develop a more effective 

campaign. The authors also state that consumers develop the most feelings for the 

advertisements that they paid the most attention to. But, the consumer attitude might not 

always be positive only because the ad captured the attention of the consumer. Consumers’ ad 

attitudes are not fully explored, but it is know that the attitudes toward ads are affecting the 

effectiveness of the advertisements. (ibid) 

1.3 Purpose and research questions   

The purpose of this research is to provide a deeper understanding of how emotional versus 

rational approaches of print advertising affect Swedish consumers’ perceptions of printed ads, 

by looking at how to best capture consumer’s attentions and then see how the different 

approaches can affect consumer’s attitudes toward the ads. The aim of this purpose is to help 

future international print ad producers, who might be interested of operating in Sweden, to 

gain a better understanding of how printed ads can be perceived by the Swedish consumer. In 

order to achieve the purpose, three research questions have been developed:  

RQ1: What are the factors that capture consumers’ attentions to printed ads?  

RQ2: How can consumers’ attitudes toward emotional ads be described? 

RQ3: How can consumers’ attitudes toward rational ads be described? 

1.4 Overview of the entire thesis 

This thesis is divided into six chapters. The outline is shown in figure 1 below: 
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Figure 1 - Chapter overview 

As shown in figure 1, the thesis has the following chapters: introduction, literature review, 

methodology, empirical data, data analysis and findings and conclusions. The first chapter is 

meant to create interest and knowledge about the research area with a background, followed 

by the problem discussion and research purpose and questions. Chapter two will provide 

theories from existing research about the topic. The theories aim to answer the research 

questions from chapter one. The third chapter is presenting the methodology and it will 

demonstrate how the data will be collected and analysed. Chapter four will present the 

empirical data of what has been collected. The fifth chapter provides an analysis of the 

collected data and it will be analysed in order to see if the data support the theory from 

chapter two. The sixth and final chapter will present the main findings and conclusions of the 

research process and outcome.   

Chapter 1

Introduction

Chapter 2

Literature 
Review

Chapter 3

Methodology

Chapter 4

Empirical 
Data

Chapter 5

Data 
Analysis

Chapter 6

Findings & 
Conclusions
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2. Literature review 
This chapter will present existing research that is related to the purpose and research questions of this 

study.  First, there will be an attempt to use the current literature in order to find what factors that 

capture consumers' attention to printed ads, and secondly how the attitudes toward emotional and 

rational printed ads can be described.  

2.1 Marketing approach and consumer attention 

Marketers can not be sure to pursue their consumers to buy their product if they are not able 

to first capture the consumers’ attention. Getting consumers’ attention is about breaking 

through the media noise and creating interest for the advertisement. When trying to capture 

consumers’ attention, it is effective when the advertisement is original and unique in its 

approach. The view of what is original is often shared by a mass audience within a culture. In 

general, an original ad can be explained as an advertisement that is different from the norm, 

and different from what is expected, and therefore surprising to the audience. (Pieters, Warlop 

and Wedel, 2002)  

The following text will present both emotional and rational factors that have been found to 

capture attentions to ads. A short explanation will tell which approach the specific factor is 

included in.  

Incardona and Poncibo (2007) discuss the marketing approach that reach out to consumers 

through an informative and rational message. It is stated that before a consumer can process 

the information his/her attention needs to be captured. When reaching out with an informative 

message it is essential to not overwhelm the consumer with too much information in the ad. In 

order to grab attention it is, instead, important to be very selective and only communicate the 

most essential information. According to Mai and Scholler (2009) there are different positive 

and negative emotions that can be triggered in the mind of a consumer when being introduced 

to an advertisement. These emotions can be evoked in order to capture consumers’ attention. 

Such feelings are intended to trigger the consumers to pay attention and it enhances the 

attractiveness of the product in the advertisement through strong feelings. (ibid) 

Humour is an example of an emotional appeal and it has been supported that humorous 

content in advertising has a positive impact on the viewer's level of attention (Weinberger and 

Gulas, 1992). Humour is one of the most powerful tools used in advertising in order to gain 

and keep attention towards an ad and is sometimes combined with the element of surprise that 

transforms into humour. It is an effective way of gathering a consumers’ attention towards the 

advertisement since humour also provides the viewer with the feeling of happiness, as when 

the viewer’s laugh, and is a feeling people are looking to obtain. (Refaie, El Sahn and 

Tantawi, 2013) A study made by Strick, et al. (2010) came to a conclusion regarding the 

effectiveness of humorous content in printed ads. It is stated that due to positive emotions, 

created by humour, it creates incentives for the viewers to take part of ad. Participants of the 

study were viewing humorous printed ads and thereafter non-humorous printed ads. The 

result showed that the participants spend more time looking at the information with the 

humorous content, relatively to the non-humorous ads. (ibid) 



Emotional vs. Rational Approach of Print Advertising: from the Swedish consumer’s perspective  

 
7 

 

Another reason why humour in advertisements can be appealing to the consumers is because 

being amused stimulates the brain in a positive way (Weinberger and Gulas, 1992). The 

stimulation captures the viewer’s attention because it is entertaining for them. However, the 

level of effectiveness, that humorous content has, is discussed to be correlated with the type 

of marketing channel that the marketing message is communicated through. One finding is 

that marketing managers believe that humorous content in printed advertisements is effective 

but it does not have the same effect on consumers’ attention toward ads as marketing channels 

such as TV and radio has. Research made in the US showed that humorous content in printed 

advertisements is represented the least in printed ads out of the three media channels 

mentioned above. However, it is also stated that the information does not conclude what 

consumers’ perception of humour in printed ads really are and therefore its (in)effectiveness 

comparing to other medias cannot be concluded either. (ibid) 

Sexual content is another emotional factor that captures attention and it is one example of so 

called "taboo-advertisement". The reason why marketers use advertisement with content that, 

by the consumers, is considered to be extreme/taboo since it is a great way of capturing 

viewers’ attention. Further, an ad should provoke just enough to push the limits for what is 

societal and culturally accepted. An ad can provoke by showing a visual image with sexual 

content that has little, or nothing to do with the actual product being promoted, in order to 

capture attention from the viewer. Taboo-advertisements are intended to create emotions and 

increase level of attention due to released stress hormones that comes from feeling provoked. 

Provocative messages such as sexual content have shown to capture more attention than 

informational messages do. (Sabri, 2012) 

Henthorne and LaTour (1995) state that sexual content in print advertising has become 

common in advertisement practises when companies try to grab attention to their product 

offer. Dudley (1999) states that societal changes have been taking place since 1980 and that it 

is the media that has changed the social standards to what, today, is viewed as provocative 

and what is not. This is due to constant sexual content in advertisements and it has resulted in 

advertisement that was considered provocative in the 1980’s to be considered to be mild 

today. The same author looks into the degree of female nudity in advertisements. Results 

show that advertisements with complete nudity over advertisements with a topless woman are 

more attention-gaining and interesting to the viewers of the advertisement. (ibid) Dianoux and 

Linhart (2010) discuss the matter further by claiming that when it is known that consumers’ 

motivation to process a marketing message is low, the advertiser must find a way to draw the 

attention to the advertisement. Cohan (2001) claims that sexual sources can be effective in 

attracting attention since it can be emotionally appealing to both men and women. Customers 

express themselves and communicate to others through products they use. In todays’ society it 

is not uncommon for advertisers to use sex appeal content in advertisements to attract 

consumers. If an advertisement can be designed to have an erotic effect on the viewers of the 

advertisement it could boost sales. (ibid) 

The next emotional factor, found by Charbonneau and Garland (2010), to be capturing 

attention towards an advertisement, is celebrities. Many companies are using a celebrity in 

their advertisement and this is common all around the world. Using celebrities in advertising 
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goes back to the late nineteenth century and ever since the 1980’s, the use of celebrities in 

marketing communications has become a standard practice. A celebrity endorser can be 

defined as "any individual who enjoys public recognition and who uses this recognition on 

behalf of a consumer good by appearing with it in an advertisement" (Charbonneau and 

Garland, 2010, pp.101). Companies that decide to use celebrities in their advertisement will 

receive very high levels of attention from consumers watching the ad if the celebrity is well-

known and popular by the company's target market. In other words it is important to use a 

celebrity that is fitting for the specific product and the target market. If the consumer is 

emotionally attached to the celebrity it will mean that the consumer could develop an 

emotional connection to the advertised product as well. (Refaie, El Sahn and Tantawi, 2013) 

Carroll (2009, pp. 150) discussed celebrity endorsement and said: "celebrity endorsement has 

become a popular approach in the branding process both in terms of gaining and keeping 

attention and in creating favourable associations leading to positive brand knowledge and 

distinct brand images". In the same research article it is discussed that today many companies 

have moved away from just offering products including different quality levels, trust and 

reliability. Instead products are becoming "brands", also offering self-expression and identity. 

Depending on the product and the target market it can, therefore, be necessarily to move away 

from written cues to visual signals in order to reach through with the communicative message 

of the brand. The use of celebrity endorsement can be an effective factor to reach consumers 

looking for buying a product but also a brand. (ibid) 

Celebrities are well recognized and popular among the public due to the talents that made 

them famous, good looks and life styles differing from most people. The admiration 

celebrities get from the public grants them a large amount of public attention when appearing 

in media. (Abdussalam, 2014) According to Jorge (2011), celebrity endorsement is very 

effective when marketing products and presenting lifestyles to young people. Fans of a 

specific celebrity, who is endorsing a product in an advertisement, are sometimes more 

willing to buy products that support their idols and that express their own fandom. Therefore 

fans show more attention and interest to products their idols promote. (ibid) 

Metha, Chen and Narasimhan (2008) talk about the “persuasive/prestige effect” in 

advertisements is intended to influence consumers’ brand evaluation and it can be done with, 

for example, celebrity endorsements. This type of advertisements can be persuasive even 

without providing any information about the product features in the advertisement. The 

opposite of the persuasive/prestige effect is informative messages through advertisements that 

can be called “informative effects“. Informative effects acts to increase the consumers’ 

knowledge about product attributes and the product’s quality. Further, it is stated that 

informative messages, communicating rational messages, capture attention when the 

presented information about product features are relevant and verifiable to the consumer. If 

the consumer can relate and understand the informative message it can lead to a greater 

confidence about the quality of the product. (ibid) 

Juntongjin and Wattanasuwan (2012) discuss how to be effective when aiming to capture 

consumer attention towards an informational message in an advertisement. In the article, the 

importance of language composition and ethnic language in advertisements is discussed since 
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it is stated that it can affect consumers’ level of attention towards advertisements. The authors 

of the same research article explain further that language, when used correctly, is an effective 

tool of communicating informational messages. However, it is mentioned that there can be 

obstacles when communicating an informative message. In the article it is stated that 

communicating an informational message in a different language but the cultural/subcultural 

language can have a negative effect on the level of attention since it might not be completely 

understood. The research made is based on the theory that ethnical language has a more 

positive outcome on consumer’s attention towards an informative message than the English 

language has and the conclusion in the article is that, according to accommodation theory, the 

ethnic language raises the attention to the ethnical advertisement comparing to an ad in 

English. (ibid) 

2.2 Attitudes toward emotional ads 

The following text will attempt to answer the second research question about attitudes toward 

emotional ads. However, in some parts of this section will include some rational aspects with 

the intentions of comparing the emotional and rational approach. The theories shown below 

will also include theory about consumer’s attitudes toward ads that are toward both emotional 

and rational ads. It has been decided to put that kind of general theory in this section about 

emotional ads, considered that this part is presented before the third research question about 

rational ads. There will be clarified in the text below when something concerns both 

approaches.   

Within promotion, marketers can either have an emotional or rational (i.e. informative) 

approach of their advertisement. Emotional marketing is a way of creating unique features to 

the product that differentiate it in a way that is not as easy for competitors to duplicate. 

(Nandan, 2005) An emotional approach of advertising can be a way to make consumers less 

price sensitive and make the brand more personal (Muhammad Abdullah, Ghani and Aziz, 

2012). It used to be unusual for companies to think of positioning a brand by communicating 

emotional messages in marketing. It was the rational approach including the functional 

features of the product that were often highlighted, but the trend has changed. (Nandan, 2005) 

A product’s actual benefits are no longer the most appealing ones to the customer. Instead it is 

the emotional additive benefit that retain a customer (Mai and Schoeller, 2009).  

Emphasizing on emotional marketing has exploded since companies have become more 

aware of the fact that marketing the product emotionally, for example as a social identity, it 

can increase the product's value and result in a customer being willing to pay more for a good. 

The reason is that it gives the consumers a special value when consuming the product 

publically, like it gives them a higher personal status. Consumers are nowadays considered to 

be more emotional rather than rational in their purchase decisions and strive to meet higher-

level needs in the everyday life, also through consumption. If a company can communicate 

feelings of status, then value to the consumer is added. (Fawcett 2002) 

The decision of using a rational or emotional advertising approach should depend on different 

things. It depends on the particular country and their culture and also what product or service 

is being advertised. Some cultures prefer rational information since they do not show feelings 
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publicly in the same way as some people do in other cultures, where emotional 

communication is more appropriate. (Albers-Miller and Stafford, 1999) Culture is also 

important to consider when choosing the approach of marketing because consumers are 

strongly influenced by their culture and it is an important part of their identity (Yaprak, 2008). 

People want to be and feel like a part of a society and its culture and its position as a member 

of the society can change by how and what it consume. National culture influence buyer-

seller relationships and it shows that culture matters in marketing. It is emotional approach 

when communication a message that tell the consumers they will become a part of the society 

if they consume this certain product. An emotional marketing campaign designed with culture 

in mind creates an in-group feeling/belonging and it help shape the consumer identity and will 

help to create a better consumer attitude. (ibid) 

When deciding what approach that would be most suitable in order to get positive feelings 

and attitudes, Albers-Miller and Stafford (1999, pp.44) said: “That is, a more emotional 

(value-expressive) appeal should be used for a value-expressive product and a more rational 

(utilitarian) appeal should be used for a utilitarian product”. When making the right decision, 

it will be the emotions that the customers feel that affect their attitude toward the ad (ibid). 

Mortimer (2008) claims that emotional appeals is often related to feelings like adventure, fear, 

romance and status. This approach is often used to create a bridge between the brand’s value-

expressive elements and the consumer’s self-concept especially when the product is 

consumed in public and shows the consumer’s image through the brand choice. Value-

expressive products can for example be perfumes. These kinds of brands fit well with an 

emotional approach when the brand experience is good and enjoyable. (ibid) 

Since consumers today are overwhelmed by media in an undesirable way, it is hard for 

managers to succeed with their strategic marketing goal in advertising (Mai and Schoeller, 

2009). According to these authors, emotional advertising aims to create positive attitudes 

toward the ad while seeing it because it also creates a good feeling about the brand and could 

therefore also create a better brand reputation. A positive feeling from an emotional approach 

can for example be warmness, love, joy, happiness or nostalgia. (ibid) Muhammad Abdullah, 

Ghani and Aziz (2012) claim that an emotional approach is becoming more usual in 

marketing. This is because it is found to be good in order to catch interest, make it memorable 

and lastly generate better attitudes which would lead to higher purchase intentions. There is 

stated to be a relationship between ad attitude (both emotional and rational) and purchase 

intentions. (ibid) 

Attitudes from consumers can be defined differently, but Stock and Hoyer (2005) say it is 

something complex and includes affective, cognitive and conative components. The first 

component (affective) describes emotionally responses, the second (cognitive) includes 

mentally aspects, and the last (conative) decides how a person will act toward the first two. 

(ibid) Another way to describe attitudes is that attitudes are like opinions, perceptions, 

persuasions, judgements et cetera. Consumers’ attitudes toward the ad can affect their whole 

brand attitude, in other words, there is a positive relationship between attitudes toward the 

advertisement and the attitude toward the brand (Nyilasy and Reid, 2009). According to 

Millan and Mittal (2010), attitudes toward the advertisement is how consumers respond to 
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advertising. A tendency to respond in a favourable or unfavourable to a certain advertisement. 

The attitude is the overall evaluation of the advertisement and it decides whether the 

consumer like the ad or not. (ibid) 

This paragraph is about attitudes and is concerning both emotional and rational ads. Attitudes 

toward advertisement in general can be affected by different things, for example: a consumer 

can have an overall attitude that is negative because they believe that advertisements in 

general are misleading and present untrue information in order to increase sales (Millan and 

Mittal, 2010) However, this thesis will lay focus on the other type of attitude, which is the one 

that the consumers feel when looking at a specific ad. Consumers can for example be affected 

by the product information that the ad shows, the ad can illustrate a social role and image 

which the consumers can feel emotional attached to. (ibid) 

De Pelsmacker and Van den Bergh (1998) describe emotions as a complete experience filled 

with people’s behavioural responses, physiological reactions, personal feelings and significant 

results. Consumers’ feelings affect their attitudes and personal reactions toward an ad can be 

described by six different categories which are humour, warmth, uniqueness, personal 

relevance, power and lastly irritation. Irritation is defined as: “provoking, annoying, causing 

displeasure, and momentary impatience” (ibid, pp.6). Irritation is one of the feelings people 

can have when looking at an ad. This is relevant to attitudes because the authors claim that 

irritation is always connected to a negative attitude which make the ad less popular. But, in 

which way it make the ad more or less effective will still be discussed. Muhammad Abdullah, 

Ghani and Aziz (2012) mean that negative attitude is bad for the advertising effectiveness. 

But according to De Pelsmacker and Van den Bergh (1998), it is a fact that some negative 

feelings has been effective for the ad because negative emotions can sometimes be better than 

no reaction or no emotion at all. The reason of this is that a negative emotion can still lead to 

high attention and even some interest from the audience, and it does not always have to lead 

to a negative feeling toward the brand itself, instead it can make the brand more familiar. 

(ibid) 

When using an emotional approach in marketing there are a lot of different elements that are 

important for a company to keep track of in order to make the marketing successful. In 

emotional marketing it can be surprisingly positive to try triggering negative feelings towards 

the brand since different emotions toward an advertisement make people feel urged to express 

their opinion when talking to others and it creates a buzz about the commercial. Several 

studies show that pleasant content in marketing means great pass-along but unpleasant content 

is most likely to generate the highest pass-along effect. (Henke, 2013)  

Emotional approaches of marketing seek to create a friendly, or another good feeling, about 

the brand through emotions (Albers-Miller and Stafford, 1999). The effectiveness of this 

approach is depending on just these feelings that are created in people’s minds. The emotions 

are supposed to build up motivation of buying the product or service and also build a good 

reputation which can lead to a positive attitude toward the brand. Emotional approach of 

advertising attempts to trigger either positive or negative feelings in order to motivate 

consumers’ purchase intentions. Good emotions are humour, love, happiness et cetera, while 

negative emotions are built on fear, guilt or shame. The negative emotions have a goal to push 
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people in a desired consuming direction by feeling bad about something. The conclusions that 

Albers-Miller and Stafford (1999) found from their research was, for example, that emotional 

appeals are used for products or services where the value wants to be expressed, and when the 

aim is to create a positive attitude and feeling toward the brand.  

Emotional advertising can both capture interest and be used in order to create an attitude 

toward the ad that will motivate consumers’ shopping manners. Effectiveness of an ad is 

generated through emotional approach of advertising because it works as a fundamental 

emotional moderator to success. Emotions and feelings can be used with an intention to 

improve and converse advertising attitudes. Positive attitudes that are generated through 

emotions creates ad effectiveness because it leads to positive brand attitude and thereafter 

higher purchase intentions. Anger, panic and empathy are feelings that has high encouraging 

effect on consumer attitude toward the brand. A form to test attitudes toward an ad can for 

example be made through asking how attractive consumers think the ad is, how appealing and 

if the ad is pleasant and refreshing. This will apparently show how the consumer feels about 

the ad. (Muhammad Abdullah, Ghani and Aziz, 2012) 

Emotional approach of advertising is according to Muhammad Abdullah, Ghani and Aziz 

(2012) creating more positive and optimistic attitude toward ads than an informative ad would 

do. Their result showed a positive relationship between emotional advertisement and an 

attitude that in future could lead to purchase intentions. They claimed that marketers that 

perform emotional advertising have a powerful impact on the consumers’ attitudes toward the 

advertisement. When the authors talked about how emotional advertising generate attitudes 

and memories of the brand, they said: “Strongest brands are those that provoke the strongest 

emotions”. (ibid, pp. 316) 

Muhammad Abdullah, Ghani and Aziz (2012) are stating consumers’ emotions toward an ad 

has a major impact on consumers’ attitudes toward the printed ad and the brand, it can also 

lead to impacts on purchase decisions. Their research is used in this part of the thesis in order 

to show how important ad attitude. This theory about attitude are connected to both rational 

and emotional approach, but is shown in this part of the chapter. They mean that attitudes to 

the ad hold hands with the attitude toward the brand, and the attitude toward the brand has big 

impact on whether the consumer buy the product or not. The effectiveness in an ad is 

depending on how many that in the end buys the product. But it is more complex than that, 

marketers must strategically get consumers’ attention and then create a mind-set that would 

lead to higher purchase intentions. (ibid)  

2.3 Attitudes toward rational ads 

Rational advertising, or informative as it can be called, is when marketers present the product 

in forms of logic information that will give the consumers facts about the product’s operation 

and function. A positive feeling from an informative approach is created through a relevant 

and credible reasoning. This is also called a cognitive response from the audience (Mai and 

Schoeller, 2009). Rational approach of advertising should according to Albers-Miller and 

Stafford (1999) be used when the product or service is more utilitarian and wants to inform 

the consumer about the functions/features of the product. The rational approach is often more 
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suitable for services than it is for products, since it aims to inform the consumers about the 

service and its quality in order to reduce purchasing risks. (ibid) 

Mortimer (2008) says that a rational approach of advertising is a way of matching the beliefs 

of the product utilitarian features with the ideal features that consumers have. Using this 

informative approach is most appropriate when the advertised product/service is consumed 

inconspicuous. Products/services that are being consumed discreet are not important to a 

customer’s self-image. (ibid) Instead, when marketers are showing the products quality, price, 

value, performance, or any other of the rational appeals in the ads, they aim to communicate 

to the consumer’s self-interest. Traditionally, informative marketing have been made 

whenever consumers are believed to make a rational/logical purchase decision. The goal is to 

mentally convince the consumers by making them feel like they have enough reasons and 

logical arguments to buy the particular product/service (Albers-Miller and Stafford, 1999). In 

service marketing, it can be good to use informative marketing in order to reduce uncertainty 

about the quality of the service since customers cannot test the service until they are actually 

buying it (and consume it at the same time). (ibid)  

According to De Pelsmacker and Van den Bergh (1998), attitudes toward the ad are easily 

negative if the advertisement is disturbing people. However, when it comes to printed ads, for 

example in a catalogue, there is proof that ad viewers are more likely to have a good attitude 

toward it. They can choose whether to look at it or not. If the ad is rational, they will put as 

much time to focus on it as they want, which itself is good. But still, marketers need 

consumers to pay attention in order to affect the attitude. (ibid) 

According to Albers-Miller and Stafford (1999), there are studies that argue that a rational 

approach of advertising is more effective than an emotional, because it gives the consumers 

more information of the brand which lead to higher purchase intentions. The reason is that 

rational ads, in this case described as ads that make the consumer think when seeing them, are 

better liked because then the consumer is more certain about the benefits of the 

product/service and feel like they can rely on the brand information. It means that the 

consumers found rational ads to be more credible which results in a more positive attitude 

toward the ad and the brand. (ibid) Kim (2000) says that even if emotional approaches can be 

more favourable, rational approach of advertisement can create a positive attitude toward the 

ad because the consumer can feel like they got enough with information about the product 

attributes and therefore receive the ad attitude that would lead to purchase intentions. In a 

study by Srivastava (2010), it is suggested that consumers with higher education are more 

rational when they buy things, and would therefore appreciate more informative 

advertisement. 

Härtel and Russell-Bennett (2010) are saying that an approach to consumer behaviour is 

called functional approach and it focus on the consumers attitudes. The approach studies how 

to motivate consumers’ attitudes by creating a function for them, and according to the authors, 

there is one dominate function of attitudes. The attitudes can be related to either emotional 

factors or rational factors. There is four main categories of functions that can stimulate 

consumer attitudes: utilitarian, value-expressive, ego-defensive and knowledge. The first and 

the last, i.e. utilitarian and knowledge, is functions based on rational approaches. Utilitarian 
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functions aim to show the attributes of the product/service in order to meet the consumer’s 

need. The knowledge function aims to create psychological order and structures that will give 

the consumer a meaning of the object. (ibid) 

Rational advertising is most effective in countries with cultures where emotions are not 

displayed in public, and therefore, the consumer within that country would show more 

positive attitudes toward ads built on rational appeals, rather than emotional. If marketers do 

not considered the cultural aspect, they can assault people living in the country where their 

advertisements are shown. Assaulted people could not only get a bad attitude toward the ad, it 

could also lead to a bad brand reputation for the company and sales loss. Therefore, the ad 

would become unsuccessful. (Albers-Miller and Stafford, 1999) 

In a study by Millan and Mittal (2010), findings propose that some consumers’ perceptions of 

an ad are higher when it has an informative approach and that it creates a positive attitude 

toward both the ad and the brand. The explanation is that those consumers in that research are 

facing a changing marketplace with new products and therefore, informative and rational 

advertising is more suitable, since they will inform the consumers about the features of the 

new products developing in the market. According to the authors, it is expected that rational 

advertising should dominate over emotional approaches. These respondents were people 

living in Czech Republic and their primary reason to look at advertisement was in fact to gain 

knowledge about the product. Rational ads gave consumers a positive attitude toward the ad 

because the respondents found the ad to be brand features informative, kept them updated and 

provided valuable information. (ibid) 

The attitude toward the rational ad will be better if it is advertising a utilitarian product. 

Drolet, Williams and Lau-Gesk (2007) are saying that it is because the consumers’ attitudes 

toward the ad gets better if the ad appeals are congruent with the attitude for the object. 

Attitude towards ad (regardless emotional or rational) can be measured by the following 

factors: bad/good, disliking/liking, unpleasant/pleasant, awful/nice, irritating/not irritating, 

uninteresting/interesting, annoying/not annoying, negative/positive, unfavourable/favourable, 

unbelievable/believable, and ineffective/effective. The mentioned aspects are feelings and 

thoughts consumers can feel when looking at the ad and those are the aspects that affect the 

attitude consumers have toward the advertising (ibid).  

2.4 Frame of reference  

A conceptual framework aims to present the studied aspects in form of a graphical framework 

or in a narrative form (Huberman and Miles, 1994). Previous parts of this chapter presented 

literature and theories related to this thesis’ research questions. Now, the theories that are 

most appropriate to this thesis will be used in order to form a frame of reference. All of the 

research questions will be shown separately by a graphical framework with clarifications of 

why those specific theories are chosen as a theoretical framework for the study.  

2.4.1 Factors that capture consumers’ attentions to printed ads 

In this section, the theories related to research question one will be presented in different 

tables. The tables will be put together in the end of this part in order to create the frame of 

reference for the first research question. The first research question was:  
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RQ1: What are the factors that capture consumers’ attentions to printed ads?  

The purpose of this question is to look at how viewer's attention is reached through different 

factors in printed advertisements. Theory from several different articles has been used in the 

first part of the literature review chapter in order to answer what factors that capture viewer's 

attention towards printed advertisements. The articles that are chosen for this frame of 

reference are by Refaie, El Sahn and Tantawi (2013), Weinberger and Gulas (1992), Sabri 

(2012), Charbonneau and Garland (2010, pp.101) and Mehta, Chen and Narasimhan (2008). 

The sources give clear examples of the factors in advertisements that can capture a viewers' 

attention and each of them define the factors in order to understand what they mean. 

The first emotional factor that capture attention is humour and the theory that will be used in 

this thesis is from the study by Refaie, El Sahn and Tantawi (2013) and Weinberger and 

Gulas (1992). The second theory by Sabri (2012) is about sexual content as an emotional 

factor that grabs attention. The third emotional factor found to capture attention is celebrity 

endorsement and the definition is taken from the study by Charbonneau and Garland (2010, 

pp.101). The final factor found to capture attention is rational and types of informative 

messages.  

Frame of Reference  

The theories from above will now be put together into the frame of reference that will be used 

for research question one. The concept will show the factors that were found to capture 

attention, followed by the definition and reference. The last column will show which words 

that will be used in order to later create interview questions. The framework will show the 

factors that capture consumer’s attention to printed ads, and they are summarized in the table 

below: 

  

http://search.proquest.com.proxy.lib.ltu.se/abicomplete/indexinglinkhandler/sng/au/Sabri,+Ouidade/$N?accountid=27917
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Table 1 - Frame of reference for attention 

Concept Definition Reference Operational 

 

 

Humour 

Humour provides the viewer with the 

feeling of happiness when it makes 

viewers laugh, a feeling people are 

looking to obtain1. 

 

Humour in advertisement is 

appealing to the majority of 

consumers because being amused 

stimulates the brain2. 

1Refaie, El 

Sahn and 

Tantawi 

(2013) 

 

 
2Weinberger 

and Gulas 

(1992) 

Surprise 

Amusement 

 

 

Sexual content 

(taboo-

advertisement) 

Sexual content in advertisements is 

one example of so called "taboo-

advertisement" if advertisers are 

being provocative enough to push the 

limits for what is societal and 

culturally accepted. 

Sabri, (2012) Provocative 

 

 

 

Celebrity 

endorsement 

A celebrity endorser can be defined 

as "any individual who enjoys public 

recognition and who uses this 

recognition on behalf of a consumer 

good by appearing with it in an 

advertisement". 

Charbonneau 

and Garland 

(2010, 

pp.101) 

Status 

 

 

 

Informative 

messages 

Informative messages through 

advertisements can be called 

“informative effects“, and it acts to 

increase the consumers’ knowledge 

about product attributes and the 

product’s quality. 

Mehta, Chen 

and 

Narasimhan, 

(2008) 

Informative 

messages 

 

2.4.2 Attitudes toward emotional and rational ads 

This part of the chapter will show the concept and definition of emotional ads, thereafter the 

concept and definition of rational ads, followed by presenting consumer attitudes toward 

advertisements. Lastly, all definitions will be put together and design the frame of reference 

for the second and third research questions.  

The second and third research questions were: 

RQ2: How can consumers’ attitudes toward emotional ads be described? 

RQ3: How can consumers’ attitudes toward rational ads be described? 

The literature we have found most central for these research questions will now be shown 

with the attempt to answer these questions.  

Emotional ads 

http://search.proquest.com.proxy.lib.ltu.se/abicomplete/indexinglinkhandler/sng/au/Sabri,+Ouidade/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Mehta,+Nitin/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Chen,+Xinlei+$28Jack$29/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Narasimhan,+Om/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Narasimhan,+Om/$N?accountid=27917
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In order to create our frame of reference about how consumer attitude towards the emotional 

ads can be described, this part will begin to define emotional ads, and the study we are using 

to explain emotional ads is by Albers-Miller and Stafford (1999). The reason for using this 

study is because the authors are describing emotional approaches very well and have lot of 

relevant explanations of how an emotional ad can affect the consumer’s perception. Albers-

Miller and Stafford’s study may not be the newest available, but a lot of the newer studies are 

citing their study and it has been regarded to include the best definitions that are relevant for 

this thesis.  

Rational ads 

The third research question is about attitudes toward rational ads and we have chosen to use a 

definition of rational ads from Albers-Miller and Stafford (1999). The reason to use this study 

is because they explain rational ads very well and describe how rational ads are supposed to 

affect consumers.  

Attitude toward ads 

To define what attitude toward ads mean according to current literature, we have chosen to 

use Millan and Mittal (2010) and Muhammad Abdullah, Ghani and Aziz (2012). Both studies 

are up-to-date and they are focusing on attitudes toward advertisement and are providing good 

explanations that are suitable for this thesis.  

Attitudes toward ads (both emotional and rational) is a tendency to respond favourable or 

unfavourable to a certain advertisement. (Millan and Mittal, 2010). Attitude toward ads has an 

impact on purchase intentions (Muhammad Abdullah, Ghani and Aziz, 2012). Even though it 

is not in the research question, it is still an explanation of how attitudes about ads can be 

described.  

Frame of Reference  

The tables about rational ads, emotional ads and ad attitudes from above will now be put 

together and create the frame of reference for research question two and three. The frame of 

reference is shown in the table below: 
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Table 2 - Frame of reference for attitudes toward emotional and rational ads 

Concept Definition Reference  Operational  

 

 

Emotional ads 

 

 

Seeks to create a friendly 

brand through emotions. 

Attempts to trigger either 

positive or negative 

feelings in order to 

motivate consumers’ 

purchase intentions.  

Albers-Miller and 

Stafford (1999)  

 

Emotions 

Feelings   

Motivation 

 

 

 

Rational ads 

 

 

Shows the functional 

benefits of the product. 

Aims to convince the 

consumer that they have 

enough reasons and 

logical arguments to buy 

the product/service. 

Albers-Miller and 

Stafford (1999) 

Benefits 

Information 

 

 

 

Attitudes toward 

the ad 

 

 

A tendency to respond 

favourable or 

unfavourable to a certain 

advertisement.1 

Has an impact on 

purchase intentions. 2 

1Millan and Mittal (2010) 

 
2Muhammad Abdullah, 

Ghani and Aziz (2012) 

Favourable 

Like 

Purchase 

Intention  
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3. Methodology 
This chapter will present the methodology that will be used in order to collect the data for this 

research thesis. The choices of methods that have been made will be presented and then explained by 

theories as arguments of why the decisions were considered to fit this thesis best. Lastly, validity and 

reliability will be discussed.  

3.1 Research purpose 

Yin (1994) claims that there is three different types of research purposes, which are called: 

exploratory, descriptive and explanatory. 

The purpose of this research is mainly exploratory. An exploratory approach aims to ask open 

questions to the respondents in order to get a deeper view of what is happening within the 

area of interest (Saunders, Lewis and Thornhill, 2012). This thesis explores how consumers’ 

perceptions toward printed ads are and aims to get a deeper view. The exploratory purpose is 

therefore chosen to help us see what the perceptions are and get a deeper understanding.  

The research is also considered to be somewhat descriptive. A descriptive study tries to 

describe the characteristics of an individual and other phenomenon being studied and it seeks 

to answer questions like “what” (Saunders, Lewis and Thornhill, 2012). Since the first 

research question asks the “what” question, and seeks a description as an answer; this purpose 

is partly suitable for this thesis. The aim with the “what” question is to describe the 

characteristics of what capture attention. 

3.2 Research approach 

The approach of a research study can be quantitative, qualitative or through multiple methods 

(Saunders, Lewis and Thornhill, 2012). A qualitative approach is used to create a more in-

depth perspective about already existing theory and it uses words instead of numbers that the 

quantitative approach use. (ibid) 

This research has a qualitative approach since it attempts to gain a deeper understanding on 

how advertisers can get consumers’ attention to printed ads and how their attitudes toward the 

ad can be described. The reason of why a qualitative approach is preferable in this study is 

because this study aims to improve the understanding about the different perceptions of 

rational and emotional ads. We believe qualitative study is an obvious choice since this study 

aims to get the in-depth view. 

3.3 Research strategy 

Research strategy is the plan that is made in order to achieve a study’s purpose and answer its 

research questions. There are eight different research strategies to choose from: experiment, 

archival research, survey, case study, ethnography, action research, grounded theory and 

narrative inquiry. (Saunders, Lewis and Thornhill, 2012) What strategy to choose as the most 

appropriate depends on what the research questions are, how much the control over 

behavioural events is and lastly how much it focus on contemporary aspects (Yin, 1994).   

The strategy of this research will be a case study. Saunders, Lewis and Thornhill (2012, pp. 

179) said: “The case study strategy will be relevant if you wish to gain a rich understanding of 

the context of the research and the process being enacted”. The authors also claim that this 
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strategy is most suitable if the research wants to answer questions like “why”, “how” and 

“what” (ibid). Yin (1994) states that a case study is suitable as a research strategy when trying 

to understand a phenomena that is contemporary. Within business areas, it is, according to 

him, common to use a case study. The author also says that control over behavioural events is 

not required when doing a case study. (ibid) 

The choice to use a case study as the research strategy for this thesis seemed natural since the 

purpose of the thesis is to gain a rich understanding about capturing attention to printed ads 

and the ads are being perceived by the viewers. Another justification is because the research 

questions are “how” and “what” questions. The explanation above of a case study is matching 

the goals with this study. According to what we learned about the problem area, it is a 

contemporary phenomenon because marketers today are facing challenges to achieve 

successful print advertisement due to different obstacles and it makes the case study even 

more the right choice.  

3.4 Data collection 

The different alternatives of collecting primary data are through questionnaires, interviews 

and observations. In order to collect secondary data there are raw data as well as published 

summaries to get in on. An interview is a conversation/discussion between two or more 

people and the questions asked are formulated in order for the respondents' answers to cover 

the thesis research questions. The type of interview model to choose depends on the research 

purpose. (Saunders, Lewis and Thornhill, 2012) 

An interview setting will be arranged for this study in order to collect data. Yin (1994) states 

that interviews are effective when doing a case study. It is also believed that an interview will 

provide an understanding of the participants’ perceptions in a deeper way. The intention is to 

show the participants four different printed advertisements, including two emotional ads and 

two rational ads. The four ads that we are showing the participants will be from two different 

brands. To find the right ads that could be considered emotional and/or rational, we looked at 

chapter two and what the theories mentioned about the two appeals (for example, an 

emotional approach can include humour, et cetera). We decided to have one emotional and 

one rational for the same brand, because we did not want the participants to already have a 

better attitude toward one brand and not the other, which could have influence their attitudes 

toward the advertisements.  

Nike and Nikon were chosen as the brands for our ads. The reason of having international 

brands is because this study has an international aspect, which is that it is explored how 

Swedish consumers perceive printed ads and aims to help international markers who want to 

operate in Sweden. The interview guide, developed from the frame of reference about factors 

that capture attention, will be the guideline for the interviews. The interview guide included 

the following factors: celebrity endorsement, humour, informative messages and sexual 

content. All these factors were found in the ads by Nike and Nikon. Therefore, we decided to 

use those four ads. The interview guide is available at the end of this thesis as one of the 

appendices, both in an English and Swedish version.  
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The emotional ad by Nike is an ad with the Swedish football player Zlatan Ibrahimović, 

wearing Nike’s compression clothes (emotional because of the celebrity). The rational Nike 

shows a picture of training shoes and has information about the shoes below the picture. 

Nikon’s emotional ad is based on humour and is displaying two half-naked women and one 

dressed man, with a little text at the bottom which explains the intended joke. The rational ad 

by Nikon is a picture of a camera with a lot of information about the camera’s functional 

features. The ads can be found at the end of this thesis, as one of the appendices.  

In the data presentation chapter and the data analysis chapter in this thesis, the above 

mentioned printed advertisements are referred to with the help of numberings. The reason 

why numbered is that it is an effective way of referring to the specific ad that is discussed. 

The two emotional advertisements from Nikon and Nike are referred to as Nikon (1) and Nike 

(1) and the rational advertisements are numbered as Nikon (2) and Nike (2).  

Face-to-face interviews will be conducted which include questions with open-ended answers. 

For this thesis it is believed that a face-to-face interview is the most effective way of 

collecting data since finding out the individuals’ perception of the printed advertisements and 

getting a better understanding is the goal. Saunders, Lewis and Thornhill (2012) state that 

face-to-face interviews can ask more complex questions and can gather data easier than a 

telephone interview. Also, the participants are not influenced by other people when answering 

as they could be if doing a focus group interview. Therefore we have actively chosen not to 

use a focus group. Instead we will interview people individually. Saunders, Lewis and 

Thornhill (2012) say that it is considered to create more value of the data collection when 

doing face-to-face interviews because of higher trust between the participants and the 

interviewer. We want to let the interviewees to take as much time as they need to look 

through all the ads and read the texts in order to take in as much impression as possible before 

they are being asked the interview questions. It will be said, that they can ask questions during 

the interview if they, for example, do not understand the question properly.  

3.5 Sample selection 

A sample selection is chosen if it is impossible to collect and analyse all the potential data 

(that could be found) due to restrictions such as time, access and/or money. Sampling 

techniques consist of different probability- and non-probability samples. (Saunders, Lewis 

and Thornhill, 2012) Bryman and Bell (2013) state that identifying the sample selection is, 

most commonly, about answering how many people the sample will consist of and how they 

will be selected. Non-probability samples consist of convenience samples which are easily 

accessible. The sample selection process is continued until the required sample size has been 

reached (Saunders, Lewis and Thornhill, 2012). 

Due to the restriction of time and the need to get an in-depth/exploratory approach to this 

research, a decision to narrow down the sample size has been made. The sample will be a 

convenience sample. In order to have an easily accessible sample, it was decided to interview 

people living nearby the city of Luleå.  

Since we are asking consumers about their perceptions of different ads, we decided to not 

have a specific selection of people since the ads are not clearly targeting a specific group – for 
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example gender or a certain age. Instead, we decided to ask six people aged between 25-60 

years. We felt like six people were a good sample for this type of thesis because the results 

will give us different points of view that hopefully will be enough in-depth for us without 

getting repeated. In other words, we hope to collect several of answers in order to be satisfied 

and feel like we have enough with data. If all the six interviewees are mentioning different 

things in their answer and not the similar, we will consider to interview more than six people. 

But, if it seems to be similar answers, and nothing especially new added to the answers, we 

will be satisfied with six participants.  

We do not require certain criteria for our sample selection because we are showing them ads 

with no specific requirement and with the aim of understanding how they would respond and 

perceive those ads. We mixed the genders of the respondents, only because the ads that we 

used for the data collection can speak to both genders, and not because we are analysing any 

differences between genders. 

3.6 Data analysis 

The data analysis process is when meaning is created out of results from the primary data 

collection. According to Bryman and Bell (2013), it is in this stage that the research questions 

will be answered. A qualitative study often generates a large amount of data material and 

meaning is created from words that might have multiple meanings. The presented results and 

analysis from a qualitative research depend on how well the interview questions are 

transcribed. Miles and Huberman (1994) state that data can be analysed by a within case. 

Within case analysis compares the data to previous theory aiming to see differences and 

similarities.  

Unstructured interviews often consist of questions that are open-ended. A disadvantage with 

unstructured interviews is the fact that the data analysis process is more advanced than the 

closed-answered questions in structured interviews (Bryman, 2011). The different events 

(answers) will quantified by counting the frequency of them. This is the process of 

simplifying and summarizing the data.  They will later on be described in a table or diagram. 

This way it is easier to analyse and draw conclusions from the gathered material (Saunders, 

Lewis and Thornhill, 2012). The interviews in this thesis will be mostly unstructured because 

the questions will be open ended and it will be room for following questions in order to find 

all valuable data.  

For this thesis it has been decided that a within case analysis will be performed in order to 

compare the answers of the two advertisements from the same brand (rational and emotional 

approach) to previous theory in order to see similarities or differences. A coding will be used 

to analyse the data and it will show if the theories from chapter two were supported, 

supported to some extent or not supported. It has been decided to present and code each 

respondents in a table, because it will then be easier for the reader to understand and follow 

the details.  

3.7 Quality standards 

Validity is equal to making sure that data was collected the way it was supposed to. In other 

words, a research has validity if what was intended to be measured was in fact measured 
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(Bryman and Bell, 2013). After collecting the data it will be checked to be complete, 

consistent and readable in order to make sure the data collection is valid. Reliability is about 

whether a measurement method is reliable or not. One way to test this is that the results 

should not vary. If the exact same test would be made again the result should be the same in 

order for the reliability to be high. (ibid) Since there is a lot of statements in researches, it is 

important to test the quality of those statements (Yin, 1989). There is four aspects to consider 

here: construct validity, internal validity, external validity and reliability. These four aspects 

are shown in the table below. 

Table 3 - Case study tactics for four design tests 

Tests Case-Study Tactic Phase of Research in Which 

Tactic Occurs 

Construct 

validity 
 Use multiple sources of evidence 

 Establish chain of evidence 

 Have key informants review draft 

case study report 

 Data collection 

 Data collection 

 Composition  

Internal 

validity 
 Do pattern-matching 

 Do explanation building 

 Do time-series analysis  

 Data analysis 

 Data analysis 

 Data analysis 

External 

validity 
 Use replication  logic in multiple-

case studies 

 Research design 

Reliability   Use case study protocol 

 Develop case study data base 

 Data collection 

 Data collection 

Source: Yin, 1994, pp. 33 

3.7.1 Construct validity 

Construct validity is about how well the investigation measures what it is supposed to be 

measured. To ensure that this is done correctly, evidence can be gathered by using multiple 

sources, creating a chain of evidence. Letting other people read the thesis is another way of 

increasing the validity (Yin, 1994).  

To create validity within this aspect, this study is using existing data that leads to a conceptual 

framework, which is the evidence of chain from the research that has been done already. The 

conceptual framework is put together through different sources that are most relevant and 

important to the study. The supervisor will check the interview guide before collecting the 

data in order to ask the right questions which will help getting the research questions 

answered. Lastly, the supervisor and other opponents are providing feedback throughout the 

process and in the end, the report will be read by the supervisor and peers and it will also help 

strengthen the validity.  
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3.7.2 Internal validity 

Yin (1994) says that internal validity is becoming an issue when researches are looking for a 

connection between two variables (i.e. mostly in a quantitative study), but in this case, it is not 

considered as a problem since this study approach aims to explain how something is like it is, 

instead of finding out any relationships.  

3.7.3 External validity 

Whether findings can be generalizable or not after the case study is depending on its external 

validity. This can be done by using multiple case studies to develop generalization and verify 

findings in order to attain external validity (Yin, 1994).  

This study will be qualitative and according to Saunders, Lewis and Thornhill (2012) it is 

hard to generalize and achieve validity with a qualitative study. Therefore, the findings of this 

study are not intended to be generalizing. Instead it will give international managers, with 

little knowledge about potential target markets in Sweden, a sense of how printed advertising 

with different emotional approaches can affect the customer’s perception.  

In order to increase external validity, a within case-analysis will be performed. The within 

case-analysis will compare the findings about the four advertisements from the theories, in 

order to see any similarities and/or differences.  

3.7.4 Reliability 

According to Yin (1994), researchers doing a case study should use a case study protocol, 

which shows how the data has been collected, in order to make it easy to follow the process. 

However, Saunders, Lewis and Thornhill (2012) claim that a qualitative study that is 

examining a situation from reality at a certain time is not meant to be standardized.  

When it comes to interviews in a qualitative study, there are many possible obstacles that 

have to be considered. There is always a risk that misunderstandings can appear between the 

interviewer and the interviewee. For example, the action of non-verbal communication or way 

of speaking can affect the answer from the interviewee. It is also a risk for the participants to 

not feel comfortable in the area where the interview takes place, and it can affect their 

willingness to speak. In order to avoid interview bias, the interview should be in a neutral, 

comfortable room and the interviewer should talk with an unprejudiced tone and let the 

interviewee answer without any disturbance (Saunders, Lewis and Thornhill, 2012).  

Before we did the interviews, we did a pilot-interview on each other in order to practise on 

interviewing another person and also to see how it was like to ask the questions. Since the two 

authors in this study did the interviews separately, it also seemed to be a good idea to do a 

pilot study in order to make sure that the questions were going to be ask in the same neutral 

tone, with a similar interviewing technique. The aim of the pilot study was to prepare for the 

real data collection and also to reduce the risk that one interviewer could do it a lot different 

than the other. We wanted to see the amount of answers and data we could collect separately 

and saw this as an opportunity to increase the reliability of the study by doing separately 

interviews.  
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The interviews have been audio recorded on cell phones in order to avoid that the interviewer 

would miss any details from the interview. The interviews have been conducted in Swedish 

since it is the native language of the interviewees, and we thought that they would therefore 

have easier to express their feelings with a better vocabulary. There is always a risk for the 

data’s reliability when translating it into another language, but both of us interviewers have 

lived more than three months in an English speaking country and we felt confident to make 

the translation as correct as possible. Lastly, in order to avoid bias such as when the 

interviewee are not comfortable to speak, we interviewed people that we knew and mostly in 

their own homes so that they felt really comfortable. Also, before interviewing, we told them 

that it was anonymous and that there is no “correct” answer, that all we wanted to know was 

their personal thoughts about the ads. We did not let them know the reason behind the 

questions neither did they see the questions before the interview.   
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4. Empirical data 
This chapter will present the empirical data that has been collected through six individual interviews. 

The interview questions were structured in the same order as in both the frame of references from 

chapter two, and the data from the interviews will be shown in the same order. Research question one 

about attention is divided into six main questions about different factors that captured the 

interviewee’s attention. The second and third research questions of how to describe the consumers’ 

attitude toward the ads were divided into eight main questions.  

Before the interviews started, the interviewees got the information so that they could answer 

the question and choose to talk about those ads that they felt was most relevant to the 

question. If they wanted to, they could answer all questions for all ads, or they could choose 

to talk more about some of the ads. Therefore, the data presentation might skip one/or many 

of the interviewee for some ads, with the reason that they did not talk about that ad in the 

specific question. Also, some of the explanations in the answers will be connected to several 

questions, so the presentation of the data will be broader in the beginning, and then pared 

down in order to not repeat the data. Each brand has a number after their ad: “(1)” stands for 

the emotional ad, and “(2)” represents the rational ad. 

4.1 Factors that capture attention to printed ads - Research question one 

This first part will present the data from the interview responses about attention associated 

with research question one. Each questions from the interview guide (shown as an appendix) 

has been answered and the data presentation will have the same structure as the interview 

guide.  

When the respondents were asked if they claim that any of the advertisements in front of them 

made them feel surprised, it was found that three respondents felt surprised, a feeling that then 

translated into humour towards Nikon (1). Male one and two expressed that the factors that 

made them feel surprised was the humorous content in Nikon (1). Female one also answered 

the question about whether she was surprised or not with a "yes" and stated that the factor that 

made her surprised was also the humorous content in that ad. She thought that the headline 

"capture the rare moments in life" was very funny together with the setting situation including 

two women having an affair. 

To a few other people it was the sexual content that made them feel surprised. Female two 

stated that she felt surprised to see that a well-known and respected international company 

chose to represent their brand with sexual content, such as in the Nikon (1) ad. She did not 

expect that the company Nikon would be disparaging against women. Male two stated that he 

only became slightly surprised but that it was enough for him to pay some attention to the 

Nikon (1) ad. He said that he, himself, is used to the types of ads that include sexual content, 

but that he thought that it was surprising because this specific ad with half-naked women 

could be offensive for some women.  

Male one expressed that he felt surprised towards the advertisement with the Nike (2) shoe. 

He was surprised that the headline “The ultimate quick fix” of the advertisement of the 

specific shoe states that this shoe provides a major difference in terms of results when 
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working out. He was surprised that the shoe has such great product features that it “is the 

ultimate quick fix” for getting in shape. 

When asked if the respondents felt amused when looking at the ads, the same three 

participants that answered they felt the feeling of being surprised, said they felt amused. They 

felt amused due to the humorous content in the Nikon (1) ad and that it was entertaining. 

Female one added that she thought that the picture along with the text made the situation 

humorous and that the joke made her pay attention to the ad. Male one and two said that they 

also felt amused when looking at the Nikon (1) ad. The reason male one felt amused was that 

there was an acknowledgement of the joke. Male respondent two answered that, like before, 

the factor that made him feel amused was the humorous content. In addition to that, however, 

it was the sexual content, in the same ad, since he reacted in a positive way on that there were 

naked women in the picture. 

The third question during the interview was about whether the feeling of being provoked by 

any of the ads was accurate in this instance and what factors, in that case, caused that feeling. 

Two respondents answered that the Nikon (1) ad was somewhat provocative due to the sexual 

content and that it grabbed their attention. Female two expressed a strong opinion that the 

Nikon (1) ad, with sexual content, meant really pushing the limit to what is acceptable for her. 

Further, she answered that it objectifies women in a certain way that she does not appreciate 

and that she therefore right away felt a strong reaction to the sexual content. Male three had 

mixed feelings and thought that he was leaning more against the feeling of being surprised 

than provoked, when it came to the reaction to the sexual content, but did state that he thought 

it was a daring advertisement that could provoke some people. However, female one and male 

three felt provoked because of the celebrity endorser Zlatan Ibrahimovic’s attitude in Nike’s 

(1) ad. Therefore it was the celebrity endorser that was attention-grabbing and acknowledged 

in the pictures. Male three stated that the advertisement with the Swedish soccer player Zlatan 

gained his attention since it provoked him to a certain degree. He expressed that the way the 

male athlete was portrayed in the picture came across as too cocky in order to be appealing to 

him. Female number one expressed the same thing when asked the same question. She stated 

that the advertisement with Zlatan is provocative since his face expression is rough and he 

creates a wrong stereotype. She associates the specific male athlete’s personal views 

regarding female soccer players, expressed in the media, when looking at the ad and therefore 

his appearance in the ad grabs her attention. 

When asked if any of the advertisements could be associated with personal status there where 

three people, two males and one female, that answered that the celebrity endorser Zlatan in 

the Nike (1) ad made them pay attention due to the feeling of status. Male one and two, 

interested in working out, expressed opinions about how working out in the right/popular gear 

can communicate personal status and that an ad like the one with Zlatan therefore grabs their 

attention. Male one state that compression clothes, such as advertised by Zlatan in the ad, can 

be really expensive. Further, he says that since Zlatan earns approximately 140 million a year, 

it makes the Nike product look more expensive which leads to higher status. Male two 

believes that these types of clothes look good on you and that it could be of interest to buy it 

even if you don’t need it in order to look good and that it can enhance personal status due to 
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that reason. Female three communicated clearly that personal status is gained from using the 

product Zlatan advertises and it is due to the fact that he is a very famous and successful 

athlete. She believes that if you wear clothes that he represents the feeling will be that you 

will become as cool as him.  

There were other things except the celebrity endorser that captured the viewers’ attention to 

gain personal status and it was the feature of the Nike shoe. Both male one and two states that 

they also associate the Nike (2) ad with the power lifting shoe with a certain degree of 

personal status due to the product features of the shoe. The reason is that it can enhance status 

if you buy a shoe which is aimed for a specific task since they contribute to a good 

performance. Female one says that she really likes the Nike shoes advertised in the Nike (2) 

ad and that they seem better than other sports shoes. If she was to wear the Nike shoes she 

believes it would give her a good image and she would feel proud. 

Further, two respondents answered that they believed the informative advertisement from 

Nikon (2) communicated a sense of personal status. Male three expressed that if using a 

camera in a setting with people with great knowledge about electronics and technical features 

of cameras he would probably gain personal status from owning a camera with great features 

himself. Therefore he associates the Nikon advertisement, listing product features of the 

camera, with communicating that it can enhance personal status.  

Female three, however, said that she thought the opposite of the informative Nikon (2) ad. 

She thought that she did not like the lay out and that it made the camera displayed look cheap. 

Instead she thought that it was the daring Nikon (1) ad that she associated with personal status 

and that it attracted her attention a lot more due to that. She explains that the male character 

has nice clothes and that you can tell that the woman in the bed has nice underwear. She 

thought that when looking at the advertisement and the luxurious clothing it made her 

associate the word luxurious with the camera and brand as well. If she were to buy and owe a 

Nikon camera it would therefore signal luxurious and make her gain personal status. 

The final question the respondents were asked was whether there were any additional factors 

in the advertisements that captured their attention. Female two answered that the lay-out in 

the Nike (1) ad with Zlatan captured her attention due to the lighting behind him. She also 

said that the Nikon (2) camera ad captured her attention since it was the centre of attention in 

the advertisement and therefore highlighted its features. Male one states that the running shoe 

in the Nike (2) ad captured his attention due to the design of the shoes. In his opinion the 

shoes are unique and he had not seen that type of shoe before. It captured his attention for that 

reason. Male two also states that the running shoes in the Nike (2) ad capture his attention due 

to the product features of the shoes. Female one recognizes the type of shoe, in the same ad, 

and believes it is an advertisement that captures attention due to the fact that the shoe is 

highlighted in the ad and because the advertisement information is easy and nice. Female 

three also gives the ad with the running shoes attention due to the features of the shoes. It 

becomes interesting to her since it has Velcro tape around the front of the shoes and it makes 

her curious to read the informative message in the bottom of the ad. 
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4.2 Attitudes toward emotional/rational ads - Research question two/three 

This first part will present the data from all interviews which were about the interview 

questions about attitudes associated with research questions two and three. Each questions 

from the interview guide have been answered and the data presentation will have the same 

structure as the interview guide.  

When we asked the participants about which emotional feelings they received when looking 

at the different ads, half of them had a negative feeling toward the Nike (1) ad with Zlatan, 

because they felt like the text was “untrue” and also that he presented a “too masculine 

image”. One of them sad: “He is too cocky”. Female one explained that she felt irritated over 

the picture of him because the producers made him look “majestic”. One of the other half of 

the interviewees had mixed feelings. He felt impressed by the celebrity, which he liked, when 

he saw the picture of him, but he did not feel impressed by the ad. He said that he felt 

sceptical to the ad because he did not think that anyone can become “as good as Zlatan 

because of some clothes”, referring to the text “An athlete’s secret weapon”. Male two, on the 

other hand, received a positive feeling from Nike’s (1) ad, because he became motivated to 

both buy new training clothes and to train. He thought that Zlatan looked decent in the 

clothes. 

The other Nike (2) ad generated mixed feelings as well. Two of the participants said it was 

too much information, and one said the ad was “boring” due to all text. Male one said that the 

heading position made him interested but he was tired of those kind of ads who are not 

trustworthy because they make it sound too good to be true, and there is no “Quick fix” to 

becoming well-trained. Female one said she felt interested to learn more about the shoe and 

male three said he felt inspired to train.  

The Nikon (1) ad with the half-naked females generated a lot of feelings that were both good 

and bad. Two out of three guys felt like the ad was appealing to them because the women 

looked good. Male two on the other hand said he felt a bit negative to this ad since it was a bit 

sexist. Female two felt upset about the content in the picture. The last two felt happy because 

they thought it was funny. 

All except one of the participants felt negative feelings toward the rational Nikon (2) ad 

because of the bright colour and all the informative text. Female one said that it was deterrent 

and she felt unskilled when she saw the information. They felt negative feeling because it was 

“too much text” and therefore “not interesting”, a bit boring according to some of them. The 

one that did not have negative feeling said he did not feel anything due to all information.  

The question about their strongest feeling showed that two of the participants felt desire to 

buy the shoes on the Nike ad and go to the gym. Two of the others had strongest positive 

feeling about the Nikon (1) ad because it made them feel good. Male two felt desire to buy the 

clothes from the ad with Zlatan and the last found her strongest feeling to be negative against 

Nike (2) ad because she didn’t like the layout.  

The next question was about how the participants would describe the ads in own words. Most 

of them said the Nike (1) ad with Zlatan was “bragging” and were trying to portray him as 
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“strong” and “masculine”, in a bad way. The text in Nike’s rational ad about a “quick fix” 

was untrue and made some of them feel irritation. However, half of the participant felt like 

rational Nike (2) ad was inspiring and gave them motivation to train and look for new training 

shoes. The other half thought it was either boring or had false information. Three of the 

participants found the Nikon’s (1) ad to be funny and entertaining because of the “bizarre 

situation”, but some mentioned that it could be provoking to some people. All participants 

said Nikon’s (2) ad with the yellow background contained information that felt 

“overwhelming” and “too difficult to understand”, and that it would only speak to those who 

had a lot of interest and knowledge about the functions. One said she wanted to “back off” 

from the ad and that the heading “Easy for everyone” was self-contradicting due to all the 

information she did not understand. 

When we asked about the feeling of motivation to buy any of the products, only one said he 

would consider buying Nikon after looking at the Nikon (1) ad, because the ad was giving 

him such a good attitude toward the brand. Male one felt motivation to look at compression 

clothes because he was already interested in training. Also, he said that if the clothes are good 

enough for one of the best football players in the world, they would absolutely be good 

enough for him. Female one and male two felt motivation for new training shoes after looking 

at the Nike (2) ad.  

The forth question was about the information in the ad about the benefits of the product. It 

was noticed that a few said that they received information about the products benefits through 

just looking at the picture of Zlatan, because they already knew what compression clothes are. 

The picture could therefore present information that you can understand through looking at 

the clothes, but only if you are interested and already have knowledge. All except one of the 

participants said that the Nikon (2) ad contained most information and all thought it would 

have been good if they would have understood what it meant. Most said it would be good if 

they wanted to compare, but not necessary to show it in the ad (they would have wanted to 

see it in the actual store). Male one was the only one who liked that the Nikon (2) ad 

presented information because he would like to know everything about the camera if he 

would be interested of buying one. He also mentioned that this information was at least 

trustworthy because it contained real facts. However, he was the only one who understood the 

informative message in the ad. Almost everyone said that the rational Nike (2) ad contained 

mostly information of when to use the shoe – and not why the product is so good. Female 

three said that it was more “qualitative information” in Nike’s (2) ad than Nikon’s (2) ad. 

However, male one said that this had most information because it explained the benefits of the 

product since it said you would get in shape fast and become stronger. But, he said that “the 

less information – the better ad”. About the Nikon (1) ad, the participants said that the ad 

informed the viewer that the camera was small and convenient due to the situation in the ad. 

They said that the camera was small enough to have in your pocket, and fast enough to take a 

picture in unique situations.  

The next question is which ad was the most favourable to the interviewee. Half of them said 

the most favourable ad was Nike (2). Female one said it was because it was “gender-neutral” 

and she appreciated that. Male one said Nikon (1) because it is interesting and amusing to 
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take part of what is going on in the ad. Male one said the informative Nikon ad because of the 

information, also the shoes because he is very interested in training. Female three answered 

the one with Zlatan, since “he is looking muscular and it is interesting”.  

The sixth question was about what factors they liked with the ads, and which one they liked 

the most. Half of the participants liked the Nikon (1) ad because it is a little forbidden 

scenario. They felt it was entertaining and funny and made them feel good. One of them really 

liked the text in Nikon (1) because it made the whole joke clever and funny. The other half 

liked the Nike (1) ad because it was professionally made and they liked that they used a 

celebrity because they could recognize him. Female one said that the shoe ad was easy and 

simple, which she liked. Also, they highlighted the product very well and had a big heading 

that looked good on the ad.  

After asking about what they liked, we asked what they did not like as much and which one 

they liked least of all ads. Then, we asked what they would have liked to see in that ad, that 

they felt was missing. Half of the participants disliked the informative Nikon (2) ad. As said, 

it was too much “incomprehensible information” that made the ad boring. Also, some 

complained about the “bright colour” in the Nikon (2) and they said it made the whole ad and 

product look “cheap”. Male two said: “it looks like a cheap Christmas sales ad, coming from 

the store Rusta”. What all of them would have liked to see in the Nikon (2) ad instead, was 

another setting. They wanted something to inspire them, and something they could see 

themselves doing. One said a “more adventure scene”, for example, a scene where someone is 

taking a picture high up in beautiful mountains, or taking a photo of a cool animal like a polar 

bear. Female one did not like the Nike (1) ad with Zlatan because he looked too cocky and 

she does not like his personality, therefore she associates the negative attitude to the whole 

brand. She did not like that he looked so close-bitten and self-important. She missed a softer 

feeling, and then she said that maybe he should have been kicking a ball or done something in 

action instead. Male one mentioned that the Nike (1) ad was missing to provide the name of 

the product that Zlatan was selling, which was very disappointing. Two participants did not 

like the Nike (1) ad, because it was lying. Lastly, female two thought it should have been 

another setting for the Nikon (1) ad. She suggested a setting with a neutral position between 

men and women. 

The last question about attitudes was if the participants, before the interview, had been 

thinking about buying any of the products or other products from the brands. If the answer 

was yes, we asked if they would still consider buying the product/brand from the ad after 

seeing it. Male one had a personal interest in both cameras and sports equipment so he had 

planned to buy both of the two products someday. He could also consider buying the brand 

and some of the products after seeing the ads, except from the small camera from the Nike (1) 

ad because it did not relate to him at all. Male two and female one would buy the Nike shoes 

in the Nike (2) ad because they liked the ad, the brand and the product. They got inspired by 

the ad for highlighting the shoe in the centre. Male three wanted to buy Nike before, and after 

the interview, but not because of the ad. He said that he could not relate himself to Zlatan 

because of Zlatan’s attitude, and that the Nike (2) was lying. Female three also wanted to buy 

Nike before but not because of the ads, only because she already like Nike. The last 
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participant had thought about buying a camera but she did not think Nikon (2) inspired her, so 

it would not be because of the ad.  
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5. Data analysis 
This chapter will analyse the data that was presented in the previous chapter. The data will be 

analysed for each of the research questions, and also compared to the frame of reference from chapter 

two in order to see any differences or similarities. This will be done through a within case analysis 

where each of the two brands’ ads will be compared to the theories. The analysis will be presented in 

the same order as in the frame of references and the interview guide. 

Yin (1994) states that the strategy for analysing case studies can be divided into two main 

choices which are relying on the theoretical suggestions that are existing, or developing a case 

description. This study will be relying on existing theories and it will be done by comparing 

the empirical data from chapter four against the theory from chapter two. According to Miles 

and Huberman (1994) there is three steps of doing this: Data reduction, data display and 

drawing conclusions. All these steps will be followed, and a within case analysis will be done. 

However, the main conclusions of this study will mostly be presented in the next chapter.  

5.1 Factors that capture attention to printed ads - Research question one 

In this section the data related to attention will be analysed and presented in a table. The 

factors that can be found in each printed advertisement are presented under "theory" in the 

table below. The table illustrates to what degree the answers from the respondents support 

theory from chapter two and the frame of reference. All the individual responses are displayed 

separately in the table. The table includes the two Nike ads and the two Nikon ads. The two 

different brands consist of one emotional and one rational advertisement.  

From the summarized data a within case analysis will be performed in order to analyse the 

data. The analysis underneath the table will focus on what the majority of the respondents’ 

opinion was and what interesting information that differed from the majority’s opinion about 

what captured attention towards the advertisements.  
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Table 4 - Data display for research question one 

Theory  Female 

1 

Female 

2  

Female 

3 

Male 1 Male 2 Male 3 

Nikon ad (1): Humour provides 

the viewer with the feeling of 

happiness when it makes viewers 

laugh, a feeling people are looking 

to obtain. Humour in advertisement 

is appealing to the majority of 

consumers because being amused 

stimulates the brain. 

+ - - / / - 

Nikon ad (1): Sexual content in 

advertisements is one example of 

so called "taboo-advertisement" if 

advertisers are being provocative 

enough to push the limits for what 

is societal and culturally accepted. 

/ + + + / + 

Nikon ad (2): Informative effects 

act to increase the consumers’ 

knowledge about product attributes 

and the product’s quality. 

- + - - - + 

Nike (1): A celebrity endorser can 

be defined as "any individual who 

enjoys public recognition and who 

uses this recognition on behalf of a 

consumer good by appearing with 

it in an advertisement". 

+ + + + + + 

Nike ad (2): Informative effects 

acts to increase the consumers’ 

knowledge about product attributes 

and the product’s quality. 

+ - + + + - 

 

Codes:  

+ Data supports theory 

/ Data supports theory to some extent 

- Data does not support theory 

The general impression of the Nikon ad (1) was that the humorous content was only 

somewhat effective in capturing attention since only one person's answer completely 

supported theory. Therefore it did not provide the majority of the viewers with the feeling of 

happiness when laughing as the theory by Rafaie, El Sahn and Tantawi (2013) stated, nor did 

the emotional Nikon ad (1) provide the majority of the participants with amusement and 

stimulation of the brain from a reaction to the humorous content as the theory by Weinberger 

and Gulas (1992). Three people reacted on the humorous intention in the ad but only one 

respondent answered that the humorous content really captured her attention and that it was a 

very funny and entertaining advertisement that amused her and made her laugh. 
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The theory by Sabri (2012) that sexual content/ "taboo-advertisement" is provocative by 

pushing the limits for what is societal and culturally accepted was supported by four out of six 

respondents. In other words, the emotional Nikon ad (1) also brought attention to it because of 

the factor sexual content. Two of the respondents only agreed to theory to some extent with 

one man stating that he was used to this type of advertisements and therefore it did not push 

the limits for what is societal and culturally acceptable for him. 

The rational Nikon ad (2) did not include informative messages that increased the majority of 

the consumers’ knowledge about the product attributes and the product quality (Mehta, Chen 

and Narasimhan, 2008), and therefore it did not capture their attention. The majority of the 

participants answered that the informative messages did not capture their attention at all. It 

included too details about the product and spoke only to people who have both an interest and 

great knowledge about the specific product features. The theory was only supported by one 

participant. 

The theory by Charbonneau and Garland (2010, pp.101) that a celebrity endorser can be 

defined as "any individual who enjoys public recognition and who uses this recognition on 

behalf of a consumer good by appearing with it in an advertisement" was supported by all six 

respondents since all of them acknowledged and recognized that it was the Swedish male 

athlete Zlatan Ibrahimovic that was appearing in the emotional Nike ad (1) by promoting 

sportswear. 

As shown in the table, the rational Nike ad (2) had information that captured the majority's 

attention since it includes informative messages that increased the majority of the consumers’ 

knowledge about the product attributes and the product quality (Mehta, Chen and  

Narasimhan, 2008). Four out of six respondents thought that Nike (2) was informative due to 

the shoes in the centre of the ad that displayed how the shoes look like and that it had a 

special features to it, therefore interesting and attention-getting. One out of the four 

respondents also reacted to the headline “The ultimate quick fix” that he felt was informative 

but felt doubtful against. The other two respondents did not provide the advertisement with 

any attention but they responded that it was due to the fact that they were not in the target 

market for buying a Nike shoe.  

5.2 Attitudes toward emotional/rational ads - Research question two/three 
This part of the study will display the analysed data through a within case analysis. The 

within case analysis will compare the data with the theory from the frame of reference in 

chapter two, aiming to find similarities or differences. Research question two and three will 

be analysed in the same tables. The theory for research question two and three are grounded 

on the studies of Albers-Miller and Stafford (1999), Millan and Mittal (2010) and Muhammad 

Abdullah, Niazi and Ghani (2012). 

5.2.1 Within case analysis for Nikon 

In this part, the data will presented with a within case analysis for Nikon in order to see if it 

supports the theory from our frame of reference in chapter two., an analysis will be shown in 

a table for Nikon’s advertisements, both the emotional and rational.  

http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Mehta,+Nitin/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Chen,+Xinlei+$28Jack$29/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Mehta,+Nitin/$N?accountid=27917
http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Narasimhan,+Om/$N?accountid=27917
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Table 5 – Data display for Nikon ad in research question two and three 

Theory Female 

1 

Female 

2 

Female 

3 

Male 1  Male 2 Male 3 

Emotional ads: Seek to create a 

friendly brand through emotions, 

such as happiness, joy et cetera.  

+ 

 

- - + / + 

Attempt to trigger either positive or 

negative feelings in order to 

motivate consumers’ purchase 

intentions. 

/ - + / / + 

Rational ads: Shows the functional 

benefits of the product.  
+ + + + + + 

Aim to convince the consumer that 

they have enough reasons and 

logical arguments to buy the 

product/service. 

/ / + + + - 

Attitudes toward ads 

(rational/emotional): A tendency 

to respond favourable or 

unfavourable to a certain 

advertisement. 

+ + + + + + 

Has an impact on purchase 

intentions. 
+ + + + + + 

 

Codes:  

+ Data supports theory 

/ Data supports theory to some extent 

- Data does not support theory 

Table 12 illustrates Nikon’s two ads, whereas one is compared to the theory of emotional ads 

and the other compared to theory about rational ads. The emotional ad in the table above 

represents the coding of Nikon (1) which displayed the two half-naked women and the man, 

selling a camera. The coding of the rational ad in the table stands for Nikon (2) with the 

camera and yellow background.  Lastly, the participants’ attitudes toward these ads will be 

compared to the theories about attitudes toward ads.  

As shown in the table above, the theory by Albers-Miller and Stafford (1999) that state that 

emotional ads want to create a friendly brand through emotional feelings such as joy, was 

supported to some extent. Two of the participants did not support the theory at all and thought 

that the ad was inappropriate and maybe offensive for some women. Those two had a 

negative attitude to the content in the ad. Female two, for example, could not support the 

theory at all because she felt upset and did not receive any positive feeling about the ad. Male 

two could still found the ad a bit entertainment but he did at the same time explain a negative 

feeling, so he supports the theory to some extent. 
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The emotional feelings that the participants felt (positive or negative) did not always motivate 

them to perhaps purchase the product, therefore could the second theory from Albers-Miller 

and Stafford (1999) about emotional advertisements only be supported to some extent. The 

Nikon (1) ad did generate either positive or negative feelings. However, the negative feelings 

received were negative in a way that it did not motivate or influence the interviewees’ 

purchase intentions. Three of them were amused and thought the ad was funny, but they could 

not relate to the emotional appeal and did therefore not feel any desire of buying the product. 

Only two of them (female three and male three) had a good feeling which made them want to 

know more about the brand and product.  

Albers-Miller and Stafford’s (1999) first theory state that rational ads aim to show the 

functional benefits of the product. This theory is supported by the data. All participant thought 

that Nikon (2) was the more informative of the two Nikon ads, and they said that the ad 

included a lot of facts about the features of the product.  

The next theory about rational ads by Albers-Miller and Stafford was supported to some 

extent. Most of the participants thought the information had enough arguments to make a 

logic decision if they would have been interested of buying the camera. However, a few 

participants did not feel convinced, female two said for example she wanted to find out more 

information because she did not understand the one on the ad.  

The first theory about attitudes was supported by the empirical data. Millan and Mittal’s 

(2010) theory defines attitude toward the advertisement as a response to advertisements and 

that it appears through an unfavourable or favourable manner. The theory was supported 

because all the respondents’ attitudes toward the ads were either by favourable/positive or 

unfavourable/negative manners. The participants’ attitudes to Nikon’s both ads were showed 

by their responses to the ads. They either liked the ad or not, and they either wanted to buy the 

product or not. Male one had, for example, a response to Nikon (2) that was clear by saying 

that if he would buy that kind of camera, he would appreciate the information he got from the 

ad. His response and attitude was positive and by saying he would buy the camera if it 

fulfilled his requirements, it could be considered as a favourable manner.   

The theory by Muhammad Abdullah, Niazi and Ghani (2012) which claimed that attitudes 

toward the ad have an impact on purchase intentions was fully supported in this case. For the 

ads from Nikon, the participant’s attitudes was either good or bad, and if they were good, the 

participants could consider buying either the product or at least the brand. If the participants 

had a negative attitude to Nikon’s ads, they were not interested in buying, at least not from 

that ad, so it had impact on their purchase intentions. Male two, for example, said he did not 

like Nikon (2) because the ad with its yellow colour and all text made him think that the 

camera was a “cheap product”. He said that if he would ever buy a Nikon camera, it would 

not be because of the ad.  

5.2.2 Within case analysis for Nike 

The within case analysis for Nike’s two ads are demonstrated in the table below, with the 

same structure as the within case analysis for Nikon, which have been shown in the 
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previously part. The theories and data from each participants are being presented in the table 

below: 

Table 6 - Data display for Nike ad in research question two and three 

Theory Female 

1 

Female 

2 

Female 

3 

Male 1  Male 2 Male 3 

Emotional ads: Seek to create a 

friendly brand through emotions, 

such as happiness, joy et cetera.  

/ + / + + - 

Attempt to trigger either positive or 

negative feelings in order to 

motivate consumers’ purchase 

intentions 

- / / + + - 

Rational ads: Shows the functional 

benefits of the product.  
+ + + / + + 

Aim to convince the consumer that 

they have enough reasons  and 

logical arguments to buy the 

product/service 

+ / / / + - 

Attitudes toward ads: A tendency 

to respond favourable or 

unfavourable to a certain 

advertisement.  

+ + + + + + 

Has an impact on purchase 

intentions. 
+ + + + + + 

 

Codes:  

+ Data supports theory 

/ Data supports theory to some extent 

- Data does not support theory 

Table 13 represent the comparing between theory and Nike’s both ads. The ad with the 

football player Zlatan (1), who is selling the compression clothes, represents the emotional ad 

in the table above. The coding of the rational ad in this table stands for Nike (2) with the 

training shoes. Albers-Miller and Stafford’s (1999) theory stated that emotional advertisement 

creates good feelings that lead to a friendly and likeable brand, but in this case the theory 

could not be supported fully. Half of the participants liked that Nike used the celebrity Zlatan 

and it created a good attitude toward the ad. The others could only support this theory to some 

extent, because they received disliking feelings from the ad, but they still had a very good 

attitude toward the brand. The choice of celebrity did, in other words, not affect the brand 

perception negatively.  

The other definition of emotional ads by Albers-Miller and Stafford (1999) was only 

supported to some extent. Male one and two were the only ones that got feelings from the ad 

that motivated their intentions of buying the product. One of the males said that if the 

compression clothes were good enough for Zlatan, who is one of the best football players in 
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the world, it would definitely be good enough for him. He also thought that the clothes were 

looking nice and it was obvious that he liked the brand Nike since he was inspired to buy the 

clothes. Female one and male three did not like the ad with Zlatan and had a negative attitude 

so they did not feel anything that was appealing for them from the ad that made them feel 

motivated to buy the product. Therefore data from those two could not support the theory at 

all. The other two participants (female two and three) had positive feelings but their purchase 

intentions did not get motivated by the ad and could therefore only support the theory to some 

extent.  

Albers-Miller and Stafford’s (1999) theory about how rational ads present the information 

about the product was supported from the data for Nike (2) as well. Most of them said it 

presented information about the training shoes and it showed what you could do with the 

shoe. The theory says that the information’s purpose is to provide the consumers with facts 

about the product. The data showed that most participants felt inspired about the features of 

the product.  

The next theory by Albers-Miller and Stafford (1999) was not fully supported. The theory 

said that the information in a rational ad was aiming to convince the consumers that they have 

enough logical reasons to buy the product. However, most participant were not convince, 

instead they claimed the title and some of the information to be untrue and not trustworthy. 

Therefore, the participants did not believe in the facts, but some of them were still interested 

in the actual product.  

Millan and Mittal’s (2010) theory about attitudes about responding in a favourable or 

unfavourable manner is supported from Nike’s both ads as well. The participants either liked 

the ads, or they did not like it and responded unfavourable by saying they did not feel desire 

to purchase the products from the ads. One male did not like Nike (1), because he could not 

relate to Zlatan due to his bragging attitude, and said that he would therefore not choose to 

buy those clothes. He did not feel inspired and the negative attitude lead to negative attitude 

to what they were selling. His attitude were therefore considered as unfavourable.  

Muhammad Abdullah, Niazi and Ghani’s (2012) theory about ad attitude and its impact on 

purchase decisions were also supported by the data. Female one said that she liked and favour 

the ad with Zlatan because it was interesting and she thought that he was looking good, her 

positive attitude lead to later in the interview saying that she could consider buying Nike 

clothes and shoes after seeing these advertisements. Her attitude was therefore affecting her 

purchase intentions, i.e. had an impact on those, and this example proves the theory to be 

supported.  

 

  



Emotional vs. Rational Approach of Print Advertising: from the Swedish consumer’s perspective  

 
40 

 

6. Findings & conclusions 
This final chapter will present the findings and conclusions of this study. As in the other chapters, the 

structure of the contents in this chapter will be structured in same order as the research questions. 

First, we will discuss the factors that captured attention to printed ads and thereafter how the attitudes 

are against both emotional and rational advertisements. Lastly, the implications for further research 

will be discussed.  

6.1 What are the factors that capture attention to ads? 
In this thesis it has been found that the factors that captures attention in printed advertisement 

can be both emotional and rational. However, the factor that was found to be the most 

effective, when performing the research, was an emotional advertisement where no 

informative message through text was communicated at all and it was the celebrity 

endorsement, in one of the advertisements, that was a factor that captured the most attention. 

The company had chosen a Swedish endorser that all six Swedish respondents were familiar 

with. It indicates that the athlete owns public recognition and that he therefore captured the 

respondents' attention. However, results from this thesis show that the attention towards the 

endorser was negative attention in some instances. It indicates that celebrity endorsers can be 

very effective, in order to capture attention towards an ad, if the choice of celebrity is suitable 

for the product and well known by the product market. However if the wrong celebrity is 

chosen it can generate attention but effect the attitude negatively. 

The emotional factor sexual content did also appear to be very effective while capturing 

attention towards an advertisement. Further, results show that one of the participants thought 

that the sexual content was not effective in capturing attention and that it is due to the 

constant sexual content in media in Sweden today that has changed the social norm of what it 

takes to feel provoked. From this thesis research it is clear that it is important to come to a 

conclusion where the boundaries, for what is provocative and what is not in terms of sexual 

content, in order to capture attention from viewers. 

The humour factor was surprisingly low among the majority of respondents and results show 

that the majority’s attention was not brought towards the advertisement due to the humorous 

content. One said it was really funny, others noticed the humorous content after a while but it 

was not what captured their attention from the beginning, in the same time as some did not 

notice the humorous content at all. In other words, Nikon did not manage to reach trough and 

capture attention due to the humorous content. The humorous factor was far from being one 

of the most effective ways of capturing attention in this instance. 

The informative marketing messages, communicating product features and quality, had an 

impact on the level of attention towards the advertisement. An interesting finding was that the 

rational advertisement that captured the most attention was the ad that communicated relevant 

and verifiable information that the consumer could relate to and understand.  However, the 

other rational advertisement, with advanced product features listed that none of the 

respondents understood what they stood for, was not paid as much attention. Through that 

information it is shown that the importance of knowing how to make an informational 

marketing message verifiable and understandable to the consumer is essential. 
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From the respondents it was found that, beside the emotional and rational factors, the lay-out 

of the advertisement also captures attention. It was not found in the literature to be one of the 

rational or emotional factors that captures attention and a conclusion made is that the lay-out 

can enhance the effectiveness of a rational or emotional advertisement. 

6.2 How can consumers’ attitudes toward emotional ads be described? 

The findings and conclusions in this part will describe attitudes toward emotional ads, and the 

emotional factors that were existing in the ads that the interviewees were being exposed to. 

The emotional factors were taken from our frame of references as factors that capture 

attention, and they were: celebrities, humour and sexual content.  

In general, it has been noticed in this study that the emotional ads generated mixed feelings 

from the participants, which had an impact on their overall attitude toward the ads. The ad 

attitude could be both negative and positive, and it was often depending on the participants’ 

personal reflections. One conclusion is that when the participants’ felt entertained, they 

received a positive attitude to the ad, which also happened when they could relate themselves 

personally to the emotional ad. For example, if they were a fan of the football player Zlatan 

due to interest for football, they seemed to favour the ad. If the participants, on the other hand, 

could not relate personally to the emotional ad, or felt a negative feeling, it resulted as a 

negative attitude to the ad. Another finding is that even though the ad is emotional, it should 

still remember to show the product’s name. The ad from Nike (1), was showing training 

clothes, but without the name of the product, which gave a negative attitude toward the ad.    

Having a celebrity showed to be affecting the participants’ attitudes in different ways. All 

participants associated the ad to the football player Zlatan himself, and those who was 

interested in football, or at least a fan of the Zlatan, felt a bit impressed by the product he was 

selling. However, those who did not like the celebrity or his personality got bad feelings, 

which affected their whole ad attitude. Many of the participants said that the celebrity 

communicated the wrong attitude and most of them felt irritation. The conclusion of this 

finding is that fans of the celebrity will receive good attitude toward the emotional ad, but 

those who have a worse perception of the celebrity will be negative to both the person and the 

ad. Therefore, it is important to consider which celebrity to choose, depending on the desired 

audience of the ad. If consumers attitude are negative against the celebrity, they will likely not 

feel desire to buy the product in the ad.  

The humorous content in the ad showed to affect the ad attitude both positive and negative. 

The data showed that humour in ads mostly generated a happy feeling of entertainment which 

made the ad attitude positive. However, the humorous content was not perceived as positive 

for all participants. Some data showed negative attitudes to the humorous ad when the 

participants did not like the joke due to personally beliefs. The fact that the joke was about 

sexual content was a bit risky because the data showed it to be offensive for some. 

Conclusions of using sexual content is drawn below.  

Our data showed the emotional appeal sexual content to have a strong impact on the 

participants’ attitude. The attitudes were either really good, or really bad. Our data suggested 

sexual content to be mostly entertaining in this case. A feeling of happiness was generated 
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because sexual content in an ad show a hidden scenario and was not expected. However, 

sexual content showed to be inappropriate for a few of the participants and also not gender-

neutral. An interesting conclusion from the data was that sexual content in form of half-naked 

women was not itself surprising or chocking, since the participants felt used to see that 

content in advertisements.  

6.3 How can consumers’ attitudes toward rational ads be described? 

One of the main conclusions based on this study is that the understanding of the informative 

message in a rational ad has a major impact on consumer’s attitude toward the ad. If the 

consumer do not understand the information, their attitudes will most likely be negative. All 

except one of the participants did not understand what the information about the product 

features meant in one of the rational ads that was being shown. Therefore, they did not 

perceive the ad positively. Only one of the participants had a positive attitude, and it was 

because he understood what the information about the product was meaning, and he said that 

he would require to know this facts if he was going to buy that kind of a product. We believe 

that it is good only for those with interest and knowledge, based on the data.   

The data showed that the reliability of the informative content in rational ads also have a big 

impact on consumers’ attitudes toward the ad. The participants that did not find the message 

in Nike (2) to be trustworthy resulted in feeling sceptical or irritated of the message. They 

thought the text was only trying to trick people into buying the product, and not represent the 

true facts about the actual benefits of the product. The heading “The ultimate quick fix” from 

Nike’s rational ad (2) generated bad attitude from half of the participants, since the text was 

considered “untrue”. The participant said that people who are training themselves know that 

there is no “quick fix”. Therefore, the attitude was not good, but it did not affect the attitude 

to the actual brand name. Our conclusion is because of this that the heading might get a good 

perception from some people, but not from everyone. For example, those in our case who did 

not like the text claimed to be training and interested in training equipment. Marketers should 

therefore be careful of what they are promising in the ad, if they want to create positive 

attitude, when the audience have knowledge about the product.  

In general, having a lot of text was not perceived with a positive attitude. It was found that the 

participants were missing more emotional aspects in Nikon’s rational ad, because it would 

have inspired them more to buy a camera. Something adventure moment that they could feel 

was perfect to take a picture in, and that they could relate to. However, having some 

information about the product in the ad was very satisfying for the participants. Nike’s 

rational ad contained smaller text that was placed below the big picture of the shoes (the 

product) and this was liked by almost everyone. The benefit of having a smaller text in the ad 

was that the viewer could choose whether to read the information or not. As the data showed, 

it generated more favourable attitude when the information was not highlighted. Most 

participants said that the ad should inspirer you to buy a camera through an emotional view, 

and then when choosing product, the information should be available and central.  
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6.4 Implications for practitioners  

During this study we have found some implications that should be taken under consideration 

when creating printed ads in Sweden. The implications are presented below: 

Attention 

 Celebrities are effective to have in an ad in order to capture consumer’s attention. 

Make sure to use a celebrity that is relevant for the product and known by the target 

market. 

 Sexual content captures attention to some level, but people living in Sweden are not 

unfamiliar to seeing this in advertisements, and are therefore not easily surprised by a 

sexual content.  

 Humorous content did not appear to be a very effective and noticeable factor for the 

viewers of the printed ads and it was not what captured the majority's attention. 

Humour could be more effective/noticeable in other media channels than in printed 

ads. 

 When presenting informative messages it can be effective when wanting to capture 

attention towards an advertisement. It is important not to provide information that is 

too hard/product specific, for the consumer, to understand. That will lose interest and 

attention. 

 Layout is a factor that captures attention as well as rational and emotional factors. 

Therefore, when creating printed ads in Sweden, lay out should be taken under 

consideration. A layout with the product in focus together with a big heading was in 

this study capturing attention. 

Attitudes toward emotional ads 

 Attitudes toward emotional ads was founded to vary and be a bit difficult to get hold 

on because it depends a lot of the individual’s personal perception and feelings. When 

doing an emotional ad, make sure the content are approved by the consumers.  

 Data showed that the reputation of a celebrity will affect the viewer’s attitude to the 

ad, and the right celebrity due to the desired target market must be chosen in order for 

the ad to be effective. If the consumer do not personally like the  

Attitudes toward rational ads 

 A main suggestion is that marketers should not have too much highlighted information 

and text in a rational ad, because consumers seem to find it boring. The best is to 

include some information about the product, and maybe in smaller text so that the 

viewer can choose whether to read it or not. 

6.5 Implications for further research 

This study has provided a deeper understanding of how printed ads are perceived in Sweden. 

However, during the research we have noticed some repeatedly mentioned areas and aspects 

that were outside the frames of our study. The aspects were found during data collection, and 
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we think it should be interesting to explore deeper through further research. The implications 

will be presented as examples in the list below: 

 Conduct the same study but with more ads from brands from the same category, for 

example, sports brands such as Nike, Adidas, Asics, Puma, Reebok et cetera.  

 Conduct the same study but with specific criteria for the sample selection that fits with 

the chosen brands, for example, people who are training regularly. 

 Conduct the same study but in another country. 

 Conduct the same study but on another marketing channel. 

 Conduct a study focusing on other emotional appeals. 

 Conduct a study focusing on purchase intension.  

 Conduct a study focusing on brand attitudes.  

 Conduct a study focusing on memorable print ads. 
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Appendix 1: Interview Guide (in English) 

 

Questions about attention: 

1) Would you say that any of the ads made you feel surprised? 

- (If yes) what factors made you feel surprised?  

2) When first looking at the ads, was there any ad that made you feel amused?  

- (If yes) what factors made you feel amused? 

3) Did any of the ads feel provoked to you? 

- (If yes) what factors made you feel provoked? 

4) When looking at the ads, are there any factors that make you associate the product 

with status? 

5) Is there anything additional in the ads that captures your attention?  

- Can you explain what?  

 

Questions about attitude:  

1) Can you describe what emotional feelings you receive when looking at these ads? 

- Which feeling would you say is the strongest? 

- Which ad does that feeling come from? 

2) How would you describe the ads with own words? (Explicate if short answer) 

3) Would you say that you feel motivation to perhaps buy any of the products from these 

ads?  

- Could you explain why/why not? 

4) How would you describe the information about the product benefits that you receive 

from these ads? 

- Do any of these ads contain more information than another about the product benefits? 

- Do you think it is good or bad? 

5) Would you say that one of the ads are more favourable to you than another?  

- Why? 

6) Can you describe things you like in the ads? 

- Which ad do you like most? 

- What it is that you like most in this ad? 

7) Can you describe something you do not like as much in the ads?  
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- Which ad do you like at least? 

- What is it that you do not like in this ad? 

- Could you say something you would have liked to see in the ad that you think is 

missing? 

8) Before this interview, were you thinking of buying any of the products/brands? 

- (If yes) would you considered buying this product/brand after have seen this ad? 

- Can you explain why/why not? 

- If no) if you were going to buy any of these products/brands in the future, would you 

consider one of these products/brands after have seen this ad? 

- Can you explain why/why not? 
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Appendix 2: Intervjuguide (in Swedish) 

 

Frågor angående uppmärksamhet: 

1) Skulle du säga att det är någon av annonserna som får dig att känna dig överraskad? 

- (Om ja) vilka faktorer fick dig att känna dig överraskad? 

2) När du först tittade på annonserna, var det någon annons som fick dig att känna dig 

road? 

- (Om ja) vilka faktorer får dig att känna dig road? 

3) Skulle du säga att någon av annonserna får dig att känna dig provocerad? 

- (Om ja) vilka faktorer fick dig att känna dig provocerad? 

4) När du tittar på annonserna, är det några faktorer som får dig att associera produkten 

med förhöjd personlig status? 

5) Är det något tilläggande i annonserna som fångar din uppmärksamhet?  

- Kan du förklara vad? 

 

Frågor angående attityd: 

1) Kan du beskriva vilka emotionella känslor du får när du tittar på dessa annonser?  

- Vilken känsla skulle du säga är starkast? 

- Vilken annons kommer den känslan ifrån?  

2) Hur skulle du beskriva annonserna med egna ord? (Utveckla om svaret blir kort) 

3) Skulle du påstå att du känner motivation att kanske köpa någon av produkterna från 

dessa annonser?  

- Kan du förklara varför/varför inte? 

4) Hur skulle du beskriva informationen om produktfördelar som du får av dessa 

annonser? 

- Innehåller någon av dessa annonser mer information än en annan om produktens 

fördelar? 

- Tycker du att det är bra eller dåligt? 

5) Skulle du säga att en av annonserna är mer positiv för dig än dem andra? 

- Varför?  

6) Kan du beskriva saker som du gillar i annonserna?  

- Vilken annons gillar du mest? 
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- Vad är det som du gillar mest i den här annonsen? 

7) Kan du beskriva något som du inte gillar lika mycket i annonserna?  

- Vilken annons tycker du minst om?  

- Vad är det som du inte gillar i denna annons? 

- Kan du säga något som du skulle ha velat se i annonsen som du tycker saknas?  

8) Innan denna intervju, hade du funderingar på att köpa någon av dessa produkter/ 

märken? 

- (Om ja) skulle du överväga att köpa den här produkten/märket efter att ha sett denna 

annons?  

- Kan du förklara varför/varför inte? 

- (Om nej) om du skulle köpa någon av dessa produkter/märken i framtiden, skulle du 

överväga någon av dessa efter att ha sett denna annons? 

- Kan du förklara varför/varför inte? 
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Appendix 3A, Nikon 1 
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Appendix 3B, Nikon 2 

 

 

 

  



Emotional vs. Rational Approach of Print Advertising: from the Swedish consumer’s perspective  

 

Appendix 3C, Nike 1 
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Appendix 3D, Nike 2 

 

 


