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ABSTRACT 
 
The importance of creating attention in print advertising is becoming a more essential 
ingredient in today’s society. Print advertising is still one of the most commonly used 
medium to bring out the message to the consumer, although the vast innovation of 
technology and the Internet. The messages within advertising have to be taken into 
careful consideration and be formed in the right way to be competitive and attract the 
audience. Moreover, the use of non-verbal essence has a greater meaning that indirect 
creates interest in consumers’ minds. In order for companies to survive, the message has 
to be adapted to current trends and interests to attract and be as compelling as possible. 
This is especially noticeable in today’s fashion industry, which is an increasing sector. 
Beauty and welfare belong to the two most common elements and are reflecting the print 
media to a great extent, in particular among female lifestyle/fashion magazines.   
 
The purpose of this thesis is to gain a better understanding of the elements used in print 
advertising messages within the Swedish print media. Our research explores, describes 
and tries to explain how print advertising use the elements; color, text and appeal in 
advertisements. We have conducted a case study on the two lifestyle/fashion magazines 
Elle and Cosmopolitan, by thoroughly observing fragrance advertisements. 
 
Our main findings concerning color, text and appeal are that; color is associated with 
feelings and evokes emotions that affect and form the message, the headline is most often 
the brand name or the name of the fragrance, and the use of emotional appeals is the most 
common in fragrance advertisements. However, our core finding is that all these three 
elements, color, text and appeal, tend to relate to each other and together be a powerful 
strength. Finally, implications for managers, theory, and future research are provided. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



   

SAMMANFATTNING 
 
Vikten av att skapa tryck annonsering som drar till sig uppmärksamhet har en tendens att 
bli mer och mer viktig i dagens samhälle. Tryck annonsering är fortfarande en av de 
vanligaste medium att frambringa budskapet till kunden trots den snabba utvecklingen av 
teknologi och Internet. Budskapen inom annonsering måste noggrant tas i beaktning och 
bli formade på rätt sätt för att bli konkurrenskraftiga och dra till sig läsarna. 
Fortsättningsvis så har användningen av icke-verbal annonsering en större betydelse som 
indirekt skapar intresse hos kunden. För att företag ska kunna överleva så måste 
budskapen bli anpassade till nuvarande trender och intressen för att attrahera och vara så 
lockande som möjligt. Detta är speciellt märkbart i dagens mode industri, som i sig är en 
ökande sektor. Skönhet och välfärd hör till de två mest vanliga elementen och reflekterar 
och påverkar tryckt media till en stor del; speciellt bland livsstil/mode tidningar för 
kvinnor.     
 
Syftet med denna uppsats är att erhålla en bättre förståelse för användningen av de olika 
elementen i budskapen inom svensk tryck annonsering. Våran studie utforskar, beskriver 
och försöker förklara hur elementen färg, text och appeal används i tryck annonsering. Vi 
har utfört en fallstudie på de två livsstil/mode tidningarna Elle och Cosmopolitan genom 
att noggrant observera parfym reklam. 
 
Våra huvudsakliga resultat beträffande färg, text och appeal är att; färg väcker känslor 
som påverkar och formar budskapet, huvudrubriken är oftast själva varumärket eller 
namnet på parfymen, samt emotionella appeal är vanligast i parfym reklam. En viktig 
slutsats vi kan dra är dock att all dessa tre elementen, färg, text och appeal, tenderar att 
relatera till varandra och tillsammans bidra till en betydelsefull styrka. Slutligen, 
presenteras rekommendationer för ledare, teori och framtida forskning. 
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  INTRODUCTION 

1 INTRODUCTION
 
The first chapter will introduce the reader to the topic of the research area within this 
thesis. Furthermore, this will lead to the actual problem discussion, followed by the 
purpose and the stated research questions chosen for this study. An outline of the study 
will be presented at the end of this chapter.  

1.1 BACKGROUND 
 
Advertising is “any paid form of non-personal communication of ideas or products in the 
prime media” according to Jobber (2001, p. 353). The concept comprises all the stages 
between creation of the product and the after-market, which follows the eventual sale. 
Without advertising, the products or services cannot flow to the distributors or sellers and 
on to the consumers or users (Jefkins & Yadin, 2000). Furthermore, Moriarty (1991) 
describes an advertisement as “a conversation with a consumer that gets attention, 
provides information, makes a point, and encourages someone to buy, try, or to do 
something” (p. 5).  
 
Advertising is also one of five important elements in the promotional mix, and can create 
awareness, stimulate trial, position products in consumers’ minds, correct 
misconceptions, remind and reinforce, and provide support for the sales force. 
Furthermore, the other elements in the mix are direct marketing, public relations, sales 
promotion, and finally personal selling. The media used in advertising consists of many 
means by which sales messages can be conveyed to potential buyers. An advertisement 
medium can be in the form of television, print advertisements (press such as newspapers 
and magazines), posters, cinema, radio, the World Wide Web, and others such as 
innovative media, transit and displays (Jobber, 2001).  

1.1.1 Advertising as a Communication 
Advertising is a form of mass communication between an organization and its targets, 
and has been depicted in a communication process that outlines the different steps. It 
begins with a source that encodes a message that is decoded by a receiver and responded 
to with feedback. The receiver, which is the audience, can be an individual, a group or an 
organization to the source (Moriarty, 1991). An overview of the communication process 
is provided below in Figure 1.1. 
     
 
 
 
 mmmmnm 
 
 
 
Figure 1.1: The Communication Process 
Source: Adapted from Jobber, 2001, p. 357. 
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According to Jobber (2001), the source in the communication process encodes a message 
by translating the idea to be communicated into a symbol consisting of words, pictures, 
numbers and other cues. Advertising is therefore a part of a message in the 
communication channel. However, to make sure that the message reaches its purpose, it 
is important that it has a good and well-modified visual identity. According to Melewar 
and Saunders (1998), “a business’s corporate visual identity is a part of its deeper 
corporate identity – the outer sign of the inward commitment” (p. 539). The visual 
identity of the advertisement is also fundamental to a company’s growth; it does not only 
offer the staff pride and a sense of community, but also enhances the company’s 
reputation and goodwill. To have a good visual identity can give advantage over 
competitors, attract employees and help convince financial institutions and local 
governments that the company is a corporate citizen worthy of support (Melewar & 
Saunders, 1998). The visual components of advertising, which are important to consider, 
are e.g. colors, size, graphics, visual appeal and photography. These elements can be 
crucial in a competitive situation among other brands (Cutler, Javalgi & Erramilli, 1992).  
 
The message is transmitted through the selected media to reach the desired audience in 
the desired way. Noise, which is distractions and distortions during the communication 
process, may prevent transmission to some of the target audience. The message is 
decoded when the receiver obtains it, and this is the process by which the receiver 
interprets the message in the way intended by the source. Messages that rely on words 
more than pictures can so be decoded differently (Jobber, 2001).  
 
Communicators need to understand their targets before encoding messages so that they 
are credible. Otherwise the response may be disbelief and rejection. The feedback may be 
exposed in different ways; it depends on which type of promotion that is used. 
Accordingly, in a personal selling situation, feedback from buyer to salesperson may be 
immediate as when objectives are raised, or a sale is concluded. However, in advertising 
and sales promotion, feedback may rely on marketing research to estimate reactions to 
commercials, and increases in sales due to incentives. Consequently, communication can 
be viewed as the transmission of information. The process can be summarized as who 
says what, in what channel, to whom and with what effect (ibid). 

1.2 PROBLEM DISCUSSION 
 
The advertising message can be viewed in terms of two things: its elements and its 
structure. The elements of advertising consist of the following pieces: words, pictures, 
music, characters, setting, and action. The structure is the way the elements are combined 
to create an effect or a coherent message (Moriarty, 1991). In designing the message, also 
named encoding, it is important to use the right nuance, language, appeal, and all that is 
expressed in phrases and pictures that work together to create the intended effect. It is 
important to consider the audience’s awareness, understanding, change of attitudes and 
feelings, when designing advertisements (ibid). Hence, to be able to cut through the noise 
that distorts the advertising message (Wells, Burnett & Moriarty, 2000). Furthermore, 
Moriarty (1991) states that a strategic message is one that works, and by that it says the 
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right things to the right people. As mentioned previously in the background; the message 
can be in form of an advertisement in any kind.  
 
Moriarty (1991) claims that even though the vast innovation of technology and Internet, 
print advertising is still one of the most commonly used medium to bring out the message 
to the customer. Print advertisements are grouped together because they all, in one way or 
another, use printed format, such as newspapers and magazines. Every medium has its 
own needs and they all have different creative processes. However, these have entirely 
different creative needs even though they are both printed publications (Moriarty, 1991). 
Nevertheless, McCall (2004) states that the most important and complicated part of print 
advertisement is the visual part; how it is formed and perceived by the customers. The 
most common visual components that often grab the customer’s color choices are the 
overall appeal of the advertisement, and the choice of text and words. In other words, the 
most powerful components are the consistent recognizable shapes and colors (ibid).  
 
The visual in a print advertisement is important because its role is to capture attention, 
and one of the important components of the visual advertisement is the use of the right 
and appropriate color (Cutler et al., 1992). Print advertisements can be produced in black-
and-white and color, and the advertising medium has some effect on this decision 
(Moriarty, 1991). However, black-and-white advertisements may be perceived as being 
cheaper and of a lower quality than the ones with color. Using color can reflect modernity 
and progress, which can be key elements for potential investors in emerging economies 
(Clarke III & Honeycutt Jr., 2000). Furthermore, color is often interpreted to give a more 
realistic outlook. Therefore it is also very essential especially in literal messages. 
Continuously color is used for a variety of specific purposes because it draws attention, it 
emphasizes, it intensifies memorability, and it helps define foreground and background 
(Moriarty, 1991). 
 
Pieters and Wedel (2001) discuss that “the text element comprises all textual information 
of the advertisement, excluding all incidences of the brand name” (p. 37). The text 
element is believed to be the key in capturing consumers’ attention. It is also said that the 
headline, the largest text, is the vital part and most important element in print 
advertisements. An advertisement without a headline will not capture as good attention 
(ibid).  
 
Apart from color and text, another important aspect associated with an advertising 
strategy is the choice of a message appeal. This choice is one of the most complex tasks 
facing advertisers, because of the tremendous variety of creative options (Davies, 1992). 
According to Moriarty (1991), appeal is defined as “a message about a need that has the 
power to arouse innate or latent desires” (p. 76). Turtley and Kelley (1997) state that 
message appeals can be categorized as either emotional or rational. Appeals are classified 
as emotional if the theme of the advertisment emphasizes, for instance, adventure, fear, 
humor, romance, sex and status (ibid). Moreover, appeals are classified as rational if the 
theme emphasizes, for example, quality, availability, nutritional content and price/value 
relationships. Hence, the emotional appeal is of a psychological nature and the rational of 
an informative nature (Davies, 1992).  
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Readers of print advertisements are often very impatient. Only a few seconds are needed 
to capture their attention or else they can be gone forever. Therefore, the headlines and 
visuals on the print advertisement should attract readers into getting more information 
(Moriarty, 1991). Furthermore, Moriarty (1991) states “strategy is the logic behind the 
encoding, or the design of the advertising message” (p. 3).  

1.3 PURPOSE AND RESEARCH QUESTIONS 
 
The purpose of this thesis is to gain a better understanding of the elements used in 
advertising messages within the Swedish print media.  
 
RQ1: How can the use of color in print advertising be described? 
 
RQ2: How can the use of text in print advertising be described? 
 
RQ3: How can appeal in print advertising be described? 

1.4 OUTLINE OF THE STUDY 
 
This chapter is intended to provide an introduction to our research area, stated previously 
in section 1.3. The thesis consists of six chapters, and the following text gives a brief 
explanation of each chapter. Chapter one presents the background of the thesis followed 
by the problem discussion, which will present the research area. This chapter will end up 
with research question connected to the topic. Chapter two will present the literature and 
possible theories connected to the research questions. Moreover, chapter three gives a 
description of the methodology, accordingly how the data was collected to this study. 
Chapter four will present the empirical data related to the topic. Continuously, the data 
analysis will be provided and explored in chapter five. Finally, chapter six consists of 
findings and conclusions, as well as implications derived from our research. The outline 
of the thesis is shown in Figure 1.2 below.   
 
 
            
            
            
            
             
 

Chapter 6 
 
Conclusions 

& 
Implications

Chapter 5 
 

Data 
Analysis 

Chapter 4 
 

Data 
Presentation

Chapter 3 
 
Methodoloy

Chapter 2 
 

Literature 
Review 

Chapter 1 
 
Introduction 

Figure 1.2:  Outline of the Thesis   
 
 
 
 
 
 
 

 4



  LITERATURE REVIEW 

2 LITERATURE REVIEW 
 
In this chapter, an overview of previous research related to our research questions is 
presented. Firstly, studies connected to the usage of color and text in print advertising 
will be described. Thereafter, studies relevant to the message appeal in print 
advertisements will be presented. Finally, a conceptual framework will be presented for 
this study. 

2.1 COLOR IN PRINT ADVERTISING 
 
Color is an important element and plays a major role in the fields of advertising (Crozier, 
1999). It is a powerful tool to advertisers because it can shape human perception of the 
world and present different impressions of objects (Cutler et al., 1992). Color is used in 
print advertising to attract attention, provide realism, establish moods, and build brand 
identity (Wells et al, 2000). Hence, it is a key element in the environment for the human 
and other species and, from an evolutionary perspective, the ability to differentiate colors 
and tendencies to approach some and avoid others can be essential for survival in print 
advertisement (Crozier, 1999). 
 
According to Clarke III and Honeycutt Jr. (2000), color operates emotionally, creating a 
mood or atmosphere, which flavors the message and it is important to strive for what is 
the most appropriate (ibid). As a matter of fact, color also plays realistic roles in a way 
that it is considered wrong using, for example, Halloween colors, such as black and 
orange, on Christmas cards or using colors symbolized with Christmas, such as red and 
green, for invitations to Halloween (Klein, 2001).  

2.1.1 Color as a Communication Message 
As mentioned earlier, color has evolutionary significance and is used as a form of 
communication across a wide range of species. Therefore it serves a number of functions 
that can confer reproductive advantage (Lee & Barnes Jr., 1990). Moreover, Crozier 
(1999) claims that color serves to regulate behavior between, as well as within, species. It 
helps the recognition of, for example, the individual and sexual identity of other members 
or species. It also functions as a cooperative or a competitive signal. Furthermore, color 
signals danger, inedibility, and reward (ibid). 
 
Basically, color communicates information through learned associations based on the 
various meanings of color within one’s culture. For instance, people may learn that 
certain colors signify coolness or warmth. Other colors, such as red, have typically been 
chosen to convey warnings, safety messages, or danger. Moreover, such cues are easily 
learned as part of people’s education and socialization. Colors have also been associated 
with various consumer rituals, such as reds and pinks as appropriate for Valentine’s Day. 
Studies in marketing have shown advantages for using colors consistent with consumer 
preferences in product development and labeling, advertising, and retail design 
(Kaufman-Scarborough, 2001). According to Stern and Schroeder (1993), color also 
helps the print advertisement to reinforce the verbal message by conveying memorability 
by means of structure as well as content. This will be discussed further down in the text. 
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Color is used in many aspects of communication and is thought to be quite effective in 
motivating individuals to react in certain ways (Kaufman-Scarborough, 2001). It 
communicates and speaks a language of its own, and successful advertising use color as a 
powerful part of the message design (Moriarty, 1991). Consequently, successful 
communication messages must attract attention, communicate in a clear way, and be 
memorable for best impact (ibid). According to Kaufman-Scarborough (2001), a lot of 
effort is used in researching about target consumers; learning their needs, preferences, 
and lifestyles, so that appealing and understandable messages can be designed in a right 
way. Moreover, color is a component that plays an immense role when it comes to 
creating attention (ibid). 
 
Furthermore, color is a predominant cue used in numerous applications in 
communications. It is often used to highlight information, to draw attention, and to 
provide cues that enable the individual to distinguish among stimuli. Despite the 
significant role that color has played in the design of various promotional media, little 
attention has been paid to the genetic and the acquired color deficiency that may give the 
use of color an ineffective or distorted cue in conveying meaning in information (ibid). 
 
Color also determines how easy the advertising message is to read, requiring the reader to 
pay careful attention to foreground (e.g. text) and background colors. If there is an 
insufficient contrast, the advertising message will be hard to read and readers will likely 
pass it by. For example, blue text on a black or dark gray background, or purple on red 
can be almost impossible to see. Likewise, color can be used as device to emphasize 
important messages. A red headline on a white background, for example, can make a 
special sale or promotion really jump (Wells et al., 2000). 
 
Spot Color 
In newspapers, where color reproduction may not be very accurate, the use of spot color 
has proved to be highly attention getting. Spot color is a second or third accent color, 
which is used to highlight important elements, such as the name of the product and brand 
name (ibid). Moriarty (1991) explains that spot color is a printing technique used in 
advertising to take advantage of the characteristics of colors. An example of the use of 
spot color is that a strong, attention-grabbing color can be at the center of interest to make 
sure the eye is attracted to the most important element (ibid). 

2.1.2 Color versus Black-and-White 
Print advertisements can be produced in black-and-white and in color, and the advertising 
medium has some effect on this decision. Most magazines provide quality of color, while 
most newspapers are more limited in their ability to reproduce quality color images 
(Moriarty, 1991). According to Huang (1993), the use of color in advertising increases 
retail sales by 40 per cent and increases the prestige of the advertiser as well. 
 
In the less cluttered environments, the more economical black-and-white advertisements 
will still have good impact, and a greater percentage of advertising sponsors will stick 
with smaller advertising budgets. Hence, black-and-white advertising is commonly used 
in poorer countries since it is a cheaper alternative in comparison to color. A study shows 
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that countries spending more on advertising will also use more color advertising, in 
comparison to black-and-white advertising (ibid). This is also claimed by Clarke III and 
Honeycutt Jr. (2000), who state that the average magazine reader recognizes that utilizing 
color increases advertising costs. Furthermore, economic development and technological 
advancement have also been shown to impact color usage across cultures and that people 
from industrialized nations posses a wider experience range of colors (ibid).  
 
According to Moriarty (1991), research has consistently shown that color advertisements 
outpoll black-and-white advertisements. Moreover, Clarke III and Honeycutt Jr. (2000) 
point out that color advertisements are more attractive and interesting than black-and-
white advertisements. However, that principle has to be balanced against the principle of 
contrast, which declares that black-and-white print advertising can stand out if everything 
else is in color (Moriarty, 1991). In fact, in a competitive market place, a black-and-white 
print advertisement may be a useful differentiation tool. In the U.S. market; insurance, 
banking, investment firms, jewelers, and even soft drink companies have successfully 
used black-and-white advertisement (Clarke III & Honeycutt Jr., 2000). Additionally, 
black-and-white advertisements may be perceived as being cheap and of lower quality, 
and they are at the same time claiming that it is certainly not an appropriate or desired 
image for luxury product items (ibid). Color serves multiple purposes: to attract attention, 
to assist interpreting product attributes, and to “bring life” to otherwise bleak looking 
advertisements (Cutler et al., 1992).  
 
Color is seen to be more realistic and it is essential in literal messages (Moriarty, 1991). 
However, the use of color in print advertisements may reflect modernity and progress, 
which are key elements for potential investors in emerging economies (Clarke III & 
Honeycutt Jr., 2000). Furthermore, a study found that 44 per cent of readers surveyed 
remembered seeing a four-color print advertisement, in comparison to 33 per cent who 
remembered seeing a black-and-white advertisement. They also claim that black-and-
white print advertisements give readers a reason to pause, which might be just enough 
time to let the advertiser connect with its audience. It is all dependent on what kind of 
product that is being advertised. The disadvantage with black-and-white print 
advertisements is that they are very flat and gray, in comparison to color, which can add 
energy and highlight details in an advertisement (Government Product News, 2003).  
 
As mentioned earlier, color is used as a technique for designing print advertisements. 
Consistently, those advertisements with a careful use of color will dominate their black-
and-white competitors (Moriarty, 1991). Moreover, Sawyer (1995) suggests that the 
human eye is attracted to bold, bright and beautiful color. A study implies that one-page 
color advertisements are 45 per cent higher on average than similar black-and-white 
advertisements. Two-page color advertisements are 53 per cent higher than similar black-
and-white advertisements. Continuously, Sawyer (1995) states that, in general, the more 
colorful the print advertisement is the better. However, this is as long the advertiser keeps 
in mind to use the Keep It Simple Stupid Principle (KISS), heighten the contrast and 
avoid ambiguity (ibid). 
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Color gives people different impressions of objects that they see, and it is used in 
advertising to influence emotional behavior. In comparison to black-and-white 
advertisement, color attracts attention, assisting in the interpretation of product attributes, 
giving life to the advertisement, and emphasizing or highlighting a distinctive trademark 
or symbol and is therefore a powerful tool (Lee & Barnes Jr., 1990). 

2.1.3 Color Preference 
Knowledge of consumers’ color preferences is of great importance to consider, because 
advertisers who recognize which colors in their lines that sell best may be able to trim 
product offerings and reduce manufacturing costs. Understanding the factors that enter 
into a consumer’s color decision may help prevent advertisers from wasting time and 
energy chasing the latest trend (Grossman & Wisenblit, 1999). Furthermore, Grossman 
and Wisenblit (1999) claim that a research has shown that associative learning helps 
advertisers to better understand the development of color preferences. Consumers 
actually learn color preferences for particular products based on associations they have 
formulated through their experience. Sometimes, a good experience with a certain color 
leads to a preference for that color. Moreover, people’s choice of color can be explained 
by associative learning which is a network of associations formulated by an individual, 
and it is the reason behind people’s choice of color. Social desirability is a learned 
behavior and the colors appropriate for certain social situations are learned via 
associations that people learn as members of society (ibid). 
 
Color also depends on race, creed, customs, and the level of civilization. Therefore, a 
given color may not always possess the same appeal, power, or meaning for everyone. 
The choice of the right color should grow out of a consideration of all the factors inherent 
in the specific advertising or merchandising situation (Lee & Barnes, 1990). Furthermore, 
Clarke III and Honeycutt, Jr. (2000) assert that color is also an important tool for shaping 
customers’ feelings and responses, and it is a tool that can do greater harm than good if it 
is indiscriminately used.  
 
Geographical Heritage 
Clarke III and Honeycutt Jr. (2000) have performed a survey on color usage in 
international business-to-business print advertising and found that geographical heritage 
is an explanation of color preference. Moreover, Clarke III and Honeycutt Jr. (2000) state 
that people who live nearer the equator possesses greater amounts of yellow intraocular 
pigmentation in the eye that causes a reduction in the perception of the color blue. Hence, 
in areas where sunlight is extremely high, colors and contrasts decline in intensity and 
make it harder to distinguish between colors. People from northern latitudes, where light 
is reflected less directly, have developed a more refined color vision, at the expense of 
black-and-white vision. This concludes that lower levels of yellow pigmentation increase 
the short-wave visibility and consequently lower the perception of blue (ibid). 
 
In each culture, associations are learned by people based on different connections they 
make between colors and their meanings. Therefore, the notion that color preferences are 
formulated through associations is a potentially important finding from advertisers 
(Grossman & Wisenblit, 1999).  
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Gender 
Additionally, there are gender differences in color preference. The results of a study 
revealed that females preferred a pure red color above all others with blue as a second 
preference. The male group had a reversed order ranking blue first and red second in 
order of preference (Lee & Barnes, 1990). However, with the correct associations 
attached to it, even pink can become a color that is appealing to men (Grossman & 
Wiesenblit, 2000). Other reports show that women prefer red and dislike orange, green 
and blue, and men favor blue and dislike orange and yellow. Moreover, another study 
about the difference between female and male color preference showed that males tend to 
see proportionately more blue and green than expected, while females saw 
proportionately more red, pink, and yellow through the neutral filter. Based on this result, 
it was concluded that gender difference might interact with color preference (Lee & 
Barnes, 1990).  
 
Product Categories 
Consumers also develop preferred colors for particular products because they learn, 
through associations, that certain colors are appropriate for certain product categories. 
This concludes that product category and color are significantly connected to each other 
in print advertising. Furthermore, research on color preferences for products suggests that 
consumers often conform to norms in their color choices for certain product categories, 
particularly high-risk purchases (Grossman & Wisenblit, 1999). The use of appropriate 
color in print advertising can impact the success of an advertised product, because it is 
generally believed that both color preferences and color usage influence advertising 
effectiveness (Clarke III & Honeycutt, Jr., 2000).  
 
Additionally, Grossman and Wisenblit (1999) state that color is not perceived 
independently from objects in the human brain, and therefore knowledge of a consumer’s 
favorite color is not likely enough to decide what color that is the best and most 
appropriate to use. It is on the other hand important to understand that consumers have 
different color preferences for different product categories, and these preferences are 
formulated through the associative learning process, as mentioned earlier in the text. This 
is what makes the process to understand the use of the right color more complicated, 
since consumers already have most likely developed color associations for the specific 
products. The individual may develop contingency set of color preferences that are more 
representative of the appropriateness of different objects (ibid). Furthermore, Grossman 
and Wisenblit (2000) address that advertisers should consider the color associated with 
the brand as part of their marketing strategy. Advertisers can also create color meanings 
by pairing color with images in advertising that represent the qualities of the brand. 
Therefore, using color as a cue can be a potentially strong association, particularly when 
it is unique to a particular brand (ibid). 

2.1.4 Emotions and Physical Responses to Color  
Color speaks to the emotions rather than to the reason in print advertising. In some cases, 
the color can be the only real difference between one product and another (Moriarty, 
1991). According to Clarke III & Honeycutt, Jr. (2000), a study showed that colors are 
multifaceted in nature and can stimulate emotional responses; affect prestige, and the 
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consumers’ overall perceptions of the product. Furthermore, it is proved that color 
reinforce copy claims, improve learning, and increase readership and sales (ibid).  
 
Color has both a mental and emotional effect upon people; it can excite or calm and be 
feminine or masculine. If color is correctly used, advertisers can speed the marketing 
communication process, since it reinforces both the auditory and the visual images of 
words as well as rivets and holds the attention of the reader through a stimulating process 
(Lee & Barnes Jr., 1990). Additionally, Lee and Barnes Jr. (1990) state that color 
awakens interest because of its realism, and different combinations of colors are capable 
of evoking different reactions.  
 
In many advertisements, many advertisers use the basic dimensions of appearance, 
namely hue, such as green, blue and red. The other dimensions are value, which is also 
called brightness or lightness, and saturation. These dimensions relate perceptual 
experience in an approximate way to the physical properties of light waves (ibid). 
Conclusively, Crozier (1999) claims that colors can refer to a very large number of 
distinct colors and be in different shades. Consequently, this problem calls in to question 
the value of many of the early studies of color preferences, where care has not been taken 
to specify the colors that were used in the research (ibid).  
 
Color Associations and Symbolism 
Grossman and Wisenblit (1999) argue that associations and meanings about color are 
different depending on various cultures. Studies have confirmed that in the West, green is 
associated with hopefulness, white with purity, black with mourning, red with love or 
revolution and yellow with hatred. However, the associations can be the complete 
opposite when entering a culture in the East. Nevertheless, certain colors are also 
preferred in certain cultures and can be changed, since color preference and meanings are 
something that is learned. It is suggested that advertisers should learn consumers’ color 
associations as a basis for understanding the emotional aspects connected with color, 
instead of just examine general color preferences among consumers (ibid). Furthermore, 
Grossman and Wisenblit (1999) assert that advertisers actually can, with the help of 
associations around colors, create meanings for particular colors or develop a brand 
image around a color. With the right technique advertiser can create an own color 
association and develop an image around it (ibid). 
 
Associations that consumers have may interfere with an advertiser’s intent for the use of 
the right color. One example is that green and blue are often contemplated as outdoor 
colors, and are therefore easily associated with sporting goods stores. In addition to this, 
the principles of association can be a powerful tool for advertisers who desire control 
over aspects of the marketing mix (Grossman & Wisenblit, 1999). 
 
Researchers have explained that color associations might have been formulated early in 
human history when man associated dark blue with night and bright yellow with sunlight 
(ibid). Warm colors, such as red and yellow, are believed to be more exciting than cold 
colors. The cold colors blue and green are believed to be more calming than red and 
yellow. Warm colors speed up our perception of time and produce feelings that are warm 
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and inviting and are therefore associated with happiness and comfort. The emotions 
associated with cool colors range from calm and peace to sadness, withdrawal and 
repression. Many studies on the physiological effects of color shows that pink was used 
to calm inmates in institutions and is now used for angrily purposes. Dentists often paint 
their offices blue to allay patient fears (Crozier, 1999). The various meanings and 
associations with different colors can be shown in Table 2.1 below. 
 
Table 2.1:  Color Symbolism 

Color Meanings Associated with 
Pink Sensitivity, love Woman 

Red Danger, heat, love Blood, fire 

Orange Exotic, exciting, cheerful Autumn, spice, design 

Brown Age Drying vegetation, soil, earth, nudity 

Yellow Warmth Sun 

Green Life, youth, security Money, nature 

Blue Cool, calming Water, sky 

Violet Passion, sensuality, youthful Children, royalty, luxurary 

White Purity, innocence, emptiness Cleanness 

Black Elegancy, power Death, hate 
Source: Adapted from Moriarty, 1991, p. 148, Klein, 2001, Grossman and Wisenblit, 1999. 
 
Warm Colors  
Red is a stimulating color, and it is in general exciting, cheerful and very powerful in a 
way that it has the highest impact for attention and action. Moreover, it is associated with 
heat, anger, passion, war and blood. It looses its power in the light shades for pink when it 
takes more feminine and sweet forms. Orange is also a warm shade that is often 
misunderstood and associated with inexpensive products. It might be associated with 
autumn and therefore the end of a season. It can be exciting in its brighter shades and 
evokes strong emotions regarding home, and holidays eating, since it is also being 
considered as a color of harvest. Brown color symbolizes home and earth, and it is 
considered as being a masculine color, although it has a strong appeal to women as well 
(Grossman & Wisenblit, 1999). Furthermore, the color yellow is often associated with 
sunlight and catches our eye quickly. Yellow symbolize life and joy and are still less liked 
(Crozier, 1999). 
 
Cold colors 
Green color leads the pack of symbolizing a health lifestyle and is associated with 
calmness and nature. Green works as a symbolic color when it comes to hope and 
meditation. Green is also associated with grass and growth, and many banks use green 
because it is comforting while at the same time it is symbolized with money (Klein, 
2001). Moreover, the color blue is a favorite color among a lot of people, mostly men, 
and is generally considered as being a happy color. It is a cool color and means peace, 
calmness, loyalty, security and also tenderness. The color is associated with intellectual 
appeals, which is the opposite of emotional. Blue is often connected to cold, ice, distance, 
sky and ocean. It is a fashionable color and commonly used in print advertising, because 
it is an emotionally natural color and not so extreme such as red can be (ibid). According 
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to Crozier (1999), blue is popular mostly because cool colors are preferred to warm 
colors, and blue is identified as the most pleasant hue. It seems to be convincing that it is 
the family of blue hues that is positively evaluated rather than a more general range of 
colors. It is found that blue tends to mean calm, pleasant and soothing, and attracts most 
positive and least negative or neutral emotional associations to other colors. In a previous 
study, blue was linked with the ocean and sky, which results that it is being seen as 
limitless, calm, or serene (ibid). Moreover, violet is another cool color often favorable 
among children. It has the reputation of being regal and royal but also youthful and fun 
(Klein, 2001). 
 
Black and White  
White color has very different meanings depending on various cultures. In the West it is 
connected to purity as well as sanitary, cleanness and silence. However, white alone can 
convey emptiness and infinity (Grossman & Wisenblit, 1999). Black symbolizes 
sophistication and gives an expensive and elegant message. It is associated with distress 
and defiance, and is often used to suggest hate and death. However, black can also be 
used to express power, especially if it is shiny. It also lends itself good as background to 
many colors, such as yellow, red and orange (ibid). 

2.2 TEXT IN PRINT ADVERTISING 
 
Pieters and Wedel (2001) state “the text element comprises all textual information of the 
advertisement, excluding all incidences of the brand name” (p. 37). The text element is 
believed to be the key in capturing consumers’ attention (ibid). According to Pieters and 
Wedel (2001), the text is one of the key elements and it has a unique way on drawing the 
attention to the advertisements. Furthermore, Pieters and Wedel (2001) state that the text 
is the element that best captures the attention in direct proportion to its surface size (ibid).  
 
Words have exact meanings and many advertisers and copywriters must be deliberate in 
their search for the perfect word to make it as consistent as possible. A simple change in a 
single word can have major impact on the effectiveness of a message (ibid). However, 
according to Sawyer (1995), advertising needs to catch the eye quickly, deliver its 
message quickly, and allow the reader to leave as quickly as possible. Hence, 
advertisements that clutter the page with multiple illustrations and varied sizes and styles 
of type offer no central focus for the eye, no resting place (ibid). Furthermore, Moriarty 
(1991) claims that words have meanings beyond the literal meanings that is 
recommended or implied by their usage. These are called connotative meanings and are 
suggested meanings in addition to the explicit or literal meaning of a word (ibid). 
According to Wells et al., (2000), there are two categories of copy used in print 
advertising; display copy and body copy. 

2.2.1 Display Copy 
Display copy includes all elements that readers see in their initial scanning. These 
elements are headlines, subheads and taglines, and are all together usually set in larger 
type sizes and are designed to get attention and to stop the viewer’s scanning (Wells et 
al., 2000). 
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Headline 
It is said that the headline, the largest text, is the vital part and most important element in 
print advertisements. An advertisement without a headline will not capture as good 
attention (Pieters and Wedel, 2001). Together with the visual, the headline works as a 
method to grab attention and communicate the creative concept. However, the idea is 
communicated best through a picture and words working together, and if the headline is 
the largest text element (Wells et al., 2000). Kumar (2000) also claims that almost all 
forms of marketing communications rely on a combination of both verbal and non-verbal 
elements to convey the intended message. Advertisers convey their messages through 
color graphic and visual elements along with verbally oriented elements to attract 
consumer attention and convey a message about a product (ibid).  
 
The headline is important to people who are just scanning and not reading anymore, so 
the point has to be clear from the headline or the combination of the headline and the 
visual. A research has showed that only 20 per cent of those people who read the headline 
go on to read the body copy. However, in order for the headline to give the right message, 
it must make sure that it can be understood by the audience and that it communicates in a 
right way (Wells et al., 2000).  
 
In general, headlines have often been very short and often slogans in the past. However, 
headlines are more often statements extending to one or two sentences these days, and are 
also displayed so boldly that they are virtually seen rather than read. There are many 
different types of headlines when it comes to choosing the right one and to get the most 
original and attention-getting kind for the purpose (Jefkins & Yadin, 2000). There are two 
basic considerations when it comes to developing a good headline. First of all, a good 
headline should attract only prospect customers and not try to attract people who are not 
in the market. Secondly, the headline must work together with the visual to grab the 
reader’s attention. Moreover, the headline must involve the reader, and the selling 
premise should be addressed in the headline. Last but not least, the headline should help 
to lead readers into the body copy. This means that the headline must make the readers 
interested in a way that they stop scanning and start concentrating (Wells et al., 2000) 
 
Five Functions of a Headline 
Additionaly, Moriarty (1991) has stated five different functions of a headline; attention, 
self-interest, segmenting and targeting, product identification, and sell. The primary 
function of the head is to get the reader’s attention, and the headline should therefore 
make the reader stop. It has to be interesting enough to be seen when the reader is 
concentrating on other matters, such as other competing advertisements. The headline 
must also function to be as arresting as possible to make the reader stop the scanning 
process. The next function of the headline is to sort out the audience and select the 
targeted prospects. Many advertisers use questions, choice of different words, and direct 
addresses to segment the right target group. However, it should be immediately clear 
from the headline whom to address. The product identification is the third function of the 
headline. It is important that the reader, on the basis of the headline, can identify what 
kind of product it is. If it takes too long to find out what type of product it is, the reader 
will most certainly not care about the message. It is said that the advertisements that most 
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successfully meet the objective will identify not only the product category, but also the 
brand. The last function Moriarty (1991) points out is to start selling the message. If a 
headline grabs the attention of the reader and reaches to the reader’s self interest, it has 
already accomplished the objective (ibid). Furthermore, Moriarty (1991) asserts that 
headlines can fail for a number of reasons, and the most usual reason is because they do 
not accomplish the previously stated objectives.  
 
Wells et al. (2000) state that there are two different types of categories that headline can 
be divided into: direct and indirect action. Examples of different types of these two 
headlines can be viewed in Table 2.2 and Table 2.3 below. The direct headlines are often 
straightforward and informative, such as identifying the product category and link the 
brand with the benefit at the same time. The direct headlines are also highly targeted; 
however the negative side with them is that they may fail to lead the reader further into 
the actual message and body copy if they are not captivating enough. In addition to this, 
Wells et al. (2000) describe the indirect headlines as not so selective and that they may 
not provide so much information, and are therefore called “blind headlines”. However, 
these may be better at drawing the reader into the message. Hence, these headlines are 
often provocative and make people curious to continue reading the actual body copy 
(ibid). 
 
Table 2.2: Types of Direct Headline 
Types of Direct Headline Description 
Assertion Is used to state a claim or a promise that will motivate someone to try the product. 
Command A command headline politely tells the reader to do something. 
How-to statements People are rewarded for investigating a product when the message tells them how to use 

it or how to solve a problem 
News announcements Are used with introduction of new products, changes, reformulations, new styles and 

new uses. 
Source: Adapted from Wells et al., 2000, p. 325. 
 
Table 2.3: Types of Indirect Headline 
Types of Indirect Action
Headline 

Description 

Puzzles Used strictly for their provocative power, puzzling statements and questions require the 
reader to examine the body copy to get the answer or explanation. 

Associations Use image and lifestyle cues and ambiguity to get attention and build interest. 
Source: Adapted from Wells et al., 2000, p. 325. 
 
Taglines and Slogans 
Craine (2004) states that using a verbal message, such as a well-known tagline for the 
brand, can be very effective. Coca Cola had a successful tagline, which was “the pause 
that refreshes”. This slogan referred to every time a person drinks a Coke and not the 
drinking itself. However, each person has created an own experience with the brand, and 
sometimes it is hard for advertisers to mirror that experience in a tagline or slogan (ibid). 
Furthermore, Jefkins and Yadin (2000) claim that the tagline can be used as a device to 
create a corporate image. Taglines are often short catchy and memorable phrases used at 
the end of an advertising to complete the message (Wells et al., 2000). A slogan can also 
be used as a tagline and are often repeated from advertisement to advertisement as a part 
of a campaign and give the brand a memorable expression (ibid). 
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Subheadings 
Subheadings contribute very much to the design and typography of the advertisement. 
They can introduce both contrast and emphasis, since subheadings can be printed in a 
different typeface, or even in a larger and bolder type, or possibly in a different color 
(Jefskins & Yadin, 2000). According to Jefskins and Yadin (2000), the purposes of 
subheadings are the following: 
 

 To maintain a sense of movement so that the eye is carried progressively through 
the copy 

 To provide typographical contrast as stated above 
 To emphasize selling points  
 To divide the advertisement into sections if there are different ideas or items 
 To absorb the interest of “glancers”, who take in only the display lines 
 To make the advertisements more interesting, more readable and more legible  

2.2.2 Body Copy 
Wells et al. (2000) assert that the term body copy includes the elements that are designed 
to be read and absorbed, such as the text of the message and captions. Furthermore, 
Jefskin and Yadin (2000) describe that the text of the body copy consists of the actual 
body of the advertisement or the main wording of the advertisement, which is printed in 
smaller type than the display lines. It develops the sales message, states the argument, 
summarizes the proof, and provides explanation (ibid). Additionally, the body copy 
should present the key points that the advertisement is supposed to deliver, which is 
called copy point (Moriarty, 1991). If the display copy is successful, it will pull the reader 
right into the body copy (ibid). Wells et al. (2000) call body copy “the actual heart of the 
message” (p. 326). The display elements are used to excite the reader, while the 
arguments are presented in the body copy (ibid). It is important to consider how it should 
be typed to highlight the text and also encourage people to read it more carefully (Jefskin 
& Yadin, 2000). 
 
The Opening and Closing of the Body Copy 
The two most important paragraphs in the body copy are the lead and the closing (Jefskin 
& Yadin, 2000). The headline introduces the idea, the lead builds on it to entice the 
reader into the copy, and the wrap-up closing refers back to it (Moriarty, 1991). 
Furthermore, Moriarty (1991) states that the lead paragraph is where readers test the 
message to see whether they want to read it or not. Hence, it should pull the reader into 
the rest of the copy (Jefskin & Yadin, 2000). Moreover, Moriarty (1991) claims that it is 
up to the lead to establish the mood of concentration after the interest has been stimulated 
by the display color. It should start off with an intended paragraph, which will capture the 
reader and get the reader more interested (Jefkins and Yadin, 2000). Additionally, the 
closing should refer back to the creative concept and wrap up the whole idea, and it is 
often ended with a call to take action with instructions on how to respond (Wells et al., 
2000). The final function of the closing is to provide the corporate or store signature. This 
can be a distinctive logo or name of the company and are expected to be at the bottom of 
the advertisement (Moriarty, 1991).  
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The Body of the Body Copy 
The actual body of the body copy is the middle section and elaborates the selling premise. 
If the head is a claim, the body support or proof, and if the head is a benefit, the body 
explains how and why the benefit is derived. It usually begins with the most important 
feature or benefit, and there should be a logical progression through this sequence of 
points. The middle section should discuss a number of details, attributes, substantiation 
points, or benefits. Moreover, there should be a careful use of transitions, because 
otherwise it may be hard to follow the discussion from one point to another. Transitions 
perform two functions. First of all, they keep logic on track and serve as signposts that 
mark the progression from one idea to another and establish the relationship between the 
ideas. The second function tells the readers where they have been and where they are 
headed, which is basically the overall perspective (Moriarty, 1991). Furthermore, Wells 
et al. (2000) describe the most common standard types of body copy, which are shown in 
Table 2.4 below. 
 
Table 2.4: Types of Body Copy 
Approach Description 
Straightforward Factual copy usually written in the words of an anonymous or unacknowledged source. 
Narrative Used to tell a story in first- or third person. 
Dialogue Lets the reader “listen in” on a conversation. 
Explanation Explains how something works. 
Translation Technical information, such as written for the high-technology and medical industries. 

Must be defined and translated into understandable language. 
Source: Wells et al., 2000, p. 326. 
 
Typography 
There is meaning not only in the content of the message, but also in the appearance of the 
type, since letterforms are design elements. There are thousands of designs and typefaces 
when it comes to typography, such as typesetting and the use of different sizes and 
weights (Moriarty, 1991). Furthermore, Jefkins and Yadin (2000) state that good 
typography attracts the reader and certain designs can create a specific style and character 
in the print advertisement. Companies often design their own typefaces; they have their 
own number of words and size of type to fit spaces and convey their message (ibid). 
 
The words written in an advertisement can be either hand-drawn letters, such as 
handwriting, or typeset by computer or photocomposition equipment. The typography in 
an advertisement should work in the way that people are not suppose to notice the letters 
in the advertisement that much (Wells et al., 2000). In addition to Jefkins and Yadin 
(2000), Wells et al. (2000) describe that good typesetting does not call attention to it in 
most cases, just because it has a functional role to convey the words of the message. 
Moreover, Wells et al. (2000) state that there are six typographic issues to consider in the 
process of designing text; families of type, font, letter variations, type measurement, 
justification, and legibility. 
 
Families of Type 
The type selection can contribute to the impact and mood of the message. The task to find 
the right typeface for the message in the advertisement is hard when there are thousands 
to choose from. To be able to find the right typeface, designers must understand how 
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typefaces are categorized in order to find the right one for the message. Typefaces have 
distinctive personalities and add mood and feeling to a message (ibid).   
 
Font 
The basic letters in a particular typeface is named font in typography (ibid). Wells et al. 
(2000) describe a font as the alphabet for one typeface in the same size. Moreover, 
Moriarty (1991) defines four font terms which designers should know: uppercase, 
lowercase, all caps and lastly upper- and lowercase. First of all, uppercase font refers to 
capital letters while lowercase refers to small letters used without capitals. All caps are a 
design in which every letter is in capital, and upper- and lowercase is a design which the 
first letter is in capital and the others lowercase (ibid).  
 
Letters Variations 
The letters can also vary in the posture and width. However, the posture can also differ 
from the normal upright letters to a certain style called italic, which is when the letters 
lean to the right (Wells et al., 2000). However, italic is similar to, but not the same as, 
cursive or script type. Cursive is a typeface category of its own. It leans to the right, but 
the letters are designed to look like handwriting (Moriarty, 1991). Furthermore, Wells et 
al. (2000) argue that most typefaces are available in boldface, which increases the weight 
of the letter, or a light version in comparison to the normal weight (ibid). Weight of 
letters is a second letterform variation, and it means to wider the strokes. The width of the 
letters can also be more spread out and are therefore called extended, or they can be 
squeezed together and be condensed (Moriarty, 1991).  
 
One of the most important details when it comes to different types of letterforms is serif. 
It is a tiny finishing detail at the end of a down stroke. However, letters designed without 
serif have in more recent time become popular. Serif letters are traditional and considered 
easy to read, and most newspapers and early reading books are therefore printed in serif 
letters. The primary distinction in type is between serif and sans serif letters. “Sans” 
means without, and it is therefore letters with no serifs that are blocked at the end of the 
stroke. These are also considered more modern in appearance, and may be believed to be 
more clean and mechanistic because of their simplicity. Research on type has not found 
any real difference in legibility between serif and sans serif. However, they have found 
that readers prefer serif letters over sans serif (Wells et al., 2000). 
 
Type Measurement 
Another thing to consider when it comes to typeface is the type measurement, which is 
measured in points. There are totally 72 points in an inch, and display copy is type set 14 
points or larger, while body copy is type set 12 points or smaller (ibid).  Furthermore, 
Pieters and Wedel (2001) believe that the size of text and other design elements are key 
variables that are manipulated jointly in advertising design, and also that changes in each 
of them can affect attention to the others and to the entire advertisement. They claim that 
the largest text should be the headline, since it is the vital part of print advertisements, 
and the biggest mistake is to not having one (ibid).  
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However, the size of the text has different effects dependent on what the verbal message 
wants to tell the reader (Popper & College, 1989). Popper and College’s (1989) study on 
format effects on an in-advertisement disclosure, found that the increased warning size 
significantly increased disclosure communication. Actually, the disclosure failed to 
communicate the health warning to nearly half of all the subjects studied. Therefore, a 
larger warning, both type size and overall warning size, do not increase warning 
communication in print advertisements for a smokeless tobacco product. By using two 
different text sizes to perform their study, one smaller and one larger, they found that 
there was no significant difference between message recognition scores for the two type 
size conditions. Actually, the percentage of subjects who correctly recognized the 
message was slightly lower for the large type size than for the small type size (ibid).  
 
Justification 
The fifth issue is justification; to have every line end at the exact same point or not. There 
is also another form not so commonly used, called ragged right, where the line endings 
are on the right side of the column. Finally, a centered format can be an alternative, when 
the whole text is centered in the middle (Wells et al., 2000). 
 
Legibility 
Wells et al. (2000) claim that legibility, which is the readability of the type, is an 
important issue. The type must be easy to read; otherwise, most people will turn the page 
and ignore the advertisement. Furthermore, Wells et al. (2000) confirm that the use of 
capital letters, unusual typefaces and surprinting the type over a photo or patterned 
background, can create legibility problems. Using a reverse type, such as white or light-
colored type against a black or dark background, can also affect the legibility negatively 
(ibid). Moriarty (1991) claims that using a long sentence in a print advertisement, set in 
all capitals, or a long passage set in italics can create legibility problems. It has to fit the 
space in a correct way (ibid).  
 
Letter Spacing 
In addition to Wells et al. (2000), Moriarty (1991) describes another important issue 
regarding typeface, which is letter spacing. The amount of air or space around letters is 
both a design decision for effect and a legibility consideration. However, letter spacing 
refers to the amount of space between letters in a word (ibid). 

2.3 APPEALS IN ADVERTISING 
 
One of the most basic elements associated with an advertising strategy is the choice of an 
appeal (Turtley & Kelley, 1997). According to Davies (1992), this formulation of a 
message appeal and advertising planning is one of the most complex tasks facing 
advertisers, consequently, because of the tremendous variety of creative options.  
Actually, quite little attention is paid to creative aspects, such as message appeals, 
compared to other advertising decisions, such as budgeting, media selection, scheduling 
and advertising effectiveness measures. This is despite that creative components are a 
crucial element in many campaigns. In particular, message appeals are considered crucial 
to get the audience to recall print advertisements (ibid).  
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Advertisements use association appeals by linking the product with a lifestyle, or a 
certain type of person who uses the product, or a situation where the product is used 
(Javalgi, Cutler & White, 1994). Hence, persuasion in advertising rests on the 
psychological appeal to the consumer. An appeal is something that makes the product 
particularly attractive or interesting to the consumer (Wells et al., 2000). This message 
content consists of what is stated in the advertisement as well as the manner in which it is 
said (Sciulli & Taiani, 2001). According to Turtley and Kelley (1997), the message 
appeals can be classified as either emotional or rational. The traditional view in 
advertising has been that the effectiveness of a particular message appeals is contingent 
on the type of product being advertised (ibid). Davies (1992) states that rational appeals 
can be seen as informative and emotional as psychological appeals. 

2.3.1 Emotional Appeals 
According to Fowles (1985), people are confronted daily by hundreds of advertisements. 
Therefore, a filter must be developed in every mind to lower the number of 
advertisements that a person is actually aware of. To be among the few messages that 
manage to gain access to minds and attract people’s attention, advertisers must be 
strategic. Anyway, there are assumptions about personality underlying advertisers’ efforts 
to communicate via emotional appeals. People walk around with a variety of unfulfilled 
urges and motives, such as lusts, ambitions, tenderness and vulnerabilities that are 
constantly seeking resolution. These mental forces must be capped with the competent, 
sensible behavior that permits individuals to get along well in society. For this reason, an 
advertisement is designed to stimulate emotional impulses and desires. Some few 
advertisements have their emotional appeal in the text, but for the greater number the 
appeal is by far contained in the artwork. This makes sense, since visual communication 
better suits more primal levels of the brain (ibid).  
 
Continuously, Fowles (1985) states that the emotional appeals fall into several 
distinguishable categories and every advertisement is a variation on one of a limited 
number of basic appeals. However, a particular list of fifteen basic appeals has been 
created and has proven to be especially valuable (ibid). These appeals are shown below in 
Table 2.5 and also explained further on. In addition to the fifteen appeals, the stylistic 
feature humor is added to the list because many authors, such as Sciulli and Taiani (2001) 
and Davies (1992) mention humor as an appeal.   

 
Table 2.5: Emotional Appeals 

 
 
 
 
 
 
 
 

 
Source: Adapted from Fowles, 1985. 

1. The need for sex  9. The need for attention 
2. The need for affiliation 10. The need for autonomy 
3. The need to nurture  11. The need to escape 
4. The need for guidance  12. The need to feel safe 
5. The need to aggress  13. The need for aesthetic sensations 
6. The need to achieve  14. The need to satisfy curiosity 
7. The need to dominate  15. Physiological needs: food, drink, sleep etc. 
8. The need for prominence 16. The stylistic feature: humor  
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The Need for Sex   
The need for sex seems to arise first whenever the topic of advertising is raised (Fowles, 
1985). As advertisers seek out ways to break through clutter and draw attention to their 
messages, the use of sex appeals has been used as a communication technique (Saunders 
1996). These appeals have varied along two major dimensions; nudity and sexual 
explicitness. The escalating usage of sexual stimuli in advertising indicates that 
companies will advertise in a way that most effectively moves the product. Sex has 
shown to be a powerful tool to get and hold on to audiences’ attention (Bumler, 1999)  
 
Sexual Explicitness 
Even through research shows that sex does sell, there is concern about when it is 
appropriate to use. Lately, due to campaigns to sell blue jeans, concern with sex in 
advertisements has redoubled. The fascinating thing is actually how little sex there is in 
advertising. In contrast to impressions, unambiguous sex is rare in these messages. Some 
of this surprising observation may be a matter of definition. For instance, a clad male is 
clearly an appeal to the audience’s sexual drives, but the same cannot always be said 
about clad women. This is because these advertisements are often directed to young 
women and their paying mothers, and hence invoke the need to be looked at instead. 
Consequently, these appeals do not primarily inveigle their target audience’s need for 
sexual intercourse (Fowles, 1985). 
 
Nudity 
Fowles (1985) states that the reason behind why the sex appeal is not so commonly used 
is that it is too blaring and tends to obliterate the product information. Accordingly, 
nudity in advertising has the effect of reducing brand recall. The people who do 
remember the product may do so because they have been made indignant by the 
advertisement. Consequently, this is not the response most advertisers seek. Anyway, to 
the large extent that sexual imagery is used, it conventionally works better on men than 
women; a female figure is typically offered up to the male reader. As a rule, though, 
advertisers have found sex to be a tricky appeal, to be used sparingly (ibid).  
 
Men versus Women 
Moreover, Fowles (1996) argues that there are significant personality traits in print 
advertisements categorized by naive coders; young male characters are more active, 
aggressive, rational, and unhappy than their female counterparts. Particularly striking are 
the kinds of activities the characters are undertaking: girls play with dolls, play “dress 
up”, help in the kitchen, and talk on the phone, whereas boys participated in sports, play 
roughhouse, and behave mischievously. The boys exhibit signs of control and power. The 
female’s place is in the home, and the male’s place is wherever he wants to be, hence he 
is more active, often outside the home. Female children are often displayed in 
advertisements as almost an organic part of the domestic setting, whose colors, contours, 
and textures they mimic. They are more likely than boys to be shown alone and asleep, 
and are often in the company of dolls. The younger man is aggressive in the company of 
other males, and when he is in company of females, he is appeasing. Unlike males, 
females are frequently depicted with infantile traits, such as soft, wide-eyed, emotional, 
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vulnerable, sucking or licking, and with a canting posture. Less controversial and equally 
fetching are the appeals to people’s need for affectionate human contact (ibid). 
 
The Need for Affiliation 
In fact, the largest number of advertisements uses the need for affiliation. Autonomous 
individuals and social statistics suggest that people are nowadays more alone in their 
lives, yet the high frequency of affiliation appeals. Or perhaps, all the images of 
companionship are compensation for what people privately lack. In any case, the need to 
associate with others is widely invoked in advertising and is probably the most prevalent 
appeal. All sorts of goods and services are sold by linking them to people’s unfulfilled 
desires to be in good company (Fowles, 1985). 
 
Romance 
The need for affiliation can be segmented into several different types of affiliation, 
beginning with romance. Courtship may be swifter nowadays, but the desire for pair 
bonding is far from satiated. Advertisements reaching for this need commonly depict a 
youngish male and female engrossed in each other. The head of the male is usually higher 
than the female’s. The female may be sitting or leaning while he is standing. The couple 
is not always touching each other, but there is often an intimacy, sometimes playful, 
between them. Depending on the audience, the pair does not have to be young, as long as 
they are together. The goal is to get consumers that want affection, to follow suit. 
Additionally, warm family feelings are found in advertisements when another generation 
is added to the pair (Fowles, 1985).  
 
Friendship and Fear 
Another form of affiliation pursued by advertisers is friendship. The warmth can be toned 
down and disguised, but it is the same affiliative need that is being fished for. As well as 
presenting positive images, advertisers can play to the need for affiliation in negative 
ways, by invoking the fear of rejection. For instance, advertisers can make people worry 
that they will loose friends if they do not use a certain product. By using fear as a 
motivation in advertising, places emphasis on the severity of the threat (ibid). Zeitlin and 
Westwood (1986) found that fear appeals range in intensity from mild to severe. Their 
research suggests that in order to be most effective, not just attention getting, fear-based 
messages should present a mild to moderate threat and provide a do-able solution. If the 
fear appeal is too severe or not followed up with a reasonable solution, the viewer will 
not be able to overcome his/her sense of dread and process the advertising message (ibid). 
 
The Need to Nurture 
The need to nurture is the need to take care of small, defenseless creatures, children and 
pets, largely. Reciprocity is of less consequence here, though, it is the giving that counts. 
Synonyms to the need to nurture are such as to feed, help, support, comfort, protect, nurse 
and heal. It is a strong need that exists deep in people’s genetic fabric. In other words, if it 
did not exist, people could not successfully raise up their replacements (Fowles, 1985).  
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Paternal and Maternal Instincts  
Advertisers try to trigger the need to nurture when they put forth the image of something 
very small and furry, hence something that elicits the word “cute” or “precious”. Every 
time a puppy, a kitten or a child is shown in the advertisement, the appeal is to people’s 
paternal or maternal instincts. However, this instinct in people can be reached without 
children or pets. The issue is to get consumers touched by the appeal (ibid). Accordingly, 
a message that focuses on a mother or a father making something for a child, such as 
cookies or a rocking chair, might appeal to family love and concern, hence the need to 
nurture (Wells et al., 2000). 
 
The Need for Guidance 
Fowles (1985) states that the opposite of the need to nurture is the need to be nurtured, 
thus to be protected, shielded and guided. Consumers may be loath to admit it, but the 
child exists inside every adult. This is actually good, since people would not be 
instructable in our older years. Furthermore, parent like figures can successfully call up 
this need. The parentliness of the spokespersons does not need to be so salient; in some 
case pure authoritativeness is better (ibid). 
 
Celebrity 
A celebrity is not necessary in the need for guidance, since a fantasy figure can serve just 
as well. Often it is tradition, or custom, that advertisers point to products and consumers 
take guidance from it. Hence, consumers conform to traditional male/female roles and 
age-old social norms when they purchase products. Even when the product has no history 
at all, people’s needs to conform to tradition and to be guided are strong enough that they 
can be invoked through false nostalgia and older actors. So far the needs and the ways 
they can be invoked, which have been looked at, are largely warm and affiliative. They 
stand in contrast to the next set of needs, which are much more egoistic and assertive 
(Fowles, 1985).  
 
The Need to Aggress 
The pressures of the real world create strong retaliatory feelings in every functioning 
human being. Since these impulses can come forth as bursts of anger and violence, their 
display is normally tabooed. They may exist as energy or aggressive drives, and an 
attractive target to the advertisers. It is not a target to be aimed at thoughtlessly, though, 
for few manufacturers want their products associated with destructive motives. There is 
always the danger that, as in the case of sex, the appeal is too provocative and public 
opinion will turn against the product. This can be the case if advertisers are targeting 
older customers and forgetting the younger ones. Additionally, depicted arguments are a 
common way for advertisers to tap the audience’s needs to aggress (ibid). 
 
The Need to Achieve 
This is the drive that energizes people, causing them to strive in their lives and careers. 
The need for achievement is signaled by the desires to accomplish something difficult, 
consequently to overcome obstacles and attain a high standard. Advertisers want their 
products to be identified with winning and success. Sports heroes are the most convenient 
means to catch consumers’ needs to achieve, but they are not the only ones. Other role 
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models can be established, as long as they invite emulation (Fowles, 1985). Furthermore, 
messages that play to consumers’ desires for achievement of the ideal self arouse high 
levels of message empathy and, in turn, advertisement liking and purchase desire. The 
famous “Just do it” campaign of Nike is a prime example of successful advertising based 
on consumers’ desire to achieve the ideal by them (Kover et al., 1995). Additionally, any 
advertisements in superlatives, for instance, the best, the first and the finest, is trying to 
make contact with consumers’ needs to succeed. For many consumers sales and bargains 
also belong in this category of appeals. Accordingly, since the person who manages to 
buy something at 50 per cent off is seizing an opportunity and coming out ahead of others 
(Fowles, 1985). 
 
The Need to Dominate 
The need to dominate is a fundamental need that is craving to be powerful. However, 
most consumers will settle for being just a regular potentate. The need to dominate and 
control one’s environment is often thought of as being masculine, but it is not so 
circumscribed. However, also women’s ambitions for control are suggested in many 
campaign themes. Consequently, the power people lack is what they can look for in an 
advertisement, thus “master the possibilities”. The need to dominate differs a lot from the 
following appeal, which is the need for prominence (Fowles, 1985).   
 
The Need for Prominence 
The need for prominence is the need to be admired and respected, to enjoy prestige and 
high social status. It appears, as these times are not so egalitarian after all. Many 
advertisements picture the trappings of high position. Words are often sufficient 
indicators of distinction. The need for prominence is used when advertising a product that 
aims to increase the level of prestige and help the consumer become more admired. 
People often strive for being admired and respected, hence to have high social status 
(Fowles, 1985). These status appeals are typically used to create an image of an 
individual’s increased wealth or power derived from the use of the advertised product 
(Javalgi et al., 1994). In addition, Wells et al. (2000) state that advertisers use a status 
appeal to establish something as a high-quality, expensive product. 
 
The Need for Attention 
The previous need involved being looked up to, while the need for attention is the need to 
be looked at and noticed. The desire to exhibit ourselves in such a way as to make others 
look at us is a primitive instinct. The clothing and cosmetic industries exist just to serve 
this need, and this is the way they advertise their products. Some of this effort is aimed 
towards males; however, the greater part of such appeals is targeted single-mindedly at 
women (Fowles, 1985). Actually, the most nudity in advertising is appeal for attention, 
usually women needing it from men. Moreover, the desire for exhibition has been most 
strikingly played to in a print campaign of many years. For instance, women who want 
eyes upon them know what they should do. Additionally, this appeal also works for food 
advertisements, especially when targeted the diet-conscious (ibid). 
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The Need for Autonomy 
Within a crowded environment, consumers want to feel selected. They want to have it in 
their own chosen way. The focus in the need for autonomy is upon the independence and 
integrity of the individual. This need is the opposite to the need for guidance and is unlike 
any of the social needs. Furthermore, like many psychological needs, this one can also be 
appealed to in a negative fashion, by invoking the loss of independence or self-regard. 
Guilt and regrets can be stimulated (Fowles, 1985). The argument attempts to persuade, 
by making the person to be persuaded feel guilty about disagreeing. This negative appeal, 
to get consumers a feeling of being left out if they use a particular product, has long been 
recognized as an important method of persuasion, and advertisers have used it for 
decades (Huhmann & Brotherton, 1997). Research has shown that consumers exposed to 
guilt appeals in advertisements have a higher intention to comply with suggested 
behaviors than other consumers. Those studies have confirmed that guilt is an identifiable 
construct that can be manipulated by advertisers (ibid).  
 
The Need to Escape 
An appeal to the need for autonomy often co-occurs with one for the need to escape, 
because of the desire to avoid social obligations. This need, to seek rest or adventure, 
frequently takes the form of one-person flight. In fact, the dashing image of a pilot is a 
standard way of quickening this need to get away from it all. Freedom is the pitch here, 
the freedom that every individual yearns for whenever life becomes too oppressive. Many 
advertisers like appealing to the need for escape, because the sensation of pleasure often 
comes with escape, and that is a good emotional aura for a product (Fowles, 1985). 
Moreover, escape does not have to be solitary, though, but it can be e.g. several people 
who escape together into the mountaintops. However, in every instance, the consumer 
exposed to the advertisement is invited to momentarily depart his everyday life for a 
more carefree experience, preferably with the product in hand (ibid).  
 
The Need to Feel Safe 
Nobody in his or her right mind wants to be intimidated, threatened, battered or poisoned. 
People naturally want to do whatever it takes to stay off threats to their own well being. 
Accordingly, in the interest of keeping failure and tragedy from their lives, people like to 
see the durability of products demonstrated. Furthermore, they are careful about their 
health. In feeling safe and secure, advertisers are saying, “buy these products and you will 
be safer than you are without them” (Fowles, 1985). This also means to be free from 
threats; hence to be secure is the appeal of many insurance- and bank advertisements 
(Fowles, 1974). 
 
The Need for Aesthetic Sensations 
There is an undeniable aesthetic component to virtually every advertisement. Thus, the 
photography or filming or drawing is near perfect, the type style is well chosen, and 
layout could scarcely be improved upon. Advertisers know that there is little chance of 
good communication occurring if an advertisement is not visually pleasing. Consumers 
may not be aware of the extent of their own sensitivity to artwork, but it is undeniably 
large. Sometimes the aesthetic element is expanded and made into an advertisement’s 
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primary appeal. In other words, beauty attracts us, and classic art or dance makes us feel 
creative and enhanced (Fowles, 1985). 
 
The Need to Satisfy Curiosity 
The need to satisfy curiosity is a need for information, but can be as primal and 
compelling as the other needs. Human beings are curious by nature, interested in the 
world around them, and intrigued by tidbits of knowledge and new developments.  
Numbers, percentages and observations counter to conventional wisdom and all these 
items help selling products. Any advertisement in a question-and-answer format can be 
appealing to this need (ibid). According to Davies (1992), the need to satisfy curiosity has 
to do with resolving physic tension. This may be addressed via visual abnormalities, e.g. 
mystique inviting disclosure, surrealism designed to provoke or surprise, or by using 
completely opposed copy elements. These are collectively classified as appeals designed 
to accommodate curiosity (ibid). Thus, facts support the belief that information is 
quantifiable and numbers and diagrams make consumers’ choices seem scientific 
(Fowles, 1974).  
 
The Physiological Needs 
To the extent that sex is solely a biological need, this need makes it become around full 
circle, back toward the start of the list. The physiological needs cluster appeals, such as, 
to sleep, to eat, and to drink. The art of photographing food and drink is so advanced; 
sometimes these temptations are admirely caught in the camera’s lens (Fowles, 1985). 
According to Wells et al. (2000), appetite appeal using mouth-watering visuals is used in 
food advertising. Fowles (1974) mentions that advertising for juicy pizza are especially 
appealing late at night, and often make people begin salivating.  
 
The Stylistic Feature: Humor 
As mentioned earlier, many authors such as Sciulli and Taiani (2001), and Davies (1992) 
mention humor as an appeal, Fowles (1985) instead states that humor is a stylistic feature 
and do not mention it in the list of fifteen basic appeals. Fowles (1985) mentions humor 
as a common ingredient of advertisements, but it is not an appeal itself. Humor is 
influencing the way a basic appeal is presented (ibid). Some advertisers view humor as a 
method that will entice the audience to pay attention to the message. However, it is 
important that the humorous creative technique does not result in a loss of product 
message (Kover et al., 1995). Hence, humor in advertisements can be treacherous, 
because it may get out of hand and smother the product information. Anyway, if humor is 
used carefully, it can punctuate some of the softer appeals and soften some of the harsher 
ones (Fowles, 1985). 

2.3.2 Rational Appeals 
In contrast to the emotional appeals, where the message tone fulfills sensory and social 
needs, rational appeals instead seek to provide a solution to a problem. In other words, 
satisfaction where there is disappointment or reminder in case of shortage (Kover & 
Abruzzo, 1993). Additionally, Moriarty (1991) states that rational appeals speak to the 
head and are built on facts and reasons, information and logic.  
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According to Davies (1992), informative appeals relate to some objective statement of 
physical attributes, including product components and varieties, availability, nutritional 
content, packaging details and intrinsic new ideas. More specificly, the advertisement 
uses the rational appeal product components and varities if it tells what the product is 
composed of or what ancillary items are included with the product. Availability provides 
information of where the product can be purchased or when it will be available for 
purchase. If the advertisement shows nutritional content, then specific data is given 
concerning the nutritional content of a particular product, or is a direct specific 
comparison made with other products. Similarly, if it uses packaging detail, for instance, 
what package the product is available in which makes it more desirable than alternatives, 
or what special shapes is the product available in. Intrinsic new ideas show if it is a 
totally new concept introduced and if the advantages are presented. All these above 
mentioned can also be shown as, for instance, checklists, questions and answers, 
descriptions, e.g. sky writing, information about environmental friendliness, and news 
announcements (ibid).  
 
Moreover, appeals are also classified as rational if the theme emphasises the price/value 
relationship, special offers, and warranties. The price shows what the product costs. If the 
advertisement shows special offers, then the limited-time non-price deals are available 
with a particular purchase. Warrantees show what post-purchase assurances that 
accompany the product. These rational appeals can also be seen as samples, discounts, 
optional terms, quantity limits and reply facilitators (Davies, 1992). Continuously, Davies 
(1992) states that also scientific evidence, role model testimonial and demonstration or 
other comparison can be shown as rational messages. The demonstration or other 
comparison tells what the product does, and how well it does what it is designed to do in 
comparison to alternative products (ibid). In addition, Stern, Krugman and Resnick 
(1981) point out that informative advertising also includes the category quality. 
Advertisements that empahizes quality tells what the product’s characteristics are that 
distinguish it from competing products based on an objective evaluation of workmanship, 
engineering, durability, excellence of materials, structural superiority, superiority of 
personnel, attention to detail, or special services (ibid). All the above mentioned rational 
appeals are shown in Table 2.6. 
    

Table 2.6: Rational Appeals 
 
 
 
 
     

Physical attributes:  Incentive offers:  Evidence: 
 Product components and   Price    Scientific evidence 

  varities     Special offers   Role model testimonial 
  Availability    Warrantees   Demonstration or other 
 Nutritional content             comparison 
 Packaging details             
 Intrinsic new ideas      
 Quality 

 
 
 
 

Source: Adapted from Davies, 1992, and Stern et al., 1981.  
 
Furthermore, informative-based advertisements are those that highlight at least one 
factual benefit, while emotional advertisements highlight at least one emotional benefit. 
The greater the number of factual claims is made, the more the advertisement is 
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information focused. The greater the number of references to emotional benefits, or 
circumstances surrounding use of the service, the more the advertisement is emotionally 
focused. However, the appeals are not mutually exclusive; a single advertisement can 
include more than one of the appeal types (Chandy, Tellis, MacInnis & Taivanich, 2001). 

2.3.3 Emotional versus Rational Appeal 
There is a debate whether emotional or rational is the most effecting in advertising. 
Scholars have long examined the role of information related to emotions in driving 
behavior. Early research in marketing focused on whether emotional advertisements are 
more effective than informational advertisements. More recent research suggests that 
both emotions and arguments can be effective, but their effectiveness varies by context. 
Other areas where emotional and rational appeals tend to clearly differ are regarding 
knowledge, market age, and luxury and necessity items (Chandy et al., 2001). 
 
Knowledge 
However, informational and emotional appeals may coexist harmoniously. For the reason 
that elements can be chosen in bundles, the options are even more manifold. It is 
recognized that it may be necessary to include several appeals and executions in one 
advertisement (Davies, 1992). In the case when consumers lack knowledge about a 
product, they are more motivated to attend to informational advertisements in relation to 
emotional advertisements. Then, if the advertisements are to be persuasive, they need to 
provide compelling information that reduces purchase risks and differentiate the product 
from competitors. Hence, the consumers want the advertisement to provide a credible 
reason for buying the product. Furthermore, while emotions may convey warm feelings 
and stimulate favorable brand attitudes, attitudes formed by such processes may not lead 
to choices of products about which consumers are not well informed. The reason may be 
that such advertisements may neither provide a credible reason for buying the product, 
nor change fundamental beliefs about it (Chandy et al., 2001). In contrast, when 
consumers are already aware of the product, and have pre-existing attitudes toward it, 
they are less motivated to process information about it. Subsequently, they may 
negatively respond to information-focused advertisements due to satiation, boredom, or 
irritation (ibid).  
 
Market Age and Gender 
Emotional advertising most easily persuades females and older people. These groups are 
more likely to feel empathy toward the situations presented in emotional advertisements, 
and as a result, view the brand more favorably than those competitors advertising based 
upon rational appeals (Stout & Rust, 1993). Accordingly, research suggests that 
informational advertisements would be more effective in younger markets relative to 
older markets, while advertisements that contain emotional information will work better 
in older markets relative to younger markets (Chandy et al., 2001). In young markets, 
consumers are unfamiliar with the product and its key attributes. Therefore, they are less 
efficient at assimilating key advertisement information into memory. Consumers in 
younger markets may therefore take longer to digest key message information than those 
in older markets. Hence, a rational appeal would increase the consumers’ attention. 
However, in older markets, where motivation is lacking but product knowledge is 
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present, emotional advertisements may win consumers’ attention and help the retrieval of 
prior product knowledge from memory (ibid).  
 
Luxury and Necessity Items 
According to Chaudhuri (1998), studies on luxury and necessity items have yielded 
information on the relationship between high-involvement and low-involvement 
products, perceived risk and emotional experience. High-involvement purchase decisions 
often involve high levels of perceived risk, sending consumers into a state of increased 
information search. This suggests that informational motives should be addressed in 
advertising for many high-involvement products. On the contrary, low-involvement 
decisions incorporate low levels of perceived risk. Therefore, a high-involvement brand 
may employ a positive emotional message to lower the perceived risk of a consumer who 
is carefully studying brand alternatives (ibid).  
 
Foote, Cone and Belding have developed the FCB model as a guide for choosing whether 
to apply emotional or rational messages in advertising. The model states that emotional 
appeals should be made when promoting attitude changes towards feeling products like 
jewelry, cosmetic and fashion. Thinking products, such as cars and furniture, should 
employ rational messages, according to this model (Zeitlin & Westwood, 1986). It is 
important that the brand message is consonant with the tone of the advertising. When 
congruency is not achieved, for example, through misapplication of sex appeal or 
inappropriate choice of celebrity spokesperson, advertisements are often not liked and 
considered to be uncreative and not persuasive. Therefore, it is important to recognize the 
potential for exceptions to the FCB model. Thinking aspects of fashion do exist, as do 
feeling aspects of cars (ibid). According to Moriarty (1991), the idea is that there is not a 
standard buying process or hierarchy that all people move through. Instead the steps vary 
with the product category and medium. An overview on the FCB model, which can be 
used to analyze objectives in terms of product categories, media, message strategies, and 
testing methods, is provided in Figure 2.1 below.  
 
            
            
            
            
            
            
            
            
            
            
    

  The FCB Model 
 
  (involve)  Thinking           Feeling 
 
High       Car, house,       Jewelry, cosmetics 

furniture                      fashion 
        
 
Low Liquor, household      Cigarettes, liquor,    
 items       candy, gum 
 

Figure 2.1: The FCB Model  
Source: Adapted from Moriarty, 1991.  
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2.4 CONCEPTUAL FRAMEWORK 
 
According to Miles and Huberman (1994), a conceptual framework explains, either 
graphically or in narrative form, the main things to be studied. In other words, the key 
factors, constructs and key variables. Furthermore, the authors suggest that it is easier to 
generate a conceptual framework once the research questions have been stated, as has 
been done for this study (ibid). In order to collect data and answer the research questions, 
a conceptual framework of the literature review will be presented. Among the theories 
presented, we will choose the concepts that are the most relevant for our study. We will 
begin by outlining concepts regarding our first research question, which is how color is 
used in print advertising. Then the second research question, concerning text, and finally 
the third research question regarding appeal in print advertising.    

2.4.1 Color in Print Advertising 
The literature and theories most relevant to use in order to answer the first research 
question, which is how the use of color in print advertising can be described, will be 
presented below. 
 
Color versus Black-and-White 
The theory developed by Moriarty (1991) will be used, because it is the most relevant 
study within this area. Specifically, we will look at if a popular and winning brand might 
uses color to prove their successfulness or uses black-and-white as a differentiation tool.  
 
Color Symbolism 
The theory by Crozier (1999) will be used within the symbolism of color, since it is the 
most extensive within this subject. In the research, we will specifically look at if the 
chosen advertisements use:  

 
 Cold colors (i.e. blue, green) which are more calming 
 Warm colors (i.e. red, yellow) which are more exciting 

 
Furthermore, Grossman and Wisenblit’s (1999) theory and Moriarty’s (1991) theory will 
be used, because they are the most extensive ones when it comes to different meanings 
and associations with color symbolism. These two theories work as a complement to each 
other because they both discuss color symbolism in the same meaning but in different 
words. We will also use Klein’s (2001) theory about violet and pink, since it is a fairly 
recent study. The research will bring up all the color symbolism suggested in the 
reviewed literature, namely: 
 

 Red  Blue 
 Orange    White 
 Brown    Black(Grossman & Wisenblit, 1999, Moriarty,1991) 
 Yellow    Violet  
 Green  Pink (Klein, 2001) 
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2.4.2 The Use of Text in Print Advertising 
The literature and theories relevant to use in order to answer the second research 
question, namely how the use of text in print advertising be described, are shown below. 
 
Display Copy 
The theory developed by Wells et al. (2000) will be used since it is the most extensive 
theory about the actual display copy, which contains first of all a headline. We will 
specifically look if the headline fulfills its purpose in order to succeed with bringing out 
the message. The headline should be the largest text and works as the most important 
element in print advertisements (ibid). 
 
Taglines and Slogans 
The theory by Wells et al. (2000) will be used in this research, because it is a fairly recent 
study on taglines and slogans. We will specifically look at if the print advertisements use 
a slogan or a tagline to help memorize the specific advertisement.  
 
Body Copy 
Moriarty’s (1991) theory about the introduction and closing of the body copy will be used 
in this research, because it is the most extensive one within this area. However, Wells et 
al.’s (2000) theory is a relevant compliment to Moriaty (1991) and is therefore selected. 
In our research we will specifically look at the different parts of the body copy that are 
the following: 
 
Opening 

 Introduction of the idea (Moriarty, 1991) 
 
Closing 

 Wrap up (Wells et al., 2000) 
 Call to action – How to respond  
 Provide corporate or store signature (Moriarty, 1991) 

 
Typography 
Wells et al.’s (2000) theory about typography will be used, because it is the most 
extensive theory. We will look at six typographic issues to consider in the process of 
typeface, since there is meaning not only in the content of the message, but also in the 
appearance of the type. This is because letter forms are design elements. We will also 
look at Moriarty’s (1991) theory about letter spacing since it is relevant. These 
typographic issues are shown as below: 
 

 Families of type (Wells et al., 2000) 
 Font – Upper case, lower case, all caps, upper- and lower case 
 Letter variations – Italic, cursive, serif, sans serif, weight and width  
 Type measurement 
 Justification 
 Legibility (ibid) 
 Letter spacing (Moriarty, 1991) 
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2.4.3 Appeals in Print Advertising 
The literature and theories most relevant to use in order to answer the third research 
question, how the use of appeal in print advertising can be described, will be presented 
below.  
 
Emotional Appeals 
The theory developed by Fowles (1985) will be used to investigate which appeal that is 
likely to occur in print advertisements, since it covers many areas within emotional 
appeals. In addition, also Fowles (1996) will be used since it is a relevant theory. 
Specifically we will look at the following emotional appeals: 
  

 Sex  Attention 
 Affiliation   Autonomy 
 Nurture  Escape  
 Guidance  Feel safe 
 Aggress     Aesthetic sensations 
 Achieve  Satisfy curiosity 
 Dominate  Physiological needs 
 Prominence  Humor     

 
We will look at humor both from Fowles (1985) view on it as a stylistic feature, and how 
Sciulli and Taiani (2001), and Davies (1992) see humor as a message appeal. 
Accordingly, since they are all relevant theories.  
 
Rational Appeals 
Davies’s (1992) theories on rational appeals will be used since it is so extensive. 
Additionally, also Stern et al.’s (1981) will be used because it is relevant. The following 
features will be looked at and compared to collected data: 
 

 Product components    Price 
      and varieties  Special offers 
 Availability  Warrantees 
 Nutritional content  Scientific evidence 
 Packaging details  Role model testimonial 
 Intrinsic new ideas  Demonstration or other comparison 
 Quality  

 
Additionally, we will also use the theories by Chandy et al. (2001), Stout and Rust 
(1993), and Zeitlin and Westwood (1986), because they are relevant when arguing 
whether to use an emotional or rational appeal. Specifically we will look at the following 
areas: 
 

 Knowledge (Chandy et al., 2001) 
 Market age and gender (Chandy et al., 2001, and Stout & Rust, 1993) 
 Luxury and necessity items (Zeitlin & Westwood, 1986) 
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3 METHODOLOGY 
 
In this chapter the methodology used in the study will be described. The chapter starts by 
stating the purpose of the research, the research approach and strategy. Then, the data 
collection methods, sample selection and the general analytical strategy are presented. 
Finally, a discussion concerning the quality standards of the research, accordingly the 
validity and reliability of the study is provided. The presentation of the methodology can 
be shown in Figure 3.1 below. 
 
 
 
 
 
 
 
 
 
Figure 3.1: Schematic Presentation of the Methodology 

VALIDITY & RELIABILITY 

Research 
Purpose 

Research 
Approach 

Research 
Strategy 

Data 
Collection 

Data 
Analysis 

Sample 
Selection 

Source: Adapted from Foster, 1998, p. 81. 

3.1 RESEARCH PURPOSE 
 
According to Wiedersheim-Paul and Eriksson (1997), the purpose with research is to 
state what is to be achieved by conducting research and how the results of the research 
can be used. The purpose of a research can be classified as exploratory, descriptive or 
explanatory (ibid). These classifications can be founded on how much knowledge the 
researcher has about the problem before starting the investigation and in addition, the 
type of information needed in order to deal with the purpose of the study (Reynolds, 
1971).   
 
Exploratory research is appropriate when a problem is difficult to limit and when the 
researcher has little knowledge about the area in the field of the study. Then, it is possible 
to gain as much information as possible within the specific problem area (Wiedersheim-
Paul & Eriksson, 1997). Consequently, since the research is designed to allow an 
investigator to just “look around” with the respect to some phenomenon, with the aim 
being to develop suggestive ideas. The research should be as flexible as possible and 
conducted in such a way as to provide guidance for procedures to be engaged during the 
next stage (Reynolds, 1971). 
 
The objectives of a descriptive research are to develop careful descriptions of patterns 
that were suspected in the exploratory research, hence when information already exists 
(ibid). Descriptive research aims to describe phenomena of different kinds, for instance, 
describe conditions, events, courses of events, or actions. Hence, the research should not 
be carried out unconditionally. Furthermore, describing involves a choice of perspective, 
aspects, level, terms and concepts, as well as to observe registrate, systemize, classify, 
and interpret. A good description is often a necessary foundation when one wants to 
explain, understand, predict or decide (Wiedersheim-Paul & Eriksson, 1997).  
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A study is called explanatory when the purpose of the research is to explain. Hence, an 
explanatory research analyzes causes and connections. Accordingly, it seeks to find cause 
and affect relationships between given variables. In order to accomplish that, besides 
having to come up with a well-defined research problem, hypotheses need to be stated.  
Explanatory research is like descriptive research not carried out unconditionally, thus it 
has to inform the reader about what the explanation is going to be used for and to whom 
it is aimed. Furthermore, the researches have to consider using different models, to reach 
a complete explanation (ibid). According to Reynold (1971), explanatory research is 
focused on developing explicit theory that can be used to explain the empirical 
generalizations that evolved from the descriptive research. Accordingly, this provides a 
cycle of theory construction, theory testing and theory reformulation (ibid). 
 
This study is considered being connected to all the above-mentioned purposes. It is 
exploratory since there is little research looking at print advertisements from our 
perspective. Further, the study is primarily descriptive as it strives to describe and explain 
the message, including the color, text and appeal of print advertisements, (e.g. our 
research questions). Lastly, as our aim is to answer our research questions, the study is 
also somewhat explanatory.  

3.2 RESEARCH APPROACH 
 
According to Wiedersheim-Paul and Eriksson (1997), research can be categorized into 
two distinct types: qualitative and quantitative research. Yin (1994) states that a 
qualitative research concerns ideas, feelings and attitudes. This research is appropriate 
when the researcher wants detailed information. The goal with a qualitative research is to 
get a better understanding of the research problem (ibid). Furthermore, the qualitative 
process of research can be seen as a two-way communication. The researcher put forward 
a question and gets an answer, which in turn influences the researcher in his further 
research. Accordingly, when this method is applied, the researcher often wants much 
information in a few units of examination. In this study the researcher goes deeper in the 
research area through unsystematic and unstructured observations (Wiedersheim-Paul & 
Eriksson, 1997).  
 
The quantitative method means that the phenomena that are studied must be able to be 
measured and quantified, hence the results is often presented in numbers. It should also 
be possible to do an order of precedence of the answers. Unlike, the qualitative research 
there is often only a one-way communications with a quantitative method. This is a result 
of the way the information is collected, usually by questionnaires and with standardised 
options of alternative answers, which are highly influenced by the researcher (ibid). The 
best approach to use for a study depends on the purpose of the study and the 
accompanying research questions (Yin, 1994).  
 
Furthermore, since the purpose of this study is to gain a better understanding of the 
elements used in advertising messages within Swedish print advertising, and the research 
questions are stated in a way where the answers would rather contribute to an 
understanding of a physiological phenomenon, this research will use a qualitative 
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approach. Additionally, this study will use a qualitative content analysis, because it 
attempts to study and gain an understanding about the message, including its colors, text 
and appeal in print advertisements. Silverman (1993) states that the use of qualitative 
content analysis means understanding categories rather than simply counting them. 
Moreover, small numbers of documents may be analyzed to understand categories (ibid). 
A quantitative research would have meant a lot more data collection, hence a larger 
quantity of advertisements that would have been used for measurement. This would have 
provided us the possibility to measure the frequency of what colors, text and appeal that 
are frequently used, but this was not the purpose with this study. Instead we are more 
interested in the interpretation of the advertising message.  

3.3 RESEARCH STRATEGY 
 
According to Yin (1994), five major research strategies exist, namely case studies, 
experiments, surveys, histories, and the analysis of archival information. These strategies 
have different advantages and disadvantages. Which strategy to choose depends on the 
basis of the formulation of the research questions, whether control over behavioral events 
is required or not, and whether the research focuses on contemporary events or not (ibid). 
For the reason that our study does not require control over behaviour and focuses on 
contemporary events, as well as using a qualitative research approach, we will use case 
studies as an overall research strategy.  
 
As our study aims to gain a better understanding of how print advertising use the 
elements; color, text and appeal in the Swedish print media, we do not require control 
over behavioural events. Moreover, experiments can also be excluded. For the reason that 
all our research questions start with how, which eliminates survey and archival analysis. 
Furthermore, Yin (1994) states that history is suitable when dealing with the past, 
consequently when the researcher has to rely on primary- and secondary documents as 
evidence. History is not appropriate in our study, since we focus on present print 
advertisements. Accordingly, the strategy that is left is case studies. Due to Wiedersheim-
Paul and Eriksson (1997), case studies mean that the researcher investigates few objects 
in many respects. The researcher may, for instance, conduct an in-depth investigation 
(ibid). When the form of the questions is why and how, the case study strategy is most 
likely to be appropriate (Yin, 1994). All our three research questions were phrased as 
“how”-questions; hence we decided to conduct a case study since we believed this to be 
most suitable. Additionally, as we already stated that our research will have a qualitative 
approach, which will give us the possibility to use multiple sources of evidence.  

3.4 DATA COLLECTION METHOD 
 
In order to complete this study, it is necessary to decide on how the empirical data will be 
collected, after having determined the most suitable research strategy in the previous 
chapter. There are two sorts of data of different meaning that can be collected to a 
research; primary and secondary data. According to Wiedersheim-Paul and Eriksson 
(1997), primary data is data that a person gathers on his/her own with a specific purpose 
in mind. Furthermore, secondary data is data that has already been gathered by other 
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researchers with different purposes in mind (ibid). According to Yin (1994), there are six 
sources of evidence that are of great importance; documentation, archival records, 
interviews, direct observation, participant observation, and physical artifacts. By 
comparing these six major sources, it is relevant to know that none of these sources have 
a complete advantage over all the others. Yin (1994) states that the various sources are 
highly complementary and a good case study will therefore use as many sources as 
possible. In order to answer the stated research questions of this study, both primary and 
secondary sources have been used. Furthermore, the sources of evidence have primarily 
been direct observations, but also documentation. The strengths and weaknesses of the 
two sources used are described in more details in Table 3.1 below. 
 
Table 3.1: Sources of Evidence: Strengths and Weaknesses 
Source of Evidence Strengths Weaknesses 
Documentation: 
For example, letters, written reports 
of events such as agendas, 
administrative documents, formal 
studies and newspaper articles. 

 Stable – can be reviewed 
repeatedly 

 Unobtrusive – not created 
as a result of the case study 

 Exact – contains exact 
names, references, and 
details of an event 

 Broad coverage – long span 
of time, many events, and 
many settings 

 Retrievablility – can be low 
 Biased selectivity, if 

collection is incomplete 
 Reporting bias – reflects 

(unknown) bias of author 
 Access – may be 

deliberately blocked 

Direct Observations: 
Observations can range from formal 
to casual data collection activities. 
Most formally, observational 
protocols can be developed such as 
sidewalk activities, factory work, and 
classrooms. Less formally, direct 
observations can be made throughout 
a field visit, for instance, the general 
condition of buildings or workspaces. 

 Reality – cover events in 
real time 

 Contextual – covers context 
of event 

 Time-consuming 
 Selectivity – unless broad 

coverage 
 Reflexivity – event may 

proceed differently because 
it is being observed 

 Cost – hours needed by 
human observers 

Source: Adapted from Yin , 1994, p. 80. 
 
Documentary information is likely to be relevant to every case study topic, and because 
of their overall value, documents play an explicit role in any data collection when it 
comes to doing case studies (Yin, 1994). The magazines chosen for this study worked as 
secondary data, since they were used in order to achieve more background information 
about the magazine. However, documentation is perceived as a secondary data, since it 
originally was gathered in order to serve a different purpose. Last but not least, since 
direct observations enable the researchers to visit the “site” of the case study, it was 
chosen as a source for this study (ibid). We will perform direct observations by looking at 
the specific advertisements in the chosen magazines used for this study. 

3.5 SAMPLE SELECTION 
 
After choosing the right method to collect the appropriate data information to this 
research, it is essential to find relevant samples to collect the empirical data from. 
According to Yin (1994), a primary distinction in designing case studies is between 
single- and multiple case designs. A single case study is said to similar to a single 
experiment, and this is what makes it an appropriate design. Moreover, a single case 
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design has three basis; it represent the critical case in testing a well-formulated theory 
(can be used to determine whether a theory’s propositions are correct or whether some 
explanations might be more relevant), it represents an extreme or unique case, and 
finally, it is a revelatory case (Yin, 1994).  
 
There are also two kinds of single case studies; holistic and embedded case study. The 
embedded study occurs when attention is given to a subunit or subunits. These units are 
selected and are often significant opportunities for extensive analysis, enhancing the 
insights into a single case. In contrast to this, a holistic design examines only the global 
nature of a program or organization. The embedded case study will therefore fit the 
research with its purpose. The area of research will as a result be through an embedded 
single case study, because it will contribute and give the necessary information needed in 
order to answer the research questions related to the subject (ibid). 
 
Due to a limited time frame of ten weeks, this research is limited by examine print 
advertisements in two different lifestyle/fashion magazines within one single case study, 
which is to analyze print advertisements. In order to get as correct result as possible, two 
of the top women’s lifestyle/fashion magazines where chosen, according to a top ten list 
shown in Table 3.2 below: Cosmopolitan and Elle. The table shows that Cosmopolitan is 
ranked second best while Elle is ranked on fouth place. However, since Amelia and 
Damernas Värld are targeting an older group of women than Cosmopolitan and Elle, we 
chose to leave them out and instead consider magazines that are targeting women in our 
own age. The reason behind the choice of female’s lifestyle/fashion magazines is mostly 
because we read them a lot ourselves and know much about them. Nevertheless, since we 
both are women we are aware and have a good insight of today’s female fashion industry, 
which is growing larger every year. Beauty and welfare belong to the two most common 
elements used by many women, and men for that reason, nowadays. This can be reflected 
in the print media, especially among female magazines. 

 
Table 3.2: Top Ten List 

 Women’s Lifestyle/Fashion Magazines: Top Ten  
1. Amelia 
2. Cosmopolitan 
3. Damernas Värld 
4. Elle 
5. Femina 
6. Frida 
7. Hennes 
8. Plaza Kvinna 
9. Solo 
10. Tara 

 
 
 
 
 
 
 
 
 
 

 
 Source: Svensson, 2003.  

 
To get the study as correct as possible, we chose two editions randomly from the same 
season. This is simply because both the fashion and advertising industries are changing 
rapidly from year to year. Consequently, by having two editions from the same period of 
time makes the analysis more relevant and valuable. To begin with, we started off by 
going through the two magazines to see the various kinds of one-page advertisements. To 
narrow it down we chose to not look at two-page advertisements respectively those that 
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did not cover a whole page. Furthermore, we counted all the advertisements in both 
magazines and then chose to analyze the area, which had the most advertisments. The 
order of the most common types of print advertisements in the two magazines can be 
viewed below in Table 3.3. 

         

 Table 3.3: Types of Advertisements 
     
 
 
 
 
 

 
    

The table shows that make up is the top advertisement that occurs mostly in the two 
magazines all together. However, since make up contains so many different products and 
differs a lot when it comes to advertising and marketing them, we chose to look at 
fragrance advertisements. An examination will be on eight print advertisements from 
both magazines all together. Specifically we have looked at the following advertisements: 
Clinique Simply, Gucci, Tommy Girl, Lancome Miracle, Lancome Attraction, Marc 
O’Polo Midsummer, Namoi Cambell Sunset, Moschino Couture (see Table 3.4 and 
Appendix C 1-8). Due to the time limits, we chose to not look at two advertisements of 
which one was showing only a male model and fragrance, and the other was very similar 
to another.  
 

Table 3.4: Fragrance Advertisements 
Advertisements from Elle and Cosmopolitan 

1. Clinique Simply 
2. Gucci 
3. Tommy Girl 
4. Landome Miracle 
5. Lancome Attraction 
6. Marc O’Polo Midsummer 
7. Naomi Campbell Sunset 
8. Moschino Couture 

Make Up  11 Watches  4 Cars  2 
Fragrances 10 Electronics 3 Movies  2 
Clothes  10 Hair Products 3 Soap  2 
Skincare  8 Shoes  3 Decoration 1 
Food/Drinks 8 Glasses  3 Sports  1 
Other  8 Traveling  2 Jewelries  1 
Underwear 4 /Tourism 

 
 
 
 
 
 
 
 
 
 

3.6 DATA ANALYSIS 
 
According to Yin (1994), data analysis involves examining, categorizing, tabulating, or 
otherwise recombining the data. Each case study should start with a general analytic 
strategy. These general strategies should help the researcher to select among different 
techniques, and to complete the analysis in a successful way. Yin (1994) mentions two 
general analytical strategies that the researcher can choose from; relying on theoretical 
propositions, or developing a case description. If the researcher decides to rely on 
theoretical propositions, he/she collects data with research questions and precious studies 
as a basis. Developing a case description means that the researcher uses a descriptive way 
to present the data, however, this is less favourable and should only be used when little 
previous research. Hence, the first strategy is the most commonly used (ibid).  
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Furthermore, specific techniques can be used to actually analyze the data. There are two 
forms of analysis available to apply on empirical data, specifically within-case analysis 
and cross-case analysis. Within-case analysis refers to comparing the collected data 
against the theory used, while cross-case analysis compares data from different cases with 
each other (Miles & Huberman, 1994).  
 
According to Miles and Huberman (1994), the focus in writing a qualitative data analysis 
is on data in the form of words. Continuously, the qualitative analysis can be described as 
consisting of three simultaneously occurring flows of activities; data reduction, data 
display, and conclusion drawing and verification. Data reduction should not be 
considered to be separate from analysis, instead as a part from it. The reduction of data is 
the part of the analysis that helps to sharpen, organize, focus, and simplify the written 
information; hence the researcher can draw and verify final conclusions. The second 
analytical activity, data display, helps the researcher to draw conclusions more easily by 
displaying the reduced data in an organized, compressed way. This second activity is, as 
data reduction, a part of the analysis and not separated from it. Conclusions drawing and 
verification is the final analytical activity. At this stage, the researcher starts to decide 
what things mean by noting regularities, patterns, explanations, possible configurations, 
causal flows, and propositions. Additionally, researchers should hold such conclusions 
lightly, while maintaining both openness and some scepticism (ibid).  
 
This study will rely on theoretical propositions that provided the material for 
introduction, research questions and literature review, and then lead by a conceptual 
framework. Moreover, we will follow the three steps as suggested by Miles and 
Huberman (1994). The data concerning each research question was first reduced by 
selecting and simplifying the essential parts needed in order to answer the research 
questions. The empirical data was compared to existing theory in a within-case analysis. 
Since this study consists of a single case, the choice of cross-case analysis was not 
considered. The reduced data was displayed in tables, showing the empirical findings of 
the study. This made it easier to draw and verify conclusions on where theory 
corresponds to the data or where it does not correspond. Finally, the conclusion and 
verification stage was compiled based on the noted regularities, irregularities, and how 
the empirical data actually was in accordance with existing theory. Furthermore, we used 
a qualitative content analysis, which is a research approach used to study message 
content. According to Turtley and Kelley (1997), content analysis can be used at a variety 
of levels to examine such variables as words, themes, characters, items and space-and-
time measures. Although a content analysis does not investigate the effectiveness of a 
particular advertising strategy, it enables researchers to identify approaches most 
commonly used by advertisers (ibid). The specific message elements evaluated in this 
study were, as mentioned, the use of color, text and appeal in print advertisements.  

3.7 QUALITY STANDARDS 
 
The quality of the research is of great importance when analyzing the various 
advertisements. Attention has to be paid on two particular emphases on research design, 
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which is reliability and validity. These two elements are important to consider since they 
determine how relevant the study is within its research area (Yin, 1994). 

3.7.1 Validity 
Validity is the extent to which researchers are able to use their method to study what they 
have sought to study rather than studying something else (Gummesson, 2000). According 
to Yin (1994), there are three different and relevant tests for case studies when it comes to 
validity; construct validity, internal validity and external validity. These three tactics can 
be used in order to increase the validity of the research. The tactic of construct validity is 
to use multiple sources of evidence and to establish a chain of evidence during data 
collection when collecting data. Secondly, internal validity should not be used in a 
descriptive or exploratory study. It only concerns studies with casual explanatory 
research approaches where certain conditions are shown to lead to other conditions. 
Furthermore, this should be considered during the data analysis. Lastly, external validity 
is to use theory in single-case studies and is important especially in the research design. 
This concerns the issues of determining if a study’s findings are possible to generalize 
beyond the immediate case studies. Furthermore, it is possible to achieve high external 
validity when using case studies, since these kinds of studies rely upon analytical 
generalizations that try to generalize findings in theory (ibid). 
 
To increase the construct validity of this research, documentation relevant within the area 
of research were collected. Women’s lifestyle/fashion magazines were chosen from the 
same season to increase the validity. Additionally, in order to get a result as relevant as 
possible, magazines with the same target group were chosen. Furthermore, since the 
study does not lay its focus to distinguish the two magazines from each other, we chose 
the two most commonly read women’s lifestyle/fashion magazines in Sweden. Hence, 
since we both are women and are regularly reading these magazines, we consider 
ourselves to have enough knowledge within this area to perform this study, which will 
increase the construct validity. A checklist for the advertisement observations was made, 
to give us certain directions when analyzing every advertisement (see Appendix A & B). 
Nevertheless, in order to increase the construct validity, a translation of the checklist was 
made, when observing the advertisements, since that it our mother tongue and makes it 
easier for us to interpret.  
 
The external validity increased where analytical generalizations, based on the findings, 
were made. However, we made sure that no generalizations to all women’s 
lifestyle/fashion magazine advertisements can be made when conclusions are drawn. To 
increase the external validity even more, conclusions were drawn in the same order as 
stated in the conceptual framework to avoid misunderstandings. The conclusions were 
also limited to the generalization of the case.  

3.7.2 Reliability 
According to Yin (1994), the objective is to be sure that if a later investigator followed 
the same procedures as described by an earlier investigator and conducted the same case 
study all over again, the later investigator should arrive at the same findings and 
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conclusions. Hence, the whole goal with reliability is to minimize the errors and biases in 
a study (ibid). 
 
Concerning the reliability of the observations of the two magazines, much emphasis was 
put on making all observations as objective as possible. Hence, when analyzing the data 
we decided to analyze one magazine at the time by our own. One of us started to analyze 
the fragrance advertisements in Cosmopolitan, while the other one analyzed the 
advertisements in Elle; both following the checklist. Furthermore, when that was done, 
the magazines were shifted with each other, followed by the same procedure. After the 
individual analyzing process, we got together to compare and look at each other’s 
similarities respectively differences in result when it comes to the various fragrance 
advertisements. By doing this we have increased the reliability appreciably. However, 
objectivity, and hence the reliability, of the research can have been affected during 
observation because of the cultural background of the researchers. In other words, the 
findings and conlusions of the study can differ depending on the researcher and the 
moment when the study is performed.  
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4 DATA PRESENTATION 
 
In this chapter the data collected from the observations is presented. All the observed 
advertisements are further presented, regarding the three research questions. First, the 
data concerning research question one, including each of the eight fragrance 
advertisements (see Appendix C 1-8). Further, research question two and three are 
presented in the same manner as the previous one. 

4.1 COLOR IN ADVERTISING 
 
The complete Clinique Simply advertisement is in one color but provided in different 
tones. The bottle of perfume is standing on a table made of wood in the same natural 
color as the fragrance, as well as the background color and the hand touching the bottle of 
perfume. Clinique Simply uses warm colors in brown, beige and yellow nuances to make 
it look soft and gentle. This message is created with the help of the image elements 
together with the color used. The lines The perfume and Live Simply are written in a 
brown color, which makes them blend in more without being sharp. The actual brand 
name is written in black on the bottle and has a more contrasting coloring than the other 
text; consequently this indicates that it should be in focus. Furthermore, the brand name is 
the only text written in black, which grabs attention, since it stands out more than the 
actual body copy. 
 
The Gucci advertisement is colored in black-and-white with one small element of pink. 
The content of the bottle shown on the advertisement is in pink and shows the color of the 
fragrance in real life. Black-and-white is used as a background color in this particular 
advertisement and gives a cold but somewhat calming effect because of the small part 
with pink color. This separates the advertisement from the others and gives it a more 
exclusive look. Together with the image, the use of black and white gives a serious and 
fashionable appearance. Moreover, by having the content of the bottle in pink helps to 
draw the attention straight to the bottle of perfume, while the black-and-white 
surrounding just works as a background. Furthermore, the text is written in white and is 
quite indistinct, since it tends to float out and be in general in a weak tone. It does not 
give sharp contrasts in comparison to the black-and-white background. Hence, the color 
of the text makes it less noticeable.  
 
Tommy Girl is a more sporty fragrance and the print advertisement certainly looks sporty. 
The whole advertisement is really colorful with blue and green as the primary colors. 
This basically gives the fragrance a more cold and fresh message and sporty personality 
at the same time. The color supplies the advertisement with a clear view of summer. The 
green grass and light blue heaven are showing that it is a fragrance that can be used 
outdoors and in more relaxing situations. The advertisement shows a young girl in a blue 
jeans jacket with the Tommy Hilfiger logo on, which looks like the American flag with 
the three colors blue, red and white. Based on this, the advertisers are trying to connect 
the colors used in the advertisement to the actual logo of the brand name. The use of 
these colors in the advertisement is a smart way of repeating the brand. The green color 
also represents freshness, security, and harmony. Green creates an atmosphere that is 
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calm and restful, and characterizes the intense power of nature. The light-blue heaven 
symbolizes stability, sensitivity and resistance to change. Moreover, the use of blue 
suggests cool feelings, and the color brings comfort and serenity to the advertisement. 
Conclusively, the text is written in white and stands out in a good contrast in comparison 
to the background. 
 
The color used in the advertisement for Lancôme Miracle is a warm color; light pink. The 
pink color gives a soft and calm appearance. It has the same color as the actual perfume, 
but is going towards white in some places. The fragrance gets connected to a sweet and 
warm scent by having pink as the main color throughout the entire advertisement. The 
background melts in together with the other visible elements in the advertisement, and the 
colors used are very light. Moreover, all of the text is colored white and blends in to the 
background and the other elements very well. It is however different from the color of the 
text on the bottle of perfume. The name of the perfume and the brand name is written in 
black on the bottle, which gives it a stronger and sharper look. Consequently, this text is 
therefore working as a repetition of the brand. 
 
The colors on the Lancôme Attraction’s advertisement are mostly warm yellow nuances, 
but also brown tones from the shades. The man and woman have dark, almost black hair. 
The background is light yellow and some orange tones can also be seen on the 
advertisement. The colors are chosen to be similar to the couple’s skin color, and also to 
match the color of the bottles. The colors are applied in the same way as in Clinique 
Simply, since the bottle of perfume is surrounded by the same color as the actual 
fragrance, although in different nuances. These colors, including the display of soft bare 
skin, make it look more naturally. The bottle of perfume is in the spotlight and has a ring 
of light surrounding it, while some parts are covered by shadows. These nuances are 
repeated in colors for the man and the female shown on the advertisement. The use of 
yellow tones in the advertisement provides feelings such as joy, happiness, hope, 
sunshine, philosophy and communication. The use of bright orange tones in this 
advertisement signifies jovial and playful feelings, while the deeper tones provide more 
exotic and exciting feelings. Furthermore, brown appears to symbolize sensuous in nature 
and physical comfort; this because of the couple’s relationship. Additionally, the color of 
the headline, body copy and tagline is white; however, the body copy on the bottle is in 
brown. The use of white text makes it easy to read in relation to the background.  
 
The most dominant colors presented in the Marc O’Polo Midsummer advertisement are 
red, pink and black. It uses warm colors and that is exactly what the advertisers want to 
express since the name of the fragrance is Midsummer. However, the darker and more 
contrasting elements in the advertisement give an exciting feeling even though the use of 
warm colors. This advertisement is for both women and men, since it actually shows an 
iconic image of the products that are projected as being disproportionately large, for both 
men and women. The bottle of fragrance for women is yellow and the bottle for men is 
red. The colors of the bottles synchronize well with the woman’s red dress and blonde 
hair. Furthermore, the background is dark apart from the pink heaven. The use of colors 
is a way to repeat the brand name and connect the happy persons with the fragrance, 
including the dancing couple, which can be discerned in the background. Moreover, the 
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coloring of the heaven suggests that it is nighttime. All these above mentioned colors 
evoke a range of emotions. The use of the dynamic and passionate colors red and pink in 
this advertisement symbolizes love and passion. Additionally, the color of the text is 
white and yellow, where the word new is highlighted in yellow and the rest is white. The 
text on the women’s bottle is dark red and the text on the men’s bottle is brown. The use 
of various colors on the text makes it easier to read.      
 
In similarly to the previous advertisement, the colors that are frequently used in the 
Naomi Campbell Sunset advertisement are also warm colors, more specificly pink and 
violet. These colors tend to evoke intense and passionate feelings, such as love, heat and 
passion. The use of violet as a main color in the advertisement indicates feelings, such as 
mystery, luxury, sensuality, and depth of feelings. The color creates an unusual 
atmosphere and provides an unexpected essence and a calming effect. The name Sunset is 
reflected in the use of colors, because it has the light of a sunset and one can define that 
by the darker shadows and the light coming from the top on the advertisement. Moreover, 
the text of this advertisement is also colored in white and yellow. Here, the name of the 
fragrance and the word new are yellow, in order to stand out from the rest of the text and 
to make the words easier to recognize.  
 
Color tends to be an important factor in the Moschino Couture advertisement. There are 
strong contrasts in the use of white, black and red, which are considered to be the most 
dominating colors in the advertisement. The black colored brand name and the woman’s 
dark hair are in sharp contrast against the otherwise light body and background. 
Accordingly, contrasts are often calling attention, in this case into the faces of a healthy 
looking woman. One thing that catches the eye is the red color used to point out that it is 
an extremely female advertisement for women. Furthermore, the bottle of fragrance is 
yellow and the model’s nails, lip and a stripe on the bottle are red. Additionally, the cork 
of the bottle is formed like a heart and colored in yellow and golden nuances, which 
proves and expresses exclusiveness. The use of white color gives the advertisement 
feelings of purity, simplicity and cleanliness. Its elusive nature provides serenity and the 
essence of perfection. Moreover, the colors used in this particular advertisement are 
somewhat cold in relations to each other. However, it gives the advertisement a calming 
effect. The fact that the woman’s hair is black provides feelings of power, elegance, 
mystery, and also some anger. Advertiser’s use of red, which has a great emotional 
impact, demands attention and provides rage and courage. Additionally, the use of bold 
and colored text helps to draw attention to the words. 

4.2 TEXT IN ADVERTISING 
 
The concrete headline of Clinique Simply is believed to be Live Simply. However, this 
line can also be used as a tagline to help remembering and recognizing the brand. It is all 
depending on how the advertisement is understood and interpreted. The opening of the 
body copy, The new perfume, is a repeating of the brand name. This line works also as a 
closing, since no call to action is provided on the page. Moreover, the headline is shown 
to confirm the actual perfume. The word simply is used in both the headline and the body 
copy to repeat the brand and strengthen its meaning.  
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The most noticeable typographic issue is that the headline and the brand name are in 
capital letters and draw attention. By doing this it is easier to connect the headline with 
the perfume. Additionally, the headline is the largest text on the advertisement and 
contributes to the given attention. The advertisement uses only one kind of typographic 
family; however, the text is all in different fonts. The body copy, The new perfume, is 
written in lower case, and it is the only text that has no capital letters. Consequently, this 
means that it is read in a softer and quieter way than the other lines. It is a confirmation of 
the brand name, and judging by the image elements together with the color used, it wants 
to give a soft and gentle expression. Hence, since it does not need to be noticed first. The 
letters variations are almost the same on the whole advertisement. They are provided in 
sans serif, however the brand name is written in a thicker style. Accordingly, it draws 
attention to the actual brand and differentiates itself from the other lines. The lines are 
justified in the bottom right corner together where everything is centered. The brand 
name is written on the perfume bottle, and the two other lines are written next to the 
bottle and beneath the bottle. By having the lines all together in the bottom right corner 
gives the bottle of perfume all focus. In addition, the advertisement uses normal letter 
spacing and the legitability is good.  
 
The only existing text element in the Gucci advertisement is basically the brand name, 
Gucci, which is the actual headline. The body copy says Introducing Eau de Parfum II 
and works both as an opening and a closing. It repeats the brand name indirectly and can 
be considered as being a call to action, since there is no more text provided on the 
advertisement. When it comes to the typography, the brand name is written in capital 
letters and with the common old fashion serif style. It is also centered and written in a 
very large size over the bottle of fragrance. The space between the letters is very wide 
and the word is basically written across the whole advertisement. Moreover, the centered 
position, together with the size, draws the attention to catch sight on this point. 
Furthermore, the size measurement differs on the two texts, since the body copy is 
written in a smaller size. In addition to this, the choice of sans serif on the body copy 
gives it a more modern look, while the use of sarif style in the headline makes it stand out 
more and look more elegant. Concerning the legitability, the advertisement appears to be 
easily read, even if contrasting colors are not used. The use of families of type is the same 
throughout the advertisement. 
 
The headline in the Tommy Girl advertisement is the concrete name of the fragrance, 
Tommy Girl. It is written in lower case and therefore associated with a youthful and 
rowdy look. Moreover, the headline does not give a serious expression when the actual 
name of the fragrance involves the word girl instead of, for example, woman. The next 
text is a provided under the headline and works as a tagline which announces; a 
declaration of independence. The tagline is also considered to be an opening in this 
particular advertisement. However, this line also works as a repetition of the brand. The 
text of the tagline is written in a smaller size measurement and in sans serif, in 
comparison to the headline, which is larger, and in serif style. In addition to this, the 
advertisement has a well defined closing because the web page address is provided below 
the tagline and is considered as a call to action. All of the text is centered at the bottom of 
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the page. Considering the letter spacing it appears to be normal. The text is easy to read 
but has a lot of colors surrounding it. Conclusively, different families of types are used. 
 
The headline in the Lancôme Miracle advertisement is Miracle. There is a tagline straight 
under the headline, which says; You make it happen. It leaves it open to interpret the 
advertisement with the possibility to find out more about it and call to action. The 
headline is written exactly as it is provided on the bottle of perfume, but in a larger size. 
Moreover, it is written in only lower case letters, but the capital letter is in a larger size 
than the other letters. This makes it look softer and differs a great deal from the common 
way of writing. Furthermore, it is noticed that the advertisement has the two parts with 
text written in a similar way; the headline and the body copy. The name of the fragrance 
is written at the top of the bottle, and Lancôme Paris at the bottom. The same sentences 
are written in a reversed order on the background. Moreover, the first vision of the 
advertisement tells that it uses the two letter variations; serif and sans serif. Moreover, the 
text is scattered all over the page, but the headline is centered to the left and is therefore 
clearly visible. When it comes to the letter spacing, it is viewed as somewhat wide. The 
use of legitability makes the advertisement easy to read, but the colors of the text are not 
contrasting in comparison to the background. Additionally, same typfaces are used 
throughout the advertisement.  
 
The headline in the Lancôme Attraction advertisement is the name of the fragrance, 
Attraction, and is written in a smaller size than the actual body copy. However, the 
purpose with the centered headline appears to be to grab attention, and it is also repeated 
on the bottle of fragrance. The advertisement uses an opening and closing body copy 
below the headline, consequently the sentence; The new fragrance for women. In 
addition, the body copy is the name of the brand name, Lancôme Paris. Furthermore, the 
advertisement uses different families of types and letter variations. The brand name is 
written in serif style, while all other text is written in sans serif letters. The wording 
printed in sans serif is both elegant and modern, and makes the words stand out more. 
However, there is a difference in the use of fonts and sizes of the letters. The headline is 
actually printed with small caps in comparison to the brand name. The body copy is 
written with upper- and lower case letters. Moreover, the text on the advertisement is 
scattered all over the page, but the headline is clearly visible and eye-catching in the 
bottom right corner. Additionally, the advertisement is showing one of the various 
fragrances of Lancôme’s and the text and placement of the text is used in the same way as 
in the fragrance Lancôme Miracle. Conclusively, the letter spacing and legitability are 
normal. 
 
Concerning the Marc O’Polo Midsummer advertisement, the headline can be seen as the 
brand name and the name of the fragrance. The sentence, Two new fragrances for her and 
him, is the body copy and works as both an opening and a closing. The advertisers use it 
to tell that the fragrance is new and that there are examples for both men and women. The 
only difference in the use of text on the two bottles is that the word woman is displayed 
on the women’s bottle, and the word man is displayed on the men’s bottle. The size of the 
text varies through the advertisement. However, the headline is the largest text on the 
advertisement and centered to get the readers’ attention. The headline is repeated on both 
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bottles of fragrance, thus to make it easier to memorize the name. Furthermore, the name 
of the fragrance, Midsummer, is written with caps in sans serif, while the brand name is 
written with both upper- and lower case letters in serif style. The use of sans serif style 
provides clean and sharp edges on the advertisement. Moreover, the body copy does not 
consist of the same letter variation as the headline. When it comes to the space between 
the letters, it appears to be fairly wide. The advertisement used different typefaces but is 
anyway easy to read.  
 
In the Naomi Campbell Sunset advertisement, the headline is at the top of the page. The 
way the model, Naomi Campbell, holds her hands intend on that the purpose with this 
headline is to make the readers aware of the name. Besides, it is also repeated twice on 
the advertisement to make it more memorable. The advertisement has an opening with 
the line; A new fragrance, which is a part of the body copy. This is displayed with quite 
small caps; however, the word new is larger and makes it more recognizable. The body 
copy consists of the same typeface and font as the headline. Furthermore, all text on the 
advertisement is written in sans serif style. The advertiser uses only caps; however, there 
are differences in the size of the letters. The headline is written with a larger size than all 
the other text. The use of the modern and elegant sans serif letters makes it easier to read, 
since there is quite much text on this advertisement in comparison to the other 
advertisements. There are also not much contrasting colors in the use of text in 
comparison to the background. All the above-mentioned text is scattered on two different 
places on the advertisement. The headline is between the woman’s hands at the top of the 
page, and the body copy exists on the page’s lower right corner. Additionally, the 
advertisement uses normal letter spacing.   
 
The headline in the Moschino Couture advertisement is the brand name and the name of 
the fragrance, Moschino Couture. The name is written with large bold black letters, and it 
is therefore easier to catch the name. There is also an exclamations mark after the 
headline, which makes the name more definite. The advertisement does not have any 
body copy, accordingly, the image and bottle itself becomes more attractive than the text. 
Anyway, there is a repeating of the headline on the bottle of fragrance that makes the 
name more memorable. Even though the word Couture cannot be seen fully, since the 
woman’s hand is in the way of it, conclusions can easily be drawn that the word exists on 
the bottle. Furthermore, the letters on this advertisement have different typefaces and 
letter variations. Moschino is written with thick caps in sans serif style, and Couture is 
written with both upper- and lower case letters in cursive style. The size of all the text 
differentiates. The fact that the name of the fragrance is written in cursive is more 
attracting than if it had been written with the same style as the brand name. Additionally, 
the text on the advertisement is justified on the center of the page. The text is written with 
small spaces between the letters. The advertisement is generally easy to read, but the 
cursive word Couture is somewhat harder to interpret.   

4.3 APPEALS IN ADVERTISING 
 
When investigating the appeals in the advertisements, it is evident that all of them use 
only emotional appeals. This, since the advertisements are of a luxury and necessity type, 
and targeting women that are aware of fragrances. The advertisements are not targeting 
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young girls because of the choice of appeals, which are explained further on. The overall 
appeal in the Clinique Simply advertisement is defined as guidance, since the hand is 
showing where the perfume bottle is. Together with the color, it gives the expression of 
purity, curiosity, sweetness and softness at the same time. It is a happy advertisement, 
however not in a humoristic way but in an indirect way. In other words, the advertisement 
appeals directly to the sensitivity of the consumer.  
 
The Gucci advertisement wants to give a sexy look together with giving out an exclusive 
and elegant message. The color and the text, together with the image, are creating a 
mysterious and fashionable look on the whole advertisement, which appeals to attention. 
The woman on the advertisement appears to be looking for attention and being noticed. 
Moreover, the advertisement appears to secretively send out a message of simplicity. This 
gives the feeling that anyone can wear the fragrance.  
 
Considering the Tommy Girl advertisement, the first thing that was observed was that the 
girl on the advertisement provides feelings of individuality and independence. The girl is 
happy, calm and she smiles secretive. This also indicates that she might be hiding 
something. As mentioned earlier, the advertisement does not give a serious adult 
expression, since it is displaying a young and natural girl. Otherwise, the name of the 
fragrance would have been more mature, for instance, “Tommy Woman”. The fact that 
the girl also appears playful adds creditability to the assumption. Anyway, for the reason 
that the girl seems independent makes the advertisement appeal for autonomy. In 
addition, the advertisement also provides feelings of freedom and escape, because of the 
girl’s loneliness. 
 
As the previous advertisement, the Lancôme Miracle advertisement also appeals to 
freedom and escape. The more interesting elements of the advertisement exist within its 
notion of freedom, which is the advertisement’s primary signified concept. The notion of 
freedom is primarily conveyed by the image of this lone woman; who, in her lonesome 
location, seems extremely at ease, and unrestricted by normal life. Furthermore, the softly 
focused quality of the advertisement coloring of light pink is further signifier, which 
contributes to this dreamy image. This advertisement appeals to escape, since the woman 
appears longing away from something. She may be seeking adventure or just desire to 
duck out of social obligations. The appealing for escape is a good emotional aura for the 
product, for instance, “buys this fragrance and you become free”. 
 
The main appeal in the Lancome Attraction advertisement is romance, accordingly the 
need of affiliation. The advertisement reveals an attraction between the man and woman. 
The emotional message could be: “buy this product and you will have the opposite sex 
swarming all over you”. Furthermore, the scent of the fragrance almost streams from the 
advertisement at the first glance of it. The man and the woman are passionately touching 
each other and they are nude so far eyes can see, thus the advertisement also appeals to 
attention. This can develop feelings that the use of the fragrance will generate 
attractiveness. Moreover, the advertisement contains a variety of signifiers, which all give 
the subject an unquestionably heterosexual status. In order to place the theme of sex and 
sexuality on the agenda, the softly colorized advertisement’s acts as the signifier that 
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gives a sense of sensuality to the image. It also gives the appropriate context in which to 
perceive it. Additionally, the advertisement shows attraction, which is the name of the 
fragrance.  
 
As the Lancome Attraction advertisement, the Marc O’Polo Midsummer advertisement 
involves also a man and a woman and the theme of affiliation. Although, the 
advertisement appeals to romance, it focuses more on relationship and friendship. 
Accordingly, it differs some from the previous advertisement’s appeal to romance; the 
advertiser could well be hoping that the depiction of friendship and romance will kindle 
in the reader and affiliate sensation that would at some level come to be linked with the 
fragrance. The facial expressions and the smiling faces suggest that the couple is enjoying 
each other’s company. The dancing couple in the background also contributes to the 
happy appeal. Additionally, this advertisement can also be seen be appealing aesthetic 
sensation. The couple dancing in the background is making the advertisement more 
attractive and creative. On the other hand, the sky looks very exciting and is not in 
harmony as the other graphic. This impression is given because of the mysterious 
coloring. Furthermore, the feeling of mystery is also provided by the Naomi Campbell 
Sunset advertisement.  
 
The Naomi Cambell Sunset advertisement has many appeals. The main appeal is 
attention, thus her mysterious look and the way she keeps her arms intends on that. There 
is also nudity in this advertisement. Moreover, it was designed to appeal to women. The 
advertisement intends to make women feel that this fragrance will bring attributes, and 
this will in turn bring attention. This could actually happen and it is what motivates 
people to buy a certain fragrance. The advertisement involves the need to be looked at 
and being noticed. This advertisement is trying to make the audience curious about the 
woman’s mystique expression. The physical tension works as an invitation to use the 
fragrance. In addition, Naomi Campbell herself is the model on the advertisement. That 
makes the advertisement more trustful, and people can knit the fragrance with the brand 
name much easier. For the reason that she is a celebrity, makes the advertisement also 
appeals to guidance. 
 
The Moschino Couture advertisement puts the product in the center and focuses on 
getting attention to the bottle of fragrance. The way the woman holds the bottle indicates 
that the fragrance bottle is in focus and should be noticed. Furthermore, the appeal is 
dominant to some extent. This, since the woman has a strict haircut with sharp lines, red 
lip and nails, and a somber expression. The woman’s bleakness and the way she holds the 
bottle intends on that. In addition, the advertisement also provides cold, clinical and 
snobbish feelings. The woman appears to have control over everything and this is shown 
by the way she is hiding her breasts. Moreover, the fact that she is nude and aiming for 
being noticed, tells that the advertisement also uses the appeal for attention. Although, 
this advertisement appears to be simple, its connotative meanings allow interpretations of 
it to be a pragmatic one. This, since its signifiers have particular relevance regarding the 
context of the advertisement. One such group of signifiers is the advertisement’s colors. 
The advertisement strongly relies upon this use of photographic imagery. Thereby, the 
advertisement also appeals to aesthetic sensations.  
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5 DATA ANALYSIS 
 
The previous chapter brought up the empirical data collected by the observations. The 
observations from the single-case are compared to the conceptual framework, in order to 
discover similarities and differences. In this chapter the collected data will be compared 
to previous research. We will reduce the data through making a within-case analysis, and 
thus oraganize the information. Then, the data will be displayed in matrices to make it 
easier to finally draw and verify conclusions in the last chapter.  

5.1 COLOR IN ADVERTISING 
 
The use of black-and-white is often connected with a cheaper appearance, because it is 
less expensive than an advertisement without color and stands out if everything else is in 
color (Moriarty, 1991). Nevertheless, after analyzing the Gucci advertisement, the pattern 
shows that it gives the opposite result; an exclusive and elegant look. It caught the eye 
quickly since it differs exceptionally from the other advertisements to a large extent. For 
that reason it corresponds to Moriarty’s (1991) theory that suggests that black-and-white 
can be used as a differentiation tool, and this is exactly what Gucci has in mind. 
However, the small element of pink in the advertisement is also a contributing reason for 
making it differ from an advertisement totally in black-and-white.  
 
The observations within this research show that many of the fragrance advertisements use 
red and pink, as well as light brown as their dominant colors. These shades are commonly 
used since the analyzed fragrance advertisements are directed to women and therefore 
want to reflect romance, sensuality and sexuality. According to Grossman and 
Wisenblit’s (1999) theory, red and pink evoke these kinds of feelings and is therefore 
used with a specific purpose in mind. Hence, it responds to the theory since the meaning 
of these colors matches up with the target group. 
 
The analysis of the various fragrances within the fragrance industry showed that light 
brown and beige is often associated with bare skin, purity and sensuality. According to 
Grossman and Wisenblit’s (1999) theory, nuances of brown are associated with soil and 
earth. Hence, the advertisements in light brown correspond to theory since soil and earth 
reflects nudity, which is shown in many of the advertisements. Pink reflects sweetness, 
heat and passion, and lighter nuances of red are used to develop romantic feelings. 
However, a sharp and dark red color develops feelings of power and property. This 
matches the theory since Grossman and Wisenblit (1999) suggest that red is connected to 
blood and fire, while Klein (2001) states that pink is a mirror of love and is united to 
women. The use of violet is also in correspondence to Klein’s (2001) theory since it 
indicates feelings such as mystery, luxury, sensuality, and depth of feelings. Furthermore, 
white gives a vision of purity and coolness and works as a stylish feature. It correspond to 
theory which suggest that white is symbolic for emptiness and purity (ibid). However, 
according to Grossman and Wisenblit (1999), white is also connected to innocence, 
which is not a feeling that has been observed. The observations prove the opposite; white 
gives an expression of strength and a good self-esteem that brings a message to be proud 
of being a bit guilty. Hence, this does not therefore match the theory. Blue and green 
symbolize freshness, healthiness and youth in the analyzed advertisement. Blue is 

 49



  DATA ANALYSIS 

connected to the sky in Tommy Girl, and the green grass is the second largest color 
element in the advertisement. Therefore, earth and sky is connected to each other, which 
are in correspondence Grossman and Wisenblit’s (1999) theory, which claims that green 
color reflects nature, life and youth. Moreover, black is often used as a contrasting color 
on the text of the brand name or the name of the fragrance. Black is observed to be a 
color that is used to give an expression of power and elegancy, which is in respondance to 
the theory by Grossman and Widsenblit (1999). Yellow is connected with fire and 
morning light, as well as sunset in the various advertisements. This is in accordance to 
theory, which states that yellow reflects warmth and sun (ibid). The pattern that arose 
when analyzing the advertisements can be seen in Table 5.1 below. 
 
Table 5.1: Color Symbolism of Advertisements 

Advertisement Color Warm/Colds colors Exciting/Calming 
Clinique Simply Light brown/yellow W C 
Gucci Black-and white/pink C C 
Tommy Girl Blue/green C E 
Lancome Miracle Pink W C 
Lancome Attraction  Beige/yellow W C 
Marc O’Polo Midsummer Red/pink/black W E 
Moschino Couture White/red/black C C 
Naomi Campbell Sunset Pink/violet W C 

W = Warm Colors E = Exciting 
 C = Cold Colors C = Calming   
 
As viewed in Table 5.1 above, most of the analyzed fragrance advertisements use warm 
colors, and most of them are considered having a calming and relaxing effect on the 
reader. However, most of those that use primarly cold and cool colors are also more 
calming than they are exciting and chilly. This is not in correspondence to Crozier’s 
(1999) theory about cold colors, which says that cold colors are giving more feelings of 
excitement than warm colors do. Moreover, Clinique Simply, Naomi Campbell Sunset 
and Lancôme Miracle are three of the advertisements that are using warm colors such as 
light brown respectively pink. This gives the advertisements a comforting and soft 
appearance, which is in correspondence to the theory about warm colors claimed Crozier 
(1999), who state that warm colors are calming and cold colors are exciting. However, 
the advertisement of Marc’O Polo Midsummer has dominating warm colors, but still 
gives feelings of excitement. Nevertheless, this single advertisement does not respond to 
the theory by Crozier (1991) stated above. 
 
The symbolic use of color in the various fragrance advertisements response to the theory 
in a way that the colors is used to express feelings about how the fragrance will appear 
and smell like, such as soft, sporty or elegant. Moriary (1991) has stated that different 
colors evoke different feelings. The readers should be able to decide or have a feeling, 
with the help of the colors together with the other elements in the advertisement, what 
kind of scent and personality the fragrance has. Nevertheless, many various 
advertisements commonly use the colors of the actual fragrance, or the bottle of 
fragrance, in their advertisement. For example, Moschino Couture uses the colors red and 
black in a sharp and contrasting way on the bottle of fragrance. Yet, the advertisers use 
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these colors in the same and contrasting way on the entire advertisement. The content of 
the perfume Clinique Simply is in light brown and yellow colors, and it has the same 
colors on the background throughout the whole advertisement. This is a smart way of 
repeating the brand, which is exactly what color is supposed to do according to Grossman 
and Wisenblit’s (1999) theory, which asserts that advertisers can, with the help of 
associations around colors, create meanings for particular colors or develop a brand 
image around color. 

5.2 TEXT IN ADVERTISING 
 
Most of the advertisements use the name of the fragrance as a headline, which makes it 
easier to convey the message. This is in accordance to Wells et al.’s (2000) theory, which 
implies that the headline is a key element in print advertising, because it mostly passes on 
the message in order to make people get the point of the advertisement. All of the various 
headlines in the analyzed advertisements show that the headline, the name of the 
perfume, first and foremost draws all attention from the other text. Hence, the headline is 
the most important text element in the advertisements and it is therefore essential that it is 
clearly visible. Data observations show that most of the advertisements have a well 
working headline, and that the attention goes directly to the headline because of the other 
elements in the advertisement. This can be shown in the advertisement Moschino 
Couture, where the black colored headline is placed around the bottle in a contrasting 
way. This is in accordance to Wells et al.’s (2000) theory, which suggests that the 
headline works as a method to grab attention and communicate the creative concept 
together with the visual. Further observations on the justification will be presented later 
in the text.  
 
Wells et al. (2000) also claim that the headline is the largest text and the most vital part in 
print advertising. Patterns show that the headline is not always the most vital and most 
capture taking element in fragrance advertisements. The observations show that the color 
is the most vital part within fragrance print advertisements, because color is the element 
that is first thing noticed when looking att the advertisement. Consequently, it does not 
respond to Wells et al.’s (2000) theory. Furthermore, the headline is the largest text on all 
of the advertisements, except from one (Lancome Attraction), and is therefore in 
accordance to Wells et al.’s (2000) theory to some extent.  
 
Taglines are not commonly used by the various fragrance advertisements. It was observed 
that only two of eight advertisements have well defined taglines. However, there is no 
visible connection tied between the two of them. Moreover, the taglines used are not 
affecting the memorability of the brand or the name of the fragrance to a great extent. It 
was observed that it takes time to memorize a tagline. As a result, the theory of using a 
tagline to help the reader remember the brand name or the name of the fragrance is not 
observed in this study. The observations show that the taglines are the second or third text 
element noticed; hence they are not of a significant meaning. One pattern shows that 
focus is put on remembering the brand name or the name of the perfume instead of 
remembering a tagline. Hence, the tagline is just used as an attempt to strengthen the 
name of the fragrance. Consequently, the analysis of the taglines is not in accordance to 
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Wells et al.’s (2000) theory, which claims that taglines are often catchy and memorable 
phrases used at the end of an advertising to complete the message. This is because the 
few advertisements that use a tagline will not help to remember the brand name in a 
better way. The patterns of the use of taglines and further observations are stated in Table 
5.2 below. 
 
Table 5.2: Issues Concerning the Body Copy 
Advertisements Opening Closing Tagline/slogan 
Clinique Simply “The new perfume” Same as opening 

(unnoticeable web page 
address) 

 

Gucci “Introducing Eau de 
Parfum II” 

Same as opening  

Tommy Girl Tagline works as an 
opening 

Provide web page address “A declaration of 
independence” 

Lancome Miracle Tagline works as an 
opening 

Same as opening 
(slightly unnoticeable web 
page address) 

“You make it happen” 

Marc O’Polo Midsummer “Two new fragrances for 
her and him” 

Same as opening 
(unnoticeable corporate 
signature) 

 

Naomi Campbell Sunset  “A NEW fragrance” Same as opening 
(unnoticeable corporate 
signature) 

 

Moschino Couture  (unnoticeable corporate 
signature) 

 

Lancome Attraction “The new fragrance for 
women” 

Same as opening 
(Slightly unnoticeable web 
page address) 

 

 
Based on patterns, there is no definite body copy in the various advertisements. The body 
copy is often a short sentence or two, existing of two words or more, which is printed in 
smaller type than the display line. The fact that the body copy is written in a smaller type 
measurement is in accordance to Wells et al.’s (2000) theory, which claims that the 
headline is the largest text in the advertisement. The pattern that appeared when it comes 
to the actual opening and closing of the body copy is that most of the advertisements have 
the word new in it. For instance, Clinique Simply introduces with the line The new 
perfume and uses it also as a closing. Naomi Campbell Sunset starts off with the line a 
NEW fragrance, and the pattern continues in most of the advertisements. Moreover, the 
definition of the body copy can be hard to acknowledge, because it works as both an 
opening and a closing in most of the analyzed advertisements. Furthermore, one thing 
noticeable is that the advertisements have no existing body of the body copy; just an 
opening and a closing. Consequently, the correct use of body copy does not correspond to 
Moriarty’s (1991) theory, which suggests that a well developed advertisement should 
have a body copy consisting of three vital parts; a well defined opening, a body of the 
actual body copy and closing.  
 
Moriarty (1991) claims that the final function of the closing is to provide the corporate or 
store signature. This can be a distinctive logo or name of the company and is expected to 
be at the bottom of the advertisement. The logo is found in most of the advertisements but 
is not placed at the bottom of the advertisemen and therefore it responds partwise to 
Moriarty’s (1991) theory. Furthermore, Wells et al. (2000) assert that a closing is often 
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ended with a call to take action with instructions on how to respond. This theory 
corresponds in some cases to the observations where the actual web page address was 
addressed below in the advertisement. Additionally, four of eight advertisements have a 
defined closing provided in form of showing the web page address. However, only one of 
these four advertisements has the web page noticeable and clearly visible at the end of the 
advertisement. Tommy Girl is the only advertisement that actually has a real closing, in 
form of its web page address under the tagline. This provides information about how to 
call to action, in other words respond to the company. Even though many of the other 
advertisements also display the web page address, the text is usually provided in the left 
corner in a very small and slightly noticeable letter measurement. In view of that, it is 
considered to not work as a closing and a call to action, as the theory suggests.  
 
Typographic issues tend to be in various forms in the analyzed fragrance advertisements. 
The patterns that have arisen are shown in Table 5.3 below.  
 
Table 5.3: Typographic Issues 
Theory Clinique Simply Gucci Tommy Girl Lancome Miracle 
Families of type Same Same Different Same 
Font All caps All caps Lower case All caps/lower case 
Letter variations Sans serif Sans serif/serif Sans serif/serif Sans serif/serif 
Type measurement Average Large Average Average 
Justification Bottom right corner Centered in the 

middle 
Centered at the 

bottom 
Scattered all over the 
page – the headline 
centered to the left  

Legibility Easy Easy but not much 
contrast 

Easy but lots of color 
surrounding  

Easy but not much 
contrast 

Letter spacing Normal Wide Normal Fairly wide 
Theory Lancome Attraction Marc O'Polo 

Midsummer 
Naomi Campbell 

Sunset 
Moschino Couture 

Families of type Different Different Same Same 
Font All caps All caps/upper- and 

lower case 
All caps All caps/upper-and 

lowercase/cursive 
Letter variations Sans serif/serif Sans serif/serif Sans serif Sans serif/serif 
Type measurement Average Average Average Average 
Justification Scattered all over the 

page – the headline 
in the bottom right 

corner 

Centered in the 
middle 

Scattered all over the 
page – the headline 
centered at the top 

Centered in the 
middle 

Legibility Easy Easy Easy but not much 
contrast  

Easy/Hard 

Letter spacing Normal Fairly wide Normal Small 
 
Patterns show that more than half of the advertisements use the same families of type in 
various sizes and fonts. The other advertisements have often divided up the name of the 
fragrance in a different typing than the body copy. One example is Marc O’Polo 
Midsummer, which has the name Marc O’Polo written in one typeface, while Midsummer 
and the closing is written in another type of family. However, this is exactly how it is 
written on the actual bottle of the fragrance, and is therefore only repeating the brand 
name by having the same appearance everywhere. In addition, families of type is creating 
a personality of the brand and the name of the fragrance that responds to Wells et al.’s 
(2000) theory, which claims that different typefaces have distinctive personalities and add 
mood and feeling to a message. 
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All of the analyzed advertisements use sans serif style that gives the text a more modern 
appearance. However, six of eight fragrance advertisements use both letter variations in 
their display copy and body copy. This responds to Wells et al.’s (2000) theory, which 
suggests that sans serif should be used to give a more modern appearance and be cleaner, 
because of its simplicity. Patterns show no direct separation between the usage of these 
various letters, and for that reason it also strengthens Wells et al.’s (2000) theory, which 
has not found any real difference in legibility between serif and sans serif style. 
 
The use of various fonts is different when it comes to the analyzed advertisements. The 
most commonly used posture is to have all letters in caps, which gives an expression of 
simplicity in comparison to small letters. According to Wells et al. (2000), the posture 
can differ from the normal upright letters to a certain style in print advertising, and the 
study is therefore in accordance to theory. However, no information is stated on the 
effects of using different fonts, which is a lack in theory. 
 
Another pattern noticed is that the justification of the text is in most cases centred around 
the bottle of perfume. The name of the perfume, written on the bottle of fragrance, is 
many times used as a repeating of the brand, while the rest of the text is either on the side 
of the bottle or beneath it. However, Wells et al.’s (2000) theory only brings up the two 
most common types of justifications, which are ragged right and centred position. 
Consequently, since most of the text elements are provided around the bottle of perfume 
on various places, it is a lack in theory. Nevertheless, the observations show that the most 
commonly used type of justification is the centred position and are therefore in 
correspondence to Well et al.’s (2000) theory. 
 
Based on the observation, letter spacing is normal in four advertisements. The one that 
differs to a great extent is Gucci, which has larger space between the letters in 
comparison to the two that have fairly wide letter spacing. Lancôme Miracle and Marc 
O’Polo Midsummer have a fairly wide letter spacing and therefore they do not use the 
letter spacing in such a contrasting way as Gucci. Moreover, Moschino Couture was the 
only one with a small space between the letters. This is in accordance to Moriarty’s 
(1991) theory, which concludes that the amount of space between letters in a word can 
vary in different advertisements. 
 
When it comes to the legibility, the text is easily noticeable in all of the advertisements. 
However, Lancôme Miracle and Naomi Campbell Sunset were not that sharp as the others 
in comparison to the background. A pattern shows that they are written with the same 
technique when it comes to the use of color in the text, since they are both advertisements 
totally in pink and evoke romantic feelings. Therefore, the advertisers use white 
respectively yellow to make it softer and not too noticeable. Furthermore, both of the 
advertisements are deliberately using weak colors in the same nuance as the background 
to give a certain appearance, but it gives a vague expression. The same unclear 
expression can be seen in the Gucci advertisement. Consequently, this is in accordance to 
Wells et al.’s (2000) theory, which suggests that if there is an insufficient contrast, the 
advertising message will be hard to read and readers will most likely pass it by. Gucci has 
also no strong contrast color on the text elements. The white text on a black-and-white 
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background makes it harder to read. Yet, with its large size and with its special design of 
black-and-white, it is something that attracts anyway. Tommy Girl is not that easy to see 
either since it has a lot of color elements surrounding the text. This gives the eye no place 
to rest and the total advertisement is giving a message of being messy. Nevertheless, that 
is what it is suppose to do since it is a sporty fragrance and has an appeal to escape. 
Lastly, Moschino Couture has a typing that is quite hard to read. The word Moschino is 
easily read while Couture is more complex, since it is written in cursive style. This is 
however because the whole advertisement gives the message of elegancy and 
exclusiveness in an easy manner. The whole advertisement is very simple, and by having 
Couture in cursive makes it harder to read and the advertisement gets a complete 
different message. This is in accordance to Wells et al.’s (2000) theory, which claim that 
having cursive text might not always bring forward the message correctly in this context. 

5.3 APPEALS IN ADVERTISING 
 
Concerning appeals companies appear to advertise in the way they consider to be the 
most effective. Therefore, in fragrance advertisements appeals that are used are emotional 
appeals, and first and foremost attention. The data observations corresponds well with the 
theory by Fowles (1985), and Zeitlin & Westwood (1986), who both argue that emotional 
appeals are more often used in cosmetic advertisements. The observations are also in 
accordance with the theory by Stout and Rust (1993), which suggests that emotional 
appeals better suit women and older people, since the advertisements are not targeting 
young girls. As Chandy et al., (2001) argue that consumers’ knowledge about particular 
products affects the interpretion of the advertisement. Women have a tendency to be less 
motivated to process informational advertisements in relation to emotional 
advertisements if they are alreade aware of the product. This theory seems to correspond 
with the observation regarding the use of only emotional appeals in the fragrance 
advertisements. Thus, the advertisements are targeting women that are aware of modern 
fashion and different types of lifestyle products. Moreover, the emotional appeals that 
were observed in the advertisements are shown below in Table 5.4.  
 
     Table 5.4: Emotional versus Rational Appeals 
    Advertisements Emotional  appeals Rational appeals 

Clinique Simply  Guidance  
Gucci  Attention  
Tommy Girl Escape, autonomy  
Lancôme Miracle Escape  
Lancôme Attraction  Affiliation  
Marc O’Polo Midsummer Aaffiliation, aesthetic sensation  
Naomi Campbell Sunset Attention, guidance   
Moshino Couture Dominate, attention, aesthetic 

sensation 
 

 
 
 
 
 
 
 
 
 
 
As Fowles (1985) suggests that certain advertisements have their emotional appeal in the 
text but for the greater number the appeal is by far contained in the artwork.  
Data observations show that the emotional appeals in the eight fragrance  
advertisements are shown in both the artwork and the text. For instance, in the  
advertisements Clinique Simply, Tommy Girl, Lancôme Attraction and Marc O’Polo  
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Midsummer, the advertisements’ artwork and text are appealing similar feelings. Thereby, 
they are using association appeals since the advertisements connect the product with a 
certain type of person who uses the product. These appeals will however be discussed 
later.  
 
According to the theory by Fowles (1985), the need for affiliation is usual in the cosmetic 
industry. The data collection also shows that many of the analyzed advertisements appear 
to be appealing affiliation in different forms, hence romance and friendship. Both the 
advertisements Marc O’Polo Midsummer and Lancôme Attractions were appealing 
affiliation, however in different forms. The Marc O’Polo Midsummer advertisement 
appeals joyful romance and friendship with the happy couple touching each other in a 
gentle way, while the Lancôme Attraction advertisement appeals romance but also more 
sexual feelings. These advertisements were the only ones imaging both a man and a 
woman. Advertisements with both a man and a woman tend to be pictured in a way that 
the couple’s presence relates to the advertised product. Moreover, a connection can be 
seen between the two advertisements and the theory by Fowles (1985), accordingly, since 
they follow the stated theory. The head of the male is higher than the female’s, and there 
is intimacy between them to some extent. These advertisements are probably attracting 
many consumers who seek affection.   
 
It was observed that the advertisements are frequently appealing mysterious feelings. The 
feelings are in accordance with the theory of need for attention, since all the models on 
the advertisements have a secretive expression on their face. The data observations show 
that the appeal for attention is very common. According to Fowles (1985), the cosmetic 
industries exist just to serve the appeal to attention; since that is the way they advertise 
their products. Additionally, the products are aimed at women whose worth has been in 
their attractiveness, and want eyes upon them. This can be seen in the advertisements; 
Gucci, Naomi Campbell Sunset and Moschino Couture. These advertisements are all 
targeting women. In other words, the data is in accordance with the theory.   
 
Nevertheless, the appeal for attention can easily be confused with the sex appeal. 
However, most nudity in advertising is an appeal to a need for attention, usually women 
needing it from men. This can be shown in that a naked woman in Cosmopolitan 
probably points to an appeal for attention, while a naked woman in the adult magazine 
Penthouse more likely signals a sex appeal. The fact is that the audience is a very 
important factor when analyzing appeals. This above mentioned is in accordance with the 
theory by Fowles (1985).  
 
Patterns indicate that the Lancôme Miracle advertisement appeals to freedom, jointly 
with the Tommy Girl advertisement. The theory by Fowles (1985) is observed to be in 
accordance with the data collected regarding freedom and escape. Both advertisements 
tend to be seeking adventure, and the appeal gives an emotional aura for the fragrances. 
The passing reader is invited to depart his everyday life for a more carefree experience, 
preferably with the product in hand. Furthermore, according to the theory by Fowles 
(1985), the appeal for escape is often in conjunction with the need for autonomy. This 
corresponds well with the data observations concerning the Tommy Girl advertisement, 
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which also appealed to autonomy in form of independence. As mentioned, the girl is 
providing feelings of integrity and independency. Moreover, there is a distinct difference 
in the advertisements Tommy Girl and Gucci. Tommy Girl appealed playful emotions, 
while the Gucci advertisement appealed more serious emotions.   
 
According to Fowles (1985), the artwork is very important and beauty attracts people. 
Classic art and dance can actually make people feel creative and enhanced. This aesthetic 
sensation appeal occurs in the two advertisements Moschino Couture and Marc O’Polo 
Midsummer. The couple dancing in the background is making the advertisement more 
attractive and creative. On the other hand, the sky looks very exciting and is not in 
harmony as the other graphic. This impression is given because of the mysterious 
coloring. As can be seen in the Naomi Campbell Sunset advertisements, aesthetic 
sensation is shown in the use of distinctive colors. 
 
As mentioned, the woman in the Moschino Couture advertisement appears to be 
controlling and powerful. The data responds with the theory by Fowles (1985), hence the 
need to dominate. The author mentions that the need to dominate is also used with 
women in many campaign themes, however mostly it is used in a masculine environment. 
Anyway, the woman on the advertisement appears to be strong, accordingly people who 
lack this power may look for this advertisement.  
 
Based on patterns, the Clinique Simply and Naomi Campbell Sunset advertisements 
provide that the appeal for guidance is used in the both advertisements, but in different 
ways. Consequently, these coincide with the theory suggested by Fowles (1985) 
regarding the need for guidance. The Clinique Simply advertisement uses guidance in the 
way that the hand is used as a guidance to show where the fragrance bottle is, while the 
Naomi Campbell Sunset advertisement uses a celebrity, hence Naomi Campbell as a 
model. Consequently, both the advertisements want consumers to take guidance from it. 
Furthermore, the Clinique Simply advertisement also appeals sensitivity, because of the 
purity and softness of the advertisement. These emotions do not correspond with any of 
the appeals mentioned in the literature chapter, most possibly these are features and not 
appeals.    
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6 CONCLUSIONS AND IMPLICATIONS 
 
This last chapter will first present the main findings and conclusions based on our 
research. The purpose of these conclusions is to answer our research questions. Each of 
these questions will be answered in different sections. Finally, implications for 
management, theory, and further research are presented. 
 

6.1 HOW CAN THE USE OF COLOR IN PRINT ADVERTISINGT BE 
DESCRIBED? 
 
This study found that color is an important element within fragrance advertisements. The 
color of the fragrance bottles prescribes the colors of the advertisement. We believe that 
they are a reflection of the products and help to recognize the brand. Hence, since the 
colors used on the advertisement are in similar nuances as the product itself. We found 
that the use of the same colors in the entire advertisement, as the color of the fragrance, 
makes it is easier to give the fragrance a personality. Additionally, in that way it can 
easier be connected to the scent of the fragrance. Conclusively, the use of colors is a well-
working method of capturing feelings and therefore works as a repeating of the brand. 
Hence, the role and importance of this color scheme in all the advertisements shows that 
colors are part of an organized system. 
 
After analyzing the advertisements, we found that black-and-white is giving the opposite 
message from what we thought from the beginning, and what the theory suggests. Black-
and-white advertisements actually give us an impression of elegance and exclusiveness 
that made the advertisement look very expensive and lavish. We believe that a black-and-
white background is used to enable the product to step forward by providing a simple 
background to a colored product. However, the advertisement does not encourage 
feelings of being inexpensive. We think that the small pink element can be the reason 
behind our thoughts. Another thing that can be the reason behind the elegant and 
expensive appearance is that the Gucci advertisement was provided in the beginning of 
the magazine, next to the table of contents. In an indirect way, it is easy to assume that 
the advertisers behind the fragrance pay a more expensive amount of money to have their 
advertisement in the beginning of the magazine. This can also contribute to people’s 
understanding of the advertisement. Finally, a third factor influencing the appearance is 
believed to be our own experiences with the brand. This can be an extensive cause in how 
we persuade the advertisement. 
 
Warm colors are most commonly used by the analyzed fragrance advertisements, 
especially pink and light brown nuances. We believe that the reason behind it is that the 
advertisements’ target group, young women, tend to be attracted to warm and emotional 
feelings. Furthermore, women tend to be drawn to romance, attraction, heat and passion, 
and this is exactly what most of the fragrance advertisements reflect. The beige and light 
brown nuances are often used to show skin and nudeness in the various advertisements. 
The fragrance advertisements also often show intimacy, and this is also what can be 
related to women personalities.  
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We conclude that darker and more contrasting colors are often used to highlight 
important text elements that should be in focus. The dark colors on the text elements are, 
according to us, considered to appear more legible than advertisements with light and 
vague colors. We consider the distinctive colors are a method that helps to focus attention 
on the right messages in a specific order. 
 
We believe that the reason behind why the use of white sometimes differs from what the 
theory says is because the image surrounding it and the contrasting colors used, can affect 
the interpretation of white tremendously. White sometimes appeared to reflect territory 
and be more dominant than the theory suggested.  
 
From the previous discussion, we can conclude the following: 
 

 Color is associated with feelings and evokes emotions that affect and form the 
message of the advertisement.  

 
 The color of the fragrance is often used as a dominating background color 

throughout the whole advertisement. 
 

 Black-and-white advertisements reflect elegancy and give the impression of being 
expensive. 

 
 Warm colors are used in most of the advertisements, whereas pink and light 

brown are two of the most commonly used colors.  
 

 Dark and more contrasting colors on the text elements are considered to appear 
more legible than advertisements with light and vague colors in comparison to the 
background. 

 

6.2 HOW CAN THE USE OF TEXT IN PRINT ADVERTISING BE DESCRIBED? 
 
We found that the headline is not such an “outstanding” element when it comes to 
grabbing attention. Since fragrance advertisements do not have any specifically long and 
explanative body copy, the headline is not the most vital element. The ruling element is 
the color and shapes the consumer’s mind of how the fragrance smells. We believe that 
the use of the right and appropriate color, both in the background, as well as the color of 
the text is the most important element. 
 
The meaning of the text is reflected in the entire advertisement. The text has often the 
same appearance and color of what it expresses, which makes the use of color an 
effective way of repeating the brand. 

Furthermore, the brand name or the name of the fragrance is often working as the actual 
headline in most of the advertisements. The analysis shows that the brand name and the 
name of the fragrance want to be seen first, just in case the reader is in a hurry and do not 

 59



  CONCLUSIONS AND IMPLICATIONS 

have time to observe the advertisement more carefully. We believe that the name of the 
fragrance is chosen to be the headline, since it is easier to remember the brand and also 
because it wants to develop certain feelings about the fragrance right away. Moreover, the 
headline is the largest text element in almost all of the advertisements, and we believe 
that the size is larger just because the brand name or the name of the fragrance is the 
actual headline, as stated previously. Therefore, we believe that it is bigger since it wants 
to work as a function to help remembering the brand name easier. 

A noticeable thing is that none of the fragrance advertisements have any real and well-
defined body copy. The most common way is to have a headline and one or two short 
sentences where the advertisers most often explain that it is a new perfume. We think that 
the reason behind the lack of a real body copy can be that it is hard to express and explain 
a perfume. It is rather easier to evoke feelings by using the right images and colors on the 
advertisement. 

Many of the advertisements have a barely noticeable call to action. The web page address 
was found on the side of the advertisements that provided one, and it was written in such 
a small size that we do not believe that it will be noticed. We believe this is since the 
advertisers assume that the product is easy to find; many people know where to buy the 
product and the product can be provided in many places. We believe that the Tommy Girl 
advertisement provides the company’s web page address and logo noticeable also to 
market their other product areas.                     

The justification is placed around the bottle of fragrance in many of the analyzed 
advertisements. We believe that this places all the focus to the bottle where the brand 
name is written, and therefore it is a way for the advertisers to guide the readers to the 
bottle, and help them remembering the brand. 

Other typographic issues concerning families of type, fonts, letter variations, legitability, 
type measurement, and letter spacing have a tendency to vary depending on the 
advertisement. Conclusively, we believe that it depends on what message the specific 
advertisement wants to bring. Therefore, the advertisers use various typography to form 
and to give the message a certain approach. The use of sans serif is found to be very 
common among the analyzed advertisements, which gives them a more modern 
appearance. Conclusively, we believe that the reason behind this is because most of the 
perfume advertisements want to be modern, since we think that the aim is to target and 
attract young women. 

From the previous discussion, we can conclude the following: 
 

 The headline is not always a capture-taking element in print advertisement. 
 

 Fragrance advertisements are more likely to use the brand name or the name if the 
fragrance as the headline. 

 
 The size of the headline is larger than the other text.  

 60



  CONCLUSIONS AND IMPLICATIONS 

 Advertisements within fragrances have no well-defined body copy, instead they 
use the headline together with non-verbal elements to convey the message. 

 
 Call to action does not fulfill its purpose because the web page address is often 

unnoticeable on the advertisements. 
 

 The text is most often justified around the bottle of fragrance. 
 

 The use of letter spacing, type measurement, letter variations, legitability, fonts, 
and families of type tend to vary between the advertisements. These elements are 
adjusted in different forms to express the message of the advertisement in a right 
way. However, one noticeable thing is that the use of sans serif is more common. 

6.3 HOW CAN APPEAL IN PRINT ADVERTISING BE DESCRIBED? 
 
Print advertisements can be divided into two different appeal categories, which are 
emotional- and rational appeals. This study found that fragrance advertisements targeting 
women are using emotional appeals. These appeals tend to be more effective when 
advertising cosmetic products, because women tend to feel more empathy toward 
emotional advertisements compared to rational advertisements. Moreover, women also 
have a tendency to be aware of their appearance and put efforts in their attractiveness, 
since they want eyes upon them. Only emotional appeals are used in the fragrance 
advertisements to prevent that they are negatively responded, consequently, because 
many women are already aware of these products. 
 
A single fragrance advertisement can be using several emotional appeals, hence 
providing a lot of different feelings. We believe that fragrance advertisements most often 
provide several appeals. However, the individual perception is deciding what kind of 
feelings the particular advertisement is providing. Moreover, we found that many of the 
fragrance advertisements had their emotional appeal in both the artwork and the text. On 
a simple level it is easy to deduce two obvious things regarding appeals in most of the 
fragrance advertisements. Firstly, that the image serves both the product and the appeal, 
and secondly, that the text is a physical reiteration of the message appeal. Consequently, 
the text is affecting the understanding of the appeal, and linking the fragrance with a 
certain type of person or a situation where the product is used. 
 
The use of appeal for attention tends to be a common used communication technique in 
fragrance advertisements. This was the most usual appeal in our case, and used in 
different forms in the advertisements. Nudity was a common ingredient in the 
advertisements that appeals to attention. For the reason that there is nudity in the 
advertisements, it can easily be mixed up with the sex appeal. Therefore, it is important to 
consider the audience when analyzing fragrance advertisements. We found out that there 
is a big difference in the two appeals, sex and attention. In addition to the need for 
attention, we found that fragrance advertisements are often appealing feelings of 
affiliation, heat and passion. Many of the advertisements provide also feelings of mystery 
and freedom, and are aesthetically pleasing.  
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From the previous discussion, we can conclude the following: 
 

 Fragrance advertisements targeting women use emotional appeals.  
 
 One fragrance advertisement can use several emotional appeals; it depends on 

how the message is understood.   
 

 The use of attention and affiliation appeals is most common in fragrance 
advertisements.  

 
In general, we found that all the elements; color, text and appeal tend to relate to each 
other in fragrance advertisements in Swedish women’s lifestyle/fashion magazines. 

6.4 IMPLICATIONS 
 
In this final section we will give our final recommendations, and these will be based on 
our conclusions. Firstly, implications to the management of companies producing 
fragrance advertisements are based on the findings in this thesis. Further, we will also 
give implications for theory and future research within our area of study.  

6.4.1 Implications for Management 
Some implications concerning management can be done by the previous study. These 
issues stated below can be useful when considering the message design in print 
advertisements.  
 

 Managers should use colors that symbolize the message of the product. Warm 
colors are found to be more eye-catching than cold colors, especially in 
advertisements targeting women.    

 
 In the case of fragrance advertisements, it is wise to use the name of the product 

as a headline. The body copy should not consist of too many words, because it is 
considered to be more effective to use non-verbal elements to express the 
message. Furthermore, by displaying the text around the products puts focus on 
the actual product.  

 
 Our findings show that several appeals can be used in one single advertisement. 

This is because advertisements can be perceived differently among people. 
However, color, text and appeal are a good way of repeating the product, if they 
are used correctly in an appropriate manner. The elements should congruence to 
give the right message.   

6.4.2 Implications for Theory 
Our overall purpose with this research was to explore and ultimately gain a better 
understanding of the elements used in advertising messages within the Swedish print 
media. Previous research in the area of color, text and appeal in print advertisements 
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provided theories and a base to build a conceptual framework for this study. This thesis 
described how advertisers are using color, text and appeal as a message in print 
advertisements targeting women. By drawing conclusions based on analyzes and previous 
research, we have begun to explain how the color, text and appeal can be described.  

6.4.3 Implications for Future Research 
After performing this study some interesting research opportunities arouse within our 
research area. The rapid development of today’s fashion industry affects people’s 
understanding of advertising messages. International countries more and more influence 
the Swedish print media. As a result, this area of research would be interesting to study 
also in the future. Some suggestions of research opportunities are: 
 

 The same research can be performed in a quantitative study, and thus measure the 
frequency of what colors, text and appeal that are frequently used (via e.g. a 
consumer survey). This would increase the validity on the study. 

 
 Conduct the same research for men’s lifestyle/fashion magazine and see the 

possible differences. 
 
 To get a more extensive result, focus can be given on one of the elements: color, 

text or appeal. Therefore, to narrow the study down and to get a wider result.  
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  APPENDIX A 

 

CHECKLIST FOR OBSERVATION – ENGLISH VERSION  
 
 
RESEARCH QUESTION 1: How can the use of color in print 

advertising be described? 
 
 Color versus Black-and-White 

- If a popular and winning brand might uses color to prove their successfulness or 
uses black-and-white as a differentiation tool. 

 
 Color Symbolism: 

- Cold colors (i.e. blue, green) - calming 
- Warm colors (i.e. red, yellow) - exciting 
 
- Red 
- Orange 
- Brown 
- Yellow 
- Green 
- Blue 
- White  
- Black  
- Violet 
- Pink  

 
RESEARCH QUESTION 2:  How can the use of text in print 

advertising be described? 
 
 Headline: 

- The headline should be the largest text and works as the most important element 
in print advertisements 

 
 Tagline and Slogans: 

- If the print ads use a slogan or a tagline and if it helps the specific advertisement 
to become more memorable. 

 
 Body Copy: 

Opening 
- Introduction of the idea  
 

Closing 
- Wrap up  
- Call to action – How to respond  
- Provide corporate or store signature 

 
 Typography: 

- Families of type  
- Font - Upper case, lowercase, all caps, upper- and lower case 
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- Letter variations – Italic, serif, sans serif, weight and width  
- Type measurement 
- Justification 
- Legibility 
- Letter spacing  

 
RESEARCH QUESTION 3: How can appeal in print advertising be 

described? 
 
 Emotional Appeal 

- Sex 
- Affiliation 
- Nurture 
- Guidance 
- Aggress 
- Achieve  
- Dominate 
- Prominence 
- Attention 
- Autonomy 
- Escape 
- Feel safe 
- Aesthetic sensations 
- Satisfy curiosity 
- Physiological needs 
- Humor 

 
 Rational Appeals 

- Product components and varieties 
- Availability 
- Nutritional content 
- Packaging details 
- Intrinsic new ideas 
- Quality 
- Price 
- Special offers 
- Warrantees 
- Scientific evidence 
- Role model testimonial 
- Demonstration or other comparison 
- Performance 

 
 Emotional versus Rational Appeals 

 
- Knowledge 
- Market age and gender 
- Luxury and necessity items
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CHECKLISTA FÖR OBSERVATION – SVENSK VERSION  
 
 
FORSKNINGSFRÅGA 1: Hur kan användningen av färg i 

annonsering i tryck beskrivas? 
 
 Färg kontra Svart-Vitt: 

- Om ett populärt och vinnande varumärke använder färg som ett bevis på deras 
framgång, eller använder sig utav svart-vitt som ett sätt att differentiera sig. 

 
 Symbolik: 

- Kalla färger (ex. blå, grön) - lugnande 
- Varma färger (ex. röd, gul) - spännande 

 
- Röd 
- Orange 
- Brun 
- Gul 
- Grön 
- Blå 
- Vit  
- Svart 
- Lila 
- Rosa 

 
FORSKNINGSFRÅGA 2:  Hur kan användningen av text i 

annonsering i tryck beskrivas? 
 
 Fyra Syften med en Rubrik: 

- Fånga läsarens uppmärksamhet 
- Rikta sig endast till målgruppen  
- Produkt identifikation 
- Att sälja budskapet 

 
 Slogans: 

- Om reklamen använder sig utav en slags slogan, som är repeterad från reklam till 
reklam, för att hjälpa läsaren att komma ihåg varumärket.  

 
 Huvudsaklig Annonstext: 

Början 
- Introduktion av idén  
 

Avslutning 
- “Wrap up”  
- “Call to action” – hur läsaren ska svara  
- Förse med företagets logga eller signatur  
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Den Egentliga Delen av den Huvudsakliga Annonstexten 
- Anger försäljningslöftet 
- Stärker och bevisar eller förklarar hur och varför 
- Noggrann användning av övergångar  

 
 Typografi: 

- Familjer med samma typsnitt  
- Bokstäver i ett speciellt typsnitt – användningen av caps (stora) respektive små 

bokstäver 
- Variationer av bokstäver – kursiv, serif, sans serif, vikt and vidd  
- Storlek på bokstäver 
- Text avslut på samma ställe 
- Grad på läsligheten 
- Mellanrum mellan bokstäverna 

 
FORSKNINGSFRÅGA 3: Hur kan appeal i annonsering i tryck 

beskrivas? 
 Emotionella Appeal  

- Sex 
- Samhörighet 
- Uppfostran 
- Ledning 
- Angrepp 
- Prestera 
- Dominera 
- Framstående 
- Uppmärksamhet 
- Självständighet 
- Undgå 
- Säkerhet 
- Estetisk sensation 
- Tillfredsställa nyfikenhet  
- Psykologiska behov 
- Humor 

 
 Rationella Appeal 

- Produkt komponenter och sorter 
- Tillgänglighet 
- Näringsinnehåll 
- Paketerings detaljer 
- Verkliga nya ideer 
- Kvalitet 
- Pris 
- Speciella erbjudanden 
- Garantier 
- Vetenskapligt bevis 
- Vitsord av förebild 
- Demonstration eller annan jämförelse 
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 Emotionella versus Rationella Appeal 
- Kunskap 
- Marknadens ålder och kön 
- Lyx- och nödvändighets varor 
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ADVERTISEMENT 1: CLINIQUE SIMPLY 
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ADVERTISEMENT 2: GUCCI 
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ADVERTISEMENT 3: TOMMY GIRL 
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ADVERTISEMENT 4: LANCÔME MIRACLE 
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ADVERTISEMENT 5: LANCÔME ATTRACTION 

 
 
 

 



  APPENDIX C 

ADVERTISEMENT 6: MARC O’POLO MIDSUMMER 
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ADVERTISEMENT 7: NAOMI CAMPBELL SUNSET 
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ADVERTISEMENT 8: MOSCHINO COUTURE 

 
 
 

 


	1 INTRODUCTION
	1.1 BACKGROUND
	1.1.1 Advertising as a Communication

	1.2 PROBLEM DISCUSSION
	1.3 PURPOSE AND RESEARCH QUESTIONS
	1.4 OUTLINE OF THE STUDY

	2 LITERATURE REVIEW
	2.1 COLOR IN PRINT ADVERTISING
	2.1.1 Color as a Communication Message
	2.1.2 Color versus Black-and-White
	2.1.3 Color Preference
	2.1.4 Emotions and Physical Responses to Color

	2.2 TEXT IN PRINT ADVERTISING
	2.2.1 Display Copy
	2.2.2 Body Copy
	Type Measurement


	2.3 APPEALS IN ADVERTISING
	2.3.1 Emotional Appeals
	2.3.2 Rational Appeals
	2.3.3 Emotional versus Rational Appeal

	2.4 CONCEPTUAL FRAMEWORK
	2.4.1 Color in Print Advertising
	2.4.2 The Use of Text in Print Advertising
	2.4.3 Appeals in Print Advertising


	3 METHODOLOGY
	3.1 RESEARCH PURPOSE
	3.2 RESEARCH APPROACH
	3.3 RESEARCH STRATEGY
	3.4 DATA COLLECTION METHOD
	3.5 SAMPLE SELECTION
	3.6 DATA ANALYSIS
	3.7 QUALITY STANDARDS
	3.7.1 Validity
	3.7.2 Reliability


	4 DATA PRESENTATION
	4.1 COLOR IN ADVERTISING
	4.2 TEXT IN ADVERTISING
	4.3 APPEALS IN ADVERTISING

	5 DATA ANALYSIS
	5.1 COLOR IN ADVERTISING
	5.2 TEXT IN ADVERTISING
	5.3 APPEALS IN ADVERTISING

	6 CONCLUSIONS AND IMPLICATIONS
	6.1 HOW CAN THE USE OF COLOR IN PRINT ADVERTISINGT BE DESCRI
	6.2 HOW CAN THE USE OF TEXT IN PRINT ADVERTISING BE DESCRIBE
	6.3 HOW CAN APPEAL IN PRINT ADVERTISING BE DESCRIBED?
	6.4 IMPLICATIONS
	6.4.1 Implications for Management
	6.4.2 Implications for Theory
	6.4.3 Implications for Future Research


	REFERENCES

