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8.0	 INTRODUCTION

Research helps us explore the unexplored, find the unknown and gives us 
new directions or alters old ones. Advertising research helps to find out how 
advertising would work effectively and guides in making meaningful advertising 
decisions. 

Advertising research is a highly specialised field that involves using statistical 
techniques to interpret qualitative and quantitative data. The data so collected 
aids to understand the customer preferences and plan the campaigns accordingly. 
Prominent agencies like Indian Market Research Bureau (IMRB) and ORG – 
MARG undertake marketing research that generates data which is useful for 
advertisers. Research also helps to conduct surveys and audience measurement. 
The National Readership Survey (NRS) conducted by National Readership 
Survey Council collects information on various parameters like the reach of the 
medium, demographic profile of audience, geographical spread of the readers 
and also their product consumption patterns. 

8.1	 LEARNING OUTCOMES

After working through this Unit, you should be able to:

●	 Describe the meaning and importance of advertising research; 

●	 Decipher the various techniques of conducting advertising research; and

●	 Discuss the role of advertising research in the digital era.

8.2	� IMPORTANCE OF RESEARCH IN 
ADVERTISING

The Indian advertising industry has grown tremendously from being a small-
scale business to a full-fledged industry. Today, India is projected to be the 
second fastest growing advertising market in Asia after China. 

Advertising is a complex business. From initial positioning and development of 
the theme to the final copy and media planning, it involves numerous resources, 
hours of work and huge amounts of money. And thus, it is important for 
advertisers to make sure that it reaches the right audiences, resonates with the 
target audience and gets them to take action. As advertising practices in India 
continue to evolve, it is no more possible to make an advertising decision simply 
based on personal choices. Today’s business environment is metrics driven and 
most advertising decisions need to be based on necessary measures and external 
validation. 
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Most advertisers believe that research encourages creativity. It provides an 
opportunity to interact with the customers and gain an insight into the habits, 
attitude and lifestyle of the consumers which helps the advertisers and agencies 
to come up with more impactful ideas of advertising.  

8.2.1 Growth of Advertising As A Business
Advertising in its various forms has always been an accepted way of promoting 
and selling products to potential buyers. Different forms of advertising have been 
existing for thousands of years. The Egyptians used papyrus to offer rewards for 
return of runaway slaves while picture, mosaic and wall paintings were used in 
ancient Rome by merchants and businessmen to sell their wares. Ancient Greece 
introduced Town Criers or Bellmen to the world of advertising who would go 
about the streets singing praises of the merchant’s wares and making public 
announcements about the arrival of trade ships. 

The invention of movable types by Johannes Gutenberg in 1445 led to the 
development of printing technologies, thereby causing an upsurge in advertising. 
Newspapers started appearing in different parts of the world giving rise to 
competition and struggle for survival. This gave a major boost to the advertising 
industry. However, in the beginning, most ads carried in the newspapers were in 
the form of announcements. 

But since then, over the next few centuries, there have been such significant and 
positive upheavals in the Advertising industry, that the entire blood and soul of 
this field of Behavioural science have been transformed.

By the end of 1920’s, colour printing was excessively used in newspaper 
advertisements  Radio rapidly became a powerful advertising medium during 
the same time. This was also the era when marketing research entered the 
world of advertising. Advertising thereafter started focusing on the outcomes 
of consumer purchases. Advertisements now targeted qualitative aspects 
of the buyers like status, happiness, ego, love etc. rather than quantitative 
demographics like age, income, gender etc.  Specialists in market research were 
hence appointed to run the advertising show.. It was also during this time that 
the potential of television as an advertising medium started being harnessed. The 
sight and hearing combination offered by television, made it the most powerful 
medium of advertising for several years that followed.

8.2.2 Need for Advertising Research 
Advertising research is a specialised research conducted to improve the efficiency 
of advertising. It involves systematic gathering, recording and analysis of data 
to help design and evaluate advertising strategy or gauge the effectiveness of 
print advertisement or audio video commercial and media campaigns. The data 
gathered through research tells the marketer about its present and prospective 
customers, their needs and expectations from the product, their buying behavior, 
their attitude towards product characteristics and qualities, when and where are 
the products bought, the competitors, extent of competition. Advertising research 
is conducted both before and after the advertising campaign to evaluate its 
effectiveness on various grounds. Different techniques of pre- and post-testing 
are used to measure advertising effectiveness. 
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8.2.3 Process of Advertising Research 
There are primarily five major steps involved in advertising research. Each stage 
involves a specific set of activities to be performed and decisions to be taken 
with respect to advertising.

1.	 Identifying the Objectives of Research: 

The primary step in advertising research is to identify the objective/objectives 
for which the research is being conducted. It may be undertaken to evaluate 
the awareness of the consumers, changing their attitudes, changing their 
predisposition to buy or not to buy a product.

2.	 Developing the Research Plan:

After identification of the problem, the next major activity is developing the 
advertising research plan. This may be formally termed as advertising research 
design. This gives a detailed outline of the data to be collected during the research 
and also enumerates the tools to be used for collecting the required data.

3.	 Data Collection: 

This stage consists of physically collecting research data through pre-testing 
or post-testing techniques. This process also involves preparing questionnaires, 
feedback forms, rough layouts, comparative tables and other such tools for 
gathering data for advertising research.

4.	 Analysis and Interpretation: After collecting the data, the last and final 
step is to derive interpretation from the data. 

Check Your Progress: 1

Note:	 1) Use the space below for your answer.

		  2) Compare your answers with those given at the end of this Unit.

1.	 List down three objectives of conducting advertising research. 

	 .......................................................................................................................

.......................................................................................................................

....................................................................................................................... 

.......................................................................................................................

.......................................................................................................................

2.	 Enlist the steps in advertising research.

	 .......................................................................................................................

.......................................................................................................................

....................................................................................................................... 

.......................................................................................................................

.......................................................................................................................

Advertising



105

8.3	� PRE-TESTING TECHNIQUES OF 
ADVERTISING RESEARCH

Pre – Testing is the process of testing the advertisement before running 
it commercially, so as to detect and improve upon any flaws detected in the 
ad. It provides an indication of the likelihood of acceptance of a particular 
advertisement or campaign by its target audience. Results obtained may be 
further used to improve, alter or change the advertisement. 

Let us discuss some of the commonly employed pre-testing research methods:

8.3.1 Consumer Jury
Firstly  a ‘Jury’ composed of customers or prospective customers. Then they are 
shown various forms of the advertisement copy. Then they are asked to rank the 
ads with reasons. 

8.3.2 Dummy Test 
This is a technique that can be applied to both print and electronic media. It 
involves placing the test ads in a dummy vehicle which resembles the actual 
media. The print ads may be placed in a Portfolio or a dummy magazine and 
shown to the respondents and television commercials may be tested by showing 
respondents actual TV programmes containing these test commercials. The 
respondents are then asked to recall what they noticed in the advertisement. 
The advertisement with the greatest recall is considered to be most effective 
in communicating the message desired by the advertiser. This test offers an 
opportunity to compare different ads.

8.3.3 Direct Questioning 
This method is used to obtain direct responses of the respondents to a range 
of questions. A consumer jury may be formed and either the whole ad or its 
specific elements are tested by asking direct questions. Sometimes there might 
be a single question which enquires about the most important aspect of the ad 
and in other cases there might be an elaborate questionnaire aimed to understand 
the physical and emotional effect of the ad. Based on the responses, researchers 
can evaluate the effectiveness of advertising messages in communicating the 
key points. 

8.3.4 Binocular Rivalry Tests
In these tests two different images are presented on the same screen in a way 
that each eye witnesses a different image at the same time. Two competing 
advertisements are presented simultaneously and given an equal chance to 
dominate attention and the one which has greater attraction is considered more 
appropriate. 

8.3.5 Focus Groups 
This is another commonly used method, which helps test the ad in its conceptual 
and finished stage. In this method, a small group of people from different 
backgrounds assemble to participate in a moderated discussion about a particular 
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product, service or campaign. This technique is a quick and inexpensive method 
of gaining insights of selected members before launching the ad or campaign or 
to evaluate and guide after it has been executed. 

8.3.6 Storyboard Tests
This method is used for testing TV advertisements. It involves developing a 
storyboard into film strips and recording the audio section on a tape. These 
are then synchronised to give the look of a TV commercial. Respondents are 
usually shown 8 – 10 of such experimental advertisements. After the screening, 
measurements of recall (how much the respondents remember), retention (how 
much is retained in their memory) and comprehension of the message (what 
meaning was made out of the contents of the advertisement) is made through 
interview and assessment. 

8.3.7 Trailer Tests
Two groups of customers are selected for this test. Both groups are invited to 
the display of a product ad and given discount coupons to purchase the product. 
One group is shown the test ads related to the product while the other group is 
not. The redemption rate of the coupons is then evaluated for both the groups to 
find out the impact of advertisement in promoting sales. 

8.3.8 Mechanical/Laboratory Pre Test Measures 
These measures record the respondent’s physical reactions to the ad messages 
usually in a controlled environment. Though these tests require specific 
equipment and machinery and are more expensive, they are considered more 
reliable because unbiased reactions of the respondents are recorded. 

8.3.9 Eye Tracking Tests
Eye tracking systems are used to record the amount of time volunteers spend 
looking at the ad and also to track the movement of the eye from one element of 
the ad to another. This is done either with a beam of infrared light that reflects 
the eye movement or with goggles connected to the computer to record eye 
movements. Pupillometric devices may also be used to analyse eye dilation. 
It has been proved that the eyes dilate when they notice something pleasant or 
interesting and constrict when they witness something unpleasant or distasteful. 
Recent researches have also stated that more Pupil dilation indicates greater 
emotional response.

8.4	� POST TESTING TECHNIQUES OF 
ADVERTISING RESEARCH

Post-Testing is done after the advertisement has been run on the media. It is 
usually undertaken to find out the impact of the advertisement on the audience. It 
is conducted either during the time when the ad is being run or a few weeks after 
the ad has been run. The purpose of post-testing is to provide an insight on the 
performance of the ad and to draw some conclusions about future advertising.
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8.4.1	 Recognition Tests
These tests are also known as Readership/Viewership Tests.  It is designed to 
find out which advertisements have been read by the respondents. Daniel Starch, 
a pioneer in advertising research, started collecting audience exposure data for 
selected publications in the 1930’s. He developed the popular Starch Test that 
focuses on the extent to which an ad is noticed by the customers. In this method, 
an ad is shown to a selected group of people and asked whether they recognise 
the ad. The respondents are shown issues of magazines which they claim to have 
read and they are asked to point out the advertisements they have noticed. 

8.4.2 Recall Tests
These tests help measure the proportion of a sample audience that can recall 
an advertisement. The recall may be aided or unaided. In aided recall, the 
respondent is given prompts to remember the advertisement or brand. Unaided 
recall requires mental reproduction of the advertisement by the respondent 
without any prompts.

8.4.3 Persuasion Tests
Persuasion test helps determine the effectiveness of an ad in changing attitudes 
and preferences of the buyers. It analyses brand attitude before and after the ad 
exposure. Before seeing the proposed advertisements, the participants answer a 
series of questions about the product and the company and after being exposed 
to the advertisement they go through a second test which assesses whether the 
advertisement has changed their attitude and preferences. 

8.4.4 Inquiry Test 
This test is designed to measure the advertising effectiveness on the basis of the 
number of enquiries generated by the advertisement. The number of enquiries 
generated may be calculated by the number of phone calls received, the number of 
coupons used or direct personal enquiries. Inquiries indicate that the respondents 
not only read the advertisement but also took some action which is a relatively 
stronger indicator than recall or awareness.

8.4.5 Attitude Tests 
These tests measure the extent to which the advertisement has been successful in 
generating favourable opinion about the product. It helps to measure qualitative 
attributes like brand loyalty, acceptance, preference, image etc. Techniques 
commonly used to measure this are:

●	 Semantic Differential Technique: It measures the attitude by bipolar 
adjective statements about the product like useful – useless, tasteful – 
distasteful, known – unknown

●	 Likert Scale: It is a five-point scale through which the respondents show 
the degree of their agreement or disagreement with the statements. 

●	 Ranking Technique: Products and brands are ranked by the consumers in 
order of their preference. 
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Activity : 1

Select three volunteers (preferably from three different age groups) and show 
them three different advertisements of the same product/brand. Perform an 
aided recall test and unaided recall test by asking them pertinent questions 
[after two hours of break] to see how much they could remember of the ads 
they saw/heard, and particularly what aspects (logo, jingle or illustration/
character/text/message/meaning etc) they could recollect.

Check Your Progress: 2

Note:	 1) Use the space below for your answers.

		  2) Compare your answers with those given at the end of this unit.

1.	 List the techniques used for pre-testing of advertisements. 

	 .......................................................................................................................

.......................................................................................................................

.......................................................................................................................

2.	 List the techniques used for post-testing of advertisements.

	 .......................................................................................................................

.......................................................................................................................

.......................................................................................................................

8.5	 ADVERTISING CAMPAIGN

A campaign is an organised effort or course of action undertaken to achieve the 
objectives of an organisation. Advertising campaign is a process through which 
a series of ads are placed in different media based on audience segmentation 
through systematic planning. Throughout the campaign a common theme is 
promoted through different media platforms.  It can be centered around long 
term or short-term goals of the company.  Campaign is a part of the strategic 
marketing process. It incorporates creative strategy, advertising strategy and 
marketing strategy. 

Campaign planning involves a series of steps undertaken to meet the desired 
goals of the organisation. A well-designed plan helps to coordinate different 
advertising activities and enables optimum utilisation of the resources. A 
campaign may be undertaken for the fulfillment of an immediate goal or a long-
term objective broken down into a series of milestones. This process often begins 
with the assessment of the situation in context of the goal to be achieved. 

Advertising campaigns may be undertaken to accomplish a particular objective 
or a set of objectives. Russel H. Colley (1961) pioneered the DAGMAR concept 
– Defining Advertising Goals for Measured Advertising Results. He identified 
52 advertising goals classified under nine major categories. The objectives of 
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the campaign are determined after complete analysis of the market and the 
buyers. They are formulated in the light of the short term or long-term goals of 
the company.

Let us now go through the steps of Campaign Planning in the following 
section.

8.5.1 Identification of Target Audience
A target audience is an identified group of consumers within the predetermined 
target market, identified as recipients of a specific advertising message. The 
process of defining target audience for a campaign involves the process of 
subdividing the market on the basis of geographical, demographic, socio – 
economic, psychographic and market situation. Once the target audience is 
identified their physical and psychological characteristics are analysed for better 
message delivery.  The communication objectives of the message emerge from 
the analysis of the target audience. 

8.5.2 Designing Advertising Message 
Creating an impactful advertising message is the most important part of a 
campaign. A creative message can contribute massively towards the success of the 
campaign. While the primary aim of the message is to communicate information, 
it plays a key role in influencing the opinion of the buyers. The success and 
failure of an advertising message depends greatly on the marketers offering and 
the psychological predisposition of the target audience and also their needs and 
requirements. The key components of an advertising message are – 

a)	 Meaningful: The target audience must find the message meaningful or 
useful. It must cater to some need or desire.

b)	 Distinctive: To capture the attention of the consumer the message should 
have some distinctive quality. 

c)	 Believable: The message should make the customers believe that the claims 
made in the advertisement are trustworthy. 

The product’s USP – Unique Selling Proposition must be highlighted in the 
message. 

8.5.3 Budgeting 
Deciding upon the amount to be spent on the campaign is important for giving 
final shape to the campaign. The budget mainly depends on the duration of the 
campaign. Several techniques may be adopted for allocating budget for the ad 
campaign:

a)	 Competitive Parity Method: This refers to allocating the budget which is 
at par with the budget of the competitors

b)	 A fixed percentage of the turnover: In this method a fixed percentage of 
the annual turnover of the company is allocated for ad campaigns. 

c)	 Affordability: This is the best suited option for firms with limited budgets. 
In this case the company allocates the limited additional fund available after 
meeting all necessary expenses, for campaigning.
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d)	 Budget as per the services provided: In this method, the company may 
hire different agencies.

e)	 The task or objective approach: This refers to determining the budget on 
the basis of the tasks/objectives achieved.

8.5.4 Developing Media Plan 
The campaign may use a single media or develop a creative media mix for  
delivering the campaign messages. The media vehicles used in the campaign include 
Print Media– Newspapers, Magazines and Direct mail; Broadcast Media – Radio, 
Television, Narrow Cast Media; Outdoor Media; Transit Media; Direct Marketing; 
Internet; Mobile; Specialty Media – T shirts, caps, buttons, badges etc. 

Effectiveness of advertising message, largely depends upon informing the public 
about the right product, at the right time, through the right medium. A media 
plan largely includes:

a)	 Matching Media and Market: Selecting a media that meets the requirements 
of the selected profile of target audience. 

b)	 Reach: The number of individuals or households reached by a given 
medium over a period of time. 

c)	 Frequency: The average number of times different individuals or households 
are reached by a medium in a given period of time.

d)	 Media Cost and Media Ability: The cost incurred on the media must be 
proportionate to the ability of the media to carry the message to the target 
audience.

e)	 Media Scheduling: This involves deciding upon the number of 
advertisements to appear in each medium and the time and date on which 
they are to appear.

8.5.5	 Evaluating Effectiveness of the Campaign
The evaluation of an advertising campaign focuses on the following area: 

a)	 Communication Effects: Whether the intended message has been 
communicated effectively to the target audience. 

b)	 Sales Effect: Whether the campaign generated an increase in sales.

c)	 Attainment of objectives: Whether the objectives laid down for the 
campaign have been achieved successfully. 

Case Study: KFC India
KFC, a global restaurant chain, achieved huge success in India, through campaigns 
like Radio KFC RK Hunt and Design Your Own Bucket, targeting the youth with 
mobile apps. The Radio KFC RJ Hunt Campaign attracted over 3000 participants 
from 30 Indian cities. The “Design Your Own Bucket” initiative garnered nearly 
5500 colorful entries, while special buckets featuring Sachin Tendulkar’s image 
on his retirement day added an extra touch of excitement. KFC’s “Currycature” 
campaign invited participants to select a character with an ethnic Indian twist 
and upload their pictures. The campaign received an impressive response, with 
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fans creating around 17,000 Currycatures. This initiative provided fans with a 
unique and engaging experience with the brand. 

Results Achieved by KFC’s Social Media Campaigns:
●	 Facebook page engagement increased significantly from 6.2% to an 

impressive 93.8%, three times higher than the sector average.
●	 Recognized among the five fastest-growing social media brands in India.

8.6	� ADVERTISING RESEARCH AND CAMPAIGN 
PLANNING IN THE DIGITAL ERA

The digital onset has brought tremendous change to the advertising research 
methods and techniques. Artificial Intelligence (AI), Internet of Things (IOT), 
Augmented Reality (AR), Virtual Reality (VR) have contributed to help marketers 
in advertising research as well. It has become easier today for marketers to 
segment their buyers on the basis of the mobile applications they access on 
their smartphones and place relevant ads to them through apps. Customisation, 
ease of access and speed are making the digital platform all the more popular 
ways to reach the customers.

Search Engine Optimisation (SEO) is one of the most prevalent marketing 
tools used today. Viral campaigns, reviews and social media campaigns are fast 
replacing the traditional campaigns. The digital technologies are further enhancing 
the customer experience by enabling the company to directly interact with the 
customer and create a user profile on the basis of the information provided. 

Advertising research can be easily carried out online with the help of technology. 
Online surveys can be conducted through survey sites that help gather data from 
multiple audiences within a limited time frame. Google Analytics can also be 
used to know the amount of traffic being received on your site, in other words, 
the number of people visiting your site. It also helps to understand the geography, 
interest and demographics of the people visiting the site. Online keyword 
search also helps understand the interest of the buyers and the kind of language 
being used to search for a particular product. This helps marketers to use these 
keywords on their pages. The interactive web pages of the companies also enable 
customers to post reviews, resolve queries and suggest improvements. This helps 
the brands to strengthen their relationship with the customers. Looking at social 
media accounts and websites of the competitors can also provide insights on the 
success and pitfalls of the competitors which can be taken advantage of.

Activity : 2

Find out details of how the Italian brand Nutella became Nutella Unica (Unique) 
with the help of AI. It created 7 million different packaging designs/styles 
using Artificial Intelligence, to suit the choice of every Italian, which would 
otherwise be impossible for even the biggest of the big brands. The 7 million 
jars manufactured for this campaign were sold out almost instantaneously. 
Collect the images of some of the packages and try to interpret the preference 
patterns of the target audience.
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8.7	 LET US SUM UP 

In this Unit, we discussed the origin of advertising research and its growing 
importance over the years. We also discussed the various pre-testing and post 
testing techniques used to evaluate advertising. Each of these techniques has its 
own relevance in the field of advertising. 

We then also talked about advertising campaigns, their needs and the different 
types of campaigns. We also understood the importance of market segmentation 
in the process of advertising and learned the different techniques through which 
we can segment the market and identify our buyers. 

While examining advertising campaigns, we also elaborated the process 
of campaign planning which involved – defining advertising objectives, 
identification of target audience, designing of advertising message, budgeting, 
media planning and evaluating the effectiveness of campaign.

To sum up, it can be said that the Indian advertising industry is growing 
rapidly. New techniques and technologies are being used to make advertising 
more effective and impactful. Research plays a vital role in helping advertisers 
analyse ROI (return on investment) they will get from advertisements. Digital 
technologies have greatly impacted advertising research and campaigning. 
Many companies are now using online platforms to conduct research and run 
campaigns. The future of the advertising industry will greatly depend on how 
the advertising agencies and marketing companies make use of the massive 
audience data available online.
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8.9	 GLOSSARY

Advertising campaign is a series of advertisement messages to promote a 
product or service. An ad campaign is designed around a specific and unique 
theme to create brand awareness.

Media Campaigns: A media campaign uses several different types of media to 
influence or inspire people to inculcate an idea, a belief, a practice or a brand. 
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The objectives of such campaigns are to increase awareness, inform or change 
previous habits of the target audience.

Post-Testing: The process undertaken after the advertisement has been run on 
the media. It is usually undertaken to find out the impact of the advertisement on 
the audience. It is conducted either during the time when the ad is being run or a 
few weeks after the ad has been run. The purpose of post testing is to provide an 
insight on the performance of the ad and to draw some conclusions about future 
advertising

Pre-Testing: The process of testing the advertisement before running it so 
that there is a greater likelihood of preparing the most effective ad and also an 
opportunity to detect and improve upon any flaws detected in the ad. It provides 
an indication of the likelihood of acceptance of a particular advertisement 
or campaign by its target audience. Results obtained may be further used to 
improve, alter or change the advertisement. 

8.10	� CHECK YOUR PROGRESS: POSSIBLE 
ANSWERS

Check Your Progress : 1

1.	 List down three objectives of conducting advertising research.

	 a.	 evaluate the awareness of the consumers

	 b.	 changing their attitudes

	 c.	 changing their predisposition to buy or not to buy

2.	 Enlist the steps in  advertising research

	 a)	 Identifying the objectives of Research 

	 b)	Developing the Research Plan 

	 c)	 Data Collection 

	 d)	Analysis and Interpretation 

Check Your Progress : 2

1.	 List the techniques used for pre-testing of advertisements.

	 a)	 Consumer Jury

	 b)	Dummy Test 

	 c)	 Direct Questioning 

	 d)	Binocular Rivalry Tests

	 e)	 Focus Groups

	 f)	 Storyboard Tests

	 g)	Trailer Tests

	 h)	Live Tests
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	 i)	� Mechanical/ Laboratory Tests – Eye Movement, Galvanometer, Pupil 
Movement

2.	 List the techniques used for post-testing of advertisements

	 a)	 Recognition Tests 

	 b)	Recall Tests 

	 c)	 Association Tests 

	 d)	Persuasion Tests 

	 e)	 Sales Test/Purchase Behavior Test 

	 f)	 Inquiry Test 

	 g)	Attitude Tests 
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