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Th e s tudy i s a11 e11q uiry desig11ed to ide11tih· a11d classify specific acfrerti\'e111e11t appe"/s 

used by m ajo r / 11dia11 hatch bad car brands. Appeals 11·ere ca tegorized as e111otio11a l , ra1io11a/ 

a 11d pre,e11tatio11a/ appealin g .Hrategies. Study adopted time ampli11g method and it led 10 

sys1ema1 i c c onte nt analys i s o n selected newspaper. maga:ine, weh and te/e\'ision 

ad1•er 1i seme nt s by using s t 1ndard D elphi tech11iq11e , D e tailed list of product feat ures 0 11 d 

pre se 111C1ti on Hyles 11 •ere id e11 tified a11d a theoretical cla .»ification model \\'OS de, ·eloped 011 

both product fer11 ures and prese11tatio11 s tyle.1. 011 analysis of e m otio11a/ .11rategie, it 11·as 

fou nd that / 11dia11 hat chback ad1·ertise 111 e11ts s i [?11ifi cc111 tl y differ acro .1·.1· media in t h e usage 

of rariou ., e motion s. 

Telev is ion Ad1•er1 is ing 1ra1egies, E111 0 1io 11 a l Appea l. , 

0 11 s u111 er IJ 11 yi 11 g Be!tal' iour, Cus10111er A 11 e11 1io11. 

he mos t ba ic concept under ly in g mark eti ng is th at 

o r hum an need and wa nt s. ons um ers u uall y T face a broad array of bra nds th at may sa ti sfy thei r 

needs . T he ta . k of the customer is norma ll y to choose a 
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prod uct from th i · wide range or marke t offe r i ngs. T his 

proces is highl y i nfl uenced by con umers' cul tura l. social, 

personal and p ycho logica l charac teri . ti cs and the marketers 

need LO ha ve a deep under tanding on these influence in 

order to ell their brands at it be l. I n a high involvement 

purcha e, the buy ing beha iour will be omplex and the buyer 

w ill pass through an ex tremely invol ed learnin g proce 

Hence the marketer of thi s product range need to educate 

their buyers on the clas auribute of their products an d 

need to differentiate thei r brand fea tures in contra t with 

o ther brand in the sa m e produ c t clu ter. Ro le of 

advertisements are crucial here. It is a stron g medium for 

both co mmunic atin g v ital product informati on to th e 

custo mer · and per uad ing them to do the purcha e. Detail ed 

obse r vat i on of advert i seme nt s i s like reading an open 

textbook of marketing. II provides us deep insights on curren t 

market trend . 
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Accordin g to M c Kin sey Gl o bal in s titute sur vey o f 2007 

(Kuna! , 2008) people in the ~ 90,000 to ~ 2 lakh a year sa lary 

bracket will fo rm the largest porti on o flndi a's Income pyramid 

in IO yea rs . One o f th e maj o r uptre nds in Indi a n marke t 

conside ring the pote nti a liti e o f thi s middl e income consume r 

gro up is vis ibl e in the a utomo bil e industry parti c ul arl y in 

ha tch back car seg ment. Since the firs t ca r ro ll ed o ut o n the 

s treets o f Mumba i (th e n Bombay) in 1898, the autom obil e 

industry of Indi a has co me a lo ng way. Indian auto industry, 

w hi ch was growin g at a hi gh pace ( till th e rece nt seaso nal 

d ow n trend in th e market caused because of hike in fu e l price 

and changed ba nk po li c ies) , has beco me a hot destin ati o n fo r 

g lobal auto players . In hatch back seg ment Indi a is the fas test 

growing auto m ark et afte r Chin a. With a maj or share in ha tc h 

bac k sa les the ca r ma rket in the yea r 20 IO grew around 32 

percent (Burea u Repo rt , Hindu Bu s iness line, l 2'h Ja nu ary, 

201 I). 

M aruthi S uz uki , H y un dai, Ta ta Mo to rs, Fi a t , Fo rd , 

Volkswage n, C hevro le t , Nissa n, etc a re the key competito rs 

in Indian hatc hback ca r market. Maru ti Suzuki Indi a Limited , 

a sub idi ary o f Suzuki Motor Corporation o f Japan, is Indi a 's 

larges t passenger car company, accounting fo r over 45 percent 

of the domes ti c ca r ma rket. The company o ffers a co mpl e te 

range of hatchback cars from e ntry level Maruti -800 and A lto , 

to sty li sh hatc hbac k Ritz, A ·star, Swift, Wagon-R , and Zen 

E till o. Hyund a i Mo to r Indi a Limited is a who ll y own e d 

sub s idi ary o f wor ld 's fifth larges t auto mobil e co mp a n y, 

Hyund a i Mo to r Co mpa ny, South Korea. And th e ir ma in 

hatchbac k bra nd s in India inc lude Sant ro in the B seg me nt , 

i IO in the pre mium hatc hbac k and i20 in the B+ segment. Tata 

Motors Limited is Indi a's la rges t a utomo bil e co mpany a nd 

w ith ove r 3,000 e ng in ee rs and sc ie nti s ts it has e na bl e d 

pioneerin g techn o log ies and produ c ts. Tata Jndi ca is Indi a's 

first full y indige nous passe nger car and w ithin two years of 

launc h it became Indi a's larges t se lling car in its seg me nt. In 

Janu a ry 200 8, Tata M otors un ve il ed its Peo pl e's Ca r, th e 

Tata Nano. It is a de ve lopme nt whi c h sig ni fies a first fo r the 

globa l auto m obil e indu stry. Na no brings the comfort a nd 

safety of a car within the reach of thou sand s of middl e income 

group famili es. Fi at India Automobil es Limited is a 50-50 j o int 

ve nture be tw ee n Fi a t Auto mo bil es of It a ly a nd T a ta 

Motors of Indi a. It is the ninth la rgest car make r in Indi a by 

sa les. Pali o a nd Grand e Punto are the two hatchbac ks of the m 

in Indi a. Fo rd Indi a Pri va te Limited is a wh o ll y ow ned 

sub s idi a ry o f th e Fo rd M o to r Co mp a n y in Indi a. Th ey 
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recentl y entered (i n 2010) to the India n hatchback market with 

th e ir brand Fo rd Fi go. Within a yea r th e brand beca me 

success ful and won awards like "Car of the Year 2011 " award, 

" Ca r of 2011 " a w a rd a nd " Bes t ca r of th e Yea r" 

a wa rd . Vo lk swage n Indi a Pri va te Limit e d i s a s ub 

s idi ary o f Vo lk swagen G ro up Sa les Indi a Pri va te Limited . 

Volkswagen e ntered the highl y competiti ve Indi an hatchback 

ca r ma rke t in April 20 IO w ith m os t aw a ited bra nd Po lo. 

Volkswagen Po lo is a pre mium hatchbac k car w ith com fo rt , 

power and elegant looks, whi ch makes it one of the best amo ng 

hatchback cars in Indi a. Chevro let Sales Indi a Pri vate Limited is 

a di vis ion of Genera l Motors In dia Pri va te Limited whi c h in 

turn is a subsidi ary o f General Motors of the United Sta tes . It 

is th e 5th la rges t ca r m a ke r in Indi a a ft e r M a nni 

Suzuki , Hyundai, Tata and Mahind ra. Spark and Beat are the 

two models they market in Indi an hatchback segment. N issa n 

Moto r Indi a Pri va te Limited , the Indi an subsidiary of N issan 

Motor Co mpany of Japan is another recent ent ra nt to Indi an 

hatchback seg ment. Miera is a smart, g lo bal hatchback from 

Nissan with implified urba n mobility. It is bo rn out o f the 

need to simplify the c ity chaos and enri ch the urban dri vin g 

experience. 

The Indi an hatchbac k car ma rket is so co mpetiti ve and a lmost 

all th e compani es are adopting aggress ive marketin g stra tegies 

to se ll their models. These companies are spending multimillion 

rupees fo r mass promoti o na l campaigns. Effecti veness o f these 

promoti ona l campai gns may be regularl y audited by indi vidual 

compani es the mse lves but the res ults ra rely beco me publi c 

fo r an acade mic di scuss io n . Consumers' bu y a produ ct based 

on th e ir pri o riti es a nd prefere nces. These pre fe re nces are 

de ri vati ves of th e ir p syc ho -soc ia l m ake up. Th e co re 

ass umpti on of co nsume r be hav io ur is indi vidua l di ffe re nces. 

Indi vidu a ls a re diffe re nt based on va ri ous psycho soc ia l 

fac to rs li ke perso nality. pe rce pti o n, mo ti va ti o n, a ttitud e e tc. 

A ma rketin g strategy norm a ll y creates differe ntial response. 

A parti c ul ar product fea ture may be hi ghl y a ttrac ti ve to a 

parti cul ar group of cus to me rs and not to anothe r g roup o f 

custo mers . Idea ll y eve ry produ ct fea tures has to be matched 

with th e res pecti ve c us to me r prefere nces as it is do ne in 

market resea rch by markete rs, but in an acade mi c di scuss io n 

s in ce th e re ex is t numerous product fea tures and ma rke t 

offerin gs across compe titi ve brands it is no t prac ti ca l to 

di sc uss each produ ct fea tures and its re la te d cons um e r 

prefere nces. Mo reove r it is a lso not theoreti ca ll y use ful 

beca use it c reates no genera l trend (scie nce is more inte res ted 
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in ge nera l tre nds). Sys te ma ti c in q ui ry req uires ge nera l 

c lassiiica to ry system. C lass ifi catory systems he lp a researc her 

w ith bette r li ght and direc ti o n a nd it ma kes th e ir wo rk eas ier 

and mea ning ful. Fo r e.g. in th e present co ntex t if a future 

resea rche r is inte res te d to stud y pe rso nality di ffe re nces of 

custo mers in process ing hatchback car adverti semen ts it would 

be very he lpful if a lread y a c lass ifi cato ry mode l of specifi c 

ad ve rti se me nt s tra teg ies by Indi a n ha tc h bac k ca r brand s 

ex is ts. 

Prese nt resea rch is an a tte mpt to ide nti fy vari o us appea lin g 

s tra teg ie adopted by Indi an ca r ad verti seme nts and c la s ify 

th em in a mea ningful o rde r by us in g th e me th odology o f 

conte nt an a lys i . 

Literature Review 

A n indi vidua l mu st have a reaso n fo r bu y in g a produc t; th a t 

reaso n is e ith er e m o ti o na l o r ra ti o nal ( taffo rd and Day 

Ell en 1995) .A n appea l, accordi ng to M anrai e t a l. ( 1992) , 

is th e bas ic idea be hind a n adverti sement o r th e bas ic rea on 

w hy a n audi e nce sho uld ac t. As a rul e of thumb , th e appea l is 

ca tego ri zed as rati ona l or e moti o na l. Accordin g to K otl er and 

A rm strong ( 199 1 ), ra ti ona l a ppea l " re la te to th e audi ence 's 

e lf- inte res t. They s how th a t th e prod uct w ill produce the 

des ired be nefi t . Exa mpl e are me sages show in g a produ ct's 

qu a lity, econo my, va lue , or perfo rma nce. Kotl e r and A rmstro ng 

( 199 1) defin e e moti o na l a ppea l as a n " a tte mpt to stir up 

e ith e r negat ive o r posi ti ve e mo ti o n th a t ca n moti va te 

purchase. Emo ti o na l a ppea ls a re ofte n strateg ica ll y e mployed 

to influe nce co n umer ind irectl y a nd ma ke the con umer fee l 

good abo ut the p rod uct (Ca lder and G rude r) a nd ma ke a bra nd 

li ked o r fr ie nd ly ( Bat ra and Ray J 985 ), re ly in g on fee lings for 

effectiveness (Aaker e t al 1986). Whe n it co me to chang in g 

th e message rece ive r ' be li efs abo ut the ad ve rti sed brand 

(S taffo rd , 1993) , rational appea l a re favo red by adverti in g 

pra c tition e rs . Th e pre se nt a na ly is is b ase d on t he 

ad verti se me nt a ppea l co ncept in which a deta il ed ana ly is is 

done o n se lec te d I ndi a n ha tc hb ac k e ntr y leve l ca r 

adverti se me nts with the o bjec ti ve o f a nal yz in g, identifying 

and c lass ify ing s pec ific ad ve rti sement appea l adop ted by 

major mark et player . 

Resea rch Objecti ves 

T he purpose of th e tudy is to ana lyze, identify and c lassify 

speci fie adverti semen t appea ls used by major Indi an hatchback 
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e ntr y leve l ca r co mp a ni es. A d ve rti se me nt a ppea l is 

differe nti ated into ra tiona l appea l and e mo ti onal appea l. In 

th e present study ra ti ona l appea l is conce ptuali zed as tho e 

ad verti sement messages offerin g di ffe re nt produ ct benefits 

and emo ti ona l appea l as th e a ttempt in adverti e me nt to stir 

up ei th e r nega ti ve o r pos iti ve e mo ti o n in c us tomer to 

moti va te purchase. T he way message is co mmu nicated in the 

a d ve rti se me nt was a lso co nceptu a li zed as a n a ppea lin g 

strategy. Ba ed on thi dime nsio n th e purpo e of th e resea rch 

is pecifi ed with the fo ll ow in g objec ti ves. 

J. To identify va ri ous produc t be ne fits offered by Indi a n 

hatc hback e ntry leve l ca r ad verti seme nts as a rati onal 

appea Ii ng s tra tegy. 

2. To c la sify thi s product be nefi ts in a meanin g ful orde r 

fo r e nh ancin g furth e r resea rc h in thi a rea. 

3. To ana lyze maj or e motiona l strateg ie u ed by lndia n 

ha tc hback e ntry le e l car adverti se men ts to se ll the ir 

p rodu c ts. 

4. To ide nti fy di ffere nt presenta ti o n s ty le ado pted by 

va ri ou Ind ia n hatch back e ntry level car ad verti e ment 

to att rac t the ir custo mer . 

5. To c la s ify thi s prese ntat ion ty le in a meani ngfu l orde r 

fo r enh a ncin g furth er resea rch in thi area. 

Research Methodology 

T he pre e nt re ea rc h ad pt the me th odo logy of con te nt 

ana lys i . Co nte nt a na lys i is the s tu dy of recorded hum an 

co mmuni ca ti o ns fo r mak in g in fe re nces by objecti ve ly and 

sys te mat ica ll y ide nt ify ing spec ified c ha rac teri sti c of th e 

me sages. De ta il ed de c ripti ons of th e c urrent a nalys i of 

Indian hatchbac k ca r <.1d verti seme nt s are as fo ll ow 

Description of Sample Data 

The objec ti ve of present s tud y is to ide ntify a nd c lass ify 

spec ific advert isement appeal s u ed by major Indi an hatchback 

entry leve l ca r co mpa ni e . In th e process of selling hi g hl y 

s tand a rdi zed produ c t to m asses of c u sto me r s, la rge 

co mpa ni es ca refu ll y int egra te th eir many comm uni cat io n 

channel s to deliver a c lea r, con istent , and compelling mes age 

abo ut their brand . They ro utin e ly adve rti e in te levi ion 

c hann e ls, news paper , magaz ines o r o th e r mass media in 

sa me time dura ti o n to ed uca te a nd pe rs ua de bi l li o n of 
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c usto mers w ith a same or s imil ar message. At times they 

follow a gesta lt approach al o of communica ting marginal 

in for mation through one medium (te levision for example) and 

providing crucial information through another medium (news 

paper ads for example). In order to get a complete picture of 

appealing trategies espoused by the Companie we need to 

do a detailed analysi of sa mple advertisements across var ious 

mass media over a period of time. Based on thi s orientat ion, 

sa mple advertisements in present study were drawn from 

fou r different mass media channels i.e. tel ev is ion , websi te, 

newspaper and magazines. 

Present study adopted time sampling method for select ing 

sa mple advertisemen ts. The sample time was defined as 24 

months from I" of Janu ary 2009 to 31 " December 20 I 0. 

Se lection of sample brands was done based on price range. 

Sample brands include hatchback cars between the price range 
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of 200000/- and 600000/- lNR (ex-showroom price) competing 

in the market during the sample time. Two national newspapers 

i.e. ' The Hindu ' a nd 'The Times of lndi a' Manga lore ed iti o n 

were id e ntifi ed as so urce for co ll ec tin g newspaper 

advertisemen ts . ' The week ' and ' Indi a Today ' English edition 

were identified as ource for co ll ect in g magazine 

advert isements. Similar and repeated advertisements in these 

two print media were scru tin.ized and in such cases of repeated 

adverti sements, on ly o ne was se lected for the final samp le. 

Television commercia ls telecasted in major national channels 

in the sample time period was observed by the researchers 

and the most telecasted ones were noted down and the same 

video was later downloaded from <h ttp ://www.youtube .com> 

Thee-brochure attached in the home page of a ll samp le brands 

were identified and downl oaded for the a naly s is of web 

advertisements. Detail s of the sample adverti sement s are 

provided in table- I. 

Table 1: Detai ls of Sa mple Advertisements 

T, e of AdHrtisement 

C hevrolet Beat 4 4 

Ford Figo 6 6 

Fiat Punto 3 3 

H yundai i 10 4 3 

Maruth i A Star 8 3 

Maruthi Alto 10 0 

M aruthi Ri tz 8 3 

Maruthi Swift 2 3 

M aruthi Wagon R 3 2 

i san Miera 3 2 

Tata lndi ca Vista 10 2 

Tata a no 9 4 

Volkswagen Po lo 4 2 

Source: Primary data 

Procedure Adopted for Data Analysis 

The process of data analysis involved data examination and 

cod ing and in order to estab li sh impartiality in the process, it 

was done by a panel of ex perts usin g stand ard version of 
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Delphi me thod. In the sta nd ard Delph i vers ion , the experts 

answer questionnaires in two or more rounds . After each round, 

a fac ilit ator(s) provides a n a nooy mou s umm a ry of the 

experts' forecasts from the previous round as well as th e 

reasons they provided for their judg ments. Thus, ex perts are 
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e ncouraged to rev ise the ir ea rli e r answers in light of the rep li es 

of othe r me mbers o f their panel. It is be li eved that during 

thi s process th e ra nge of th e a nswers will decrease a nd the 

group wi ll co nve rge towa rds the "correct" answer. 

T he pa ne l of De lphi experts co nsisted of fifteen profess ionals 

from market ing and beha vio ura l science re lated branc hes who 

had more th a n five yea rs ex perience, in whi c h three were 

psycholog is ts wo rkin g in corporate sec tor , three were e ni or 

psychology professors, three were se ni or marketi ng managers 

work in g in ca r d is tr ib u tion centers , three were ass ista nt 

professo rs specia li zed in marketing ma nagement, teaching in 

rep uted management in stitute , a nd three we re teachin g 

master's tudents of soc ia l work. 
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The process of a na lys is in the present s tudy was carried 

out in vario us iterations . In th e in itia l itera ti o n, identificati o n 

of product benefits, different presentation s ty les a nd the 

major e mo ti onal strategies used by Ind ian hatchback entry 

level ca r adverti ements were ca rri ed ou t and in the seco nd 

and third iterat io n a classificatory mode l of this identified 

product fea tures and presentat io n s ty les were deve loped 

and in the fo urth and fift h iterati o n inco rporation of the 

id e nt ified product features a nd presentation ty les into 

differe nt groups were done. Id e ntifi cat io n of emoti onal 

strateg ies was done based on Parrot's (2001 ) c lass ifi cation 

of primary emotions. Detai led list of Parrot 's primary 

emotion are given in table-2 . 

Table 2: List of Parrots (2001 ) Primary Emotions 

Primar) Emotions 

Love 

J oy 

Surpri se 

Sadness 

Fear 

Source: Parro11, W. (200 I ). Emo ti ons in Social Psyc ho logy, Psyc hology Press . 

In th e fir st itera tion sam pl e advert isements were a s ig ned 

numbers a nd an analysis fo rm was developed with separate 

space for providing esti mat ion on each adverti seme nt by the 

D e lphi experts . The analysis forms a long with the 

adverti sements a nd a ge nera l feedback form to expres critica l 

observations were distributed to the experts w ith proper 

instructions and gu idelines to scrutini ze the advertisements 

ana lytica ll y and identify various product benefits and different 

presentation s tyles adopted in it. For identific a tion of 

emo u onal s trategies , Parrot ' s c lassificat io n of primary 

emotions a long with five level Likert rating sca les were 

di tributed and experts were asked to rate the presence of 

these emotions. Analy is form s were co ll ected back from the 

exper ts , after ass urin g that a ll advertisements a re well 

scrutin ized and a detailed li s t of identifietl product benefits 

and presentation sty les was prepared based on it. Another 

li st of rated emotions was also made by tabul ating the ratings 

provided by the experts. 

In the second iteration the li st of identified product benefits 

and presentation sty les were dis tributed to the De lphi expert 

with instructions to code the data in a meaningful order. The 

opinions of experts were co ll ected back and scrutini zed. The 

scrutini zed data was once more sent to the ex perts in the 

third iteration to so rt out the differe nces and come to a 

common consensus. Based on this feedback c lass ification of 

rational and prese ntation s tra tegies adopted by Indi an 

hatchback adverti ements were developed. In the fourth 

iteration each Delphi experts grouped each product fea tures 

and presentations stra tegies identified in the first iteration 

into different c lassificatory groups of the model. The data of 

thi iteration was collected back a nd cruti ni zed and finally 

ent back to the experts in the la s t iteration tu develop a 

common on ensus in group ing. 

Detail of the whole ana lysis are presented in the results and 

discussion part. 
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Results a nd Discuss ion 

The study was ca rri ed out with the purpose of ide ntifyi ng 

and classify ing s pecific advertisement appeals differe ntiated 

into rat io na l appea l and emoti ona l appeal used by major Indian 

hatc hback entry leve l car co mpanies. Rational appea l in the 

stud y means th ose adverti se ment messages offerin g differe nt 

product be nefits and e moti o nal appea l mea ns the attempt in 

adverti e men ts to st ir up e ither negative or pos itive emot ion s 

(love, joy, surpri se. sad ness and fear) in customers to moti vate 

purchase. 

In ord er to ac hi eve the objectives of the tud y, co ntent 

analysi of se lected advertisements acros various medi a 

was ca rri ed out. In this process ; to g ather and analyze data 

in a sys tema ti c way, stan dard ve rs ion of De lphi meth o d 

w hi ch emp loys th e methodol ogy of multipl e itera ti ons 

designed to develop a co nse ns us of opini on co nce rnin g a 

s pec ific topic was adopte d . 

The firs t purpose of the study was to identify various product 

b e nefits offe red by I ndi a n hat c hback e ntry level car 

advertisements. The pane l of Delph i experts worked out thi s 

issue independently in the first iteration . The gro up in general 

observed a significant differe nce in product benefits promotion 

through adve rti se me nts across medi a. Exhaustive promotion 

of product features was found more in web adverti seme nts 

fo ll owed by news pa per a nd magaz ine a dve rti seme nt s. 
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Television adve rti se me nts are found to have usin g promotion 

of the most uniqu e a nd hi gh end features of th e product in a 

ta ngenti a l way co mpared to other media . This trend ca n be 

att ributed to the targeted marketing s tra tegy adopted by the 

companies where te le vi s ion is a mass media useful for 

creating brand awareness while web is more spec ifi c with 

lim ited niche audi e nce sea rc hin g for co mpre he n s ive 

in format ion . But in contrary in the case of news paper and 

magazi ne car adverti se me nts inte rest in g ly it was obse rved 

that , news pa p er adve rti seme nt s were more promoting 

produc t features th a n magazine adverti sements. Reaso n for 

this trend can be a ttri buted to the na ture of c lass ifi ed 

adver ti sements in Indian dailies. Even though most of the 

Indian dailies are na ti o na l they a re published regionally 

which provides better oppo rtunity fo r adve rti se rs to se lect 

the targe t a udi e nce a nd promote th e spec ifi c fea tures 

attrac ti ve to reg iona l customers. 

In the initi a l ite rati o ns De lphi ex pe rts ide ntifi ed a wide ran ge 

of product features. Few ex perts expressed th e ir view th at 

feature s like antilock brak ing sys te m, electronic brake, pre 

crash sys tem , reve rse backup sensors etc need not be li sted 

as separate features but can be listed under o ne umbrella feature 

called as dri ve r ass ista nce syste ms. Inco rporatin g thi s 

suggestion based on first iteration data researchers made a 

de tail li st of product features and a separa te ad dition al li st of 

sub product features. Deta il summary of thi s I is t is gi ven in 

table-3 and 3a . 

Ta bl e 3 : Produ ct Be nefit s o ffered in Ad verti sements 

Advance co nt ro l 

Advanced brakes 

Advanced interior la mps* 

Adv a nced tra ns mi ss ion 

Aerodyn a mi c efficiency 

Alloy wheels 

Battery and other power savers 

Better fu nct ioning wheels 

Better in terior space* 

Better power 

Better road han dling 

Product Features 
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High c lass uphol steri es 

High mil eage 

l n car entertainment fea tures * 

Ins urance 

Inte ri or design 

Ke y and lock features* 

Li g htin g system* 

Low operat ion a nd m a inte nance cost 

M a intaining engineering s tand a rd s 

Maintai nin g polluti o n control s tandard 

Mirror fea tures * 
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Be tter road s ide assi tance 

Bu rg lar a larm 

Ch ild lock sys te m 

Chrome radiator gri I le 

Co lour design * 

Colour q ua lity 

Cra hwort hy sys te m s* 

C ustom ized accesso ri es 

De lu xe floor a nd carpet 

Parkin g co mfo rt 

Pi ll ar styling stripes 

Pockets, bags , and sto rage fac iliti es* 

Price details 

Qu a lity of interi or parts 

Qu a Ii ty of spa re part s 

Qu a lity of tyres 

Re a le va lue 

Roof rai ls 

Di scount benefit and additi o na l offers 

Di sp lay a nd co ntrol feat ures* 

Sculpted s ide pa ne ls 

Sea tin g ca paci ty 

Door a nd window feat ures* 

Driver a is tan ce ys tems * 

Dri ve r warn ing sy tern * 

Drivin g comfort* 

Eng ine q ua lity 

Ex terior des ign 

Finance and loa n be nefits 

Fuel tank feature s 

Full w hee l covers 

Graphic design 

Sitting co m fort * 

Sloping roofline 

Spec ia l ed iti on offer 

Stee l qu a lity 

Techn o logica l advantage 

T raveling comfort 

Tube less radial ty re 

Wa r ranty 

Wind screen a nd shi e ld * 

Wiper and defogger features* 

Heat ing , ve ntil a ti o n, and air cond iti onin g sys tems 

Source: Primary data , Additional lists of Star (*) marked features are give n in table 3a. 

Table 3a: Additional List of Product Benefits und er tar (*) Marked Benefit given in Table 3 

Ad va nced interi or lamps 

Lu ggage lamps 

Readin g lam ps 

Room lamps (boot and cen1ral) 

Better interior pace 

Boot Space 

Leg Space 

Sitting space 

Co lour des ign 

Attractive body co lou rs 

Att rac ti ve bumper co lo ur 

Body co lo red s ide door hand les 

Body co lored tailgate hand le 

Body co lored waist line molding 

Product Features 

Service schedul e r re minder 

Tilt s teerin g 

Trip meter 

Door and window features 

Auto locking of doors 

Central lock in g of doors 

Power windows 

Sun roofs 

Wide openin g doors 

Driver assistance sys tems 

A ntil ock Braking System 

Cornerin g Brake Control syste ms 

E lectroni c Brake 

Electronic Sta bility Controller 
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Remote key less en try 

L ight in g system 

Fog la mps 

Head lamps 

Signal indicators 

Warnin g indicator 

Mirror features 

Internally adjustable OSRVMs 

Day a nd ni g ht rear view mirror 

Pockets , bags , and sto rage featu res 

Bottl e holders 

Cup holders 

Fro nt pas e nge r under sit tray 

Glove box 
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Du a l to ne das h board 

Crashworthy sys tems 

Sea tbe lt s 

Airbags 

Ene rgy a bsorbin g body structures 

Fire preve nti on sys te m 

Sid e bea m , i ntru s io n beams 

Display and control features 

Od o mete r 

Ad vanced c lutc h sys te m 

Ad va nced gea r shi ft mec ha ni sms 

Ad va nced horn sys te m 

Dig ita l tacho mete r 

Dig ita l tem perat ure bar g ra ph 

Di s tance to empt y in d icato r 

Door ope n in dica tor 

Low fue l wa rn in g la mp 

Ma nua l t ra nsmi ss io n shi ft indi ca tor 

Mil eage indicato r 

Power stee rin g 

Programma ble speed limit bu ffe r 

Re mote ta il gate re lease 

Reve rse pa rkin g se nso r 

Sea t be lt wa rnin g li ght 

Em~rge ncy brake ass is t sys te ms 

Lane deea rture wa rnin g sys tems 

Pre crash sys te m 

.Reverse back up sensors, 

Tire p ress ure mo nito rin g 

Driver warning system 

Wa rnin g for d ri ve r door o pe n 

Wa rn ing for seat be lt not fas tened 

Dri ving comfort 

Grou nd clea rance 

Low turnin g rad iu s 

Spo ile rs and a ir da ms 

Whee l base 

Wide r v iew in g a rea 

In car entertainment features 

Aud io sys te m 

Blue too th co nn ec ti v it y 

Mp3 & FM player 

Stee rin g mo unt aud io 

US B po rt 

Key and lock features 

Des modro nic fo ldable key 

Immo bili zer w ith ro lling codes 

Re mo te embedded key 

So urce: Primary data 

t 

Map pocke ts 

Pa rcel trays 

Pe n. card a nd coin ho lder 

Seat bac k and sea t s ide poc ket s 

Seat sp lit and fo ldings 

Su n g lass ho lde rs 

Sittin g comfort 

E rgo no mi ca ll y des ig ned seats 

Comforta b le arm res ts 

Comfortab le foot res ts 

Comfortab le head re ts 

O ri ver sea t adj-us t 

Ta ll est cab in he ig ht 

Wind screen and shield features 

La min ated g lazed w in dsc reen 

La min ated win ds hi e lds 

Large day-li g ht openi ng 

Wiper and defogger features 

Ant i drip wiping 

Fro nt and rear defogger 

Inte rmitte nt wipe r 

Rea r was h / wipe 
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Ex perts in ge ne ra l observed that the re ex ists only margina l 

di ffe re nce betw een th e sa m ple bra nds in th ei r prod uc t 

offerin gs. Amo ng the produ ct be nefi ts , hi gh mil eage, better 

power, low pr ice, styli sh interior, ex te ri or and co lour des ig n, 

be tter interi or space, s itting, trave ling, and dri ving comfor t, 

safe ty fea tures , low e mi ss io n a nd c la im of ma inta inin g 

po lluti o n contro l stand ard s were th e mos t co mm o n foca l 

be nefi ts offered by most of the brands. 

Throug h telev ision ad verti sements, mo re effec ti ve message 

tra nsmi ssion is possible by makin g use of ad vanced human 

se nso ry moda lit ies like three-dim ens ional visual and aud itory 

moda liti es and hence it is a mo re effec ti ve med ia to make the 

audi ence fee l the fee ling of power. Magazines are mea nt to 

give frag mented coverage of an area . It typ ica ll y co ncentra tes 

o n the most interestin g and g lamoro us parts of a top ic . He nce 

it ' s an o pportun e time to pro mote the most interestin g a nd 

gla moro us as pect of a car th at is power. 
Be tter mil eage was an o mni present feature in most of the 

adverti sements across medi a (excep t Fiat and few H yunda i 

car adverti se me nts) . Styli sh ex teri or a nd co lour des ign was 

another mo t po pular promoti o n ac ross adverti sements in a ll 

medi a. Economy features like di scoun t be nefit s and additiona l 

offers etc were mostly fo und pro moted through news pape r 

adverti se ments where it is possibl e to com muni cate customers 

reg ionall y. Better power is an important fea ture pro mo ted 

comparati vely more in magazine and te levision adverti sements. 

Bette r interi or space is another maj or fea ture pro moted by 

few ad verti sements as their most importa nt fea ture . A De lphi 

ex pert criti call y opini o ned that these adverti seme nts may not 

be targe ting the first time buyers but most probabl y targeting 

a second time buyer pl anning to c hange the ir car fo r be tter 

inte rio r s pace. Accordin g to him few hi g hl y s uccessful 

yes te ryear car brands have seri ous interi o r space proble ms. 

Better trave ling and s itting comfor t are also pro moted in few 

A Qua rt erly Journ al 
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adve rti se ment s w ith importance. In Indi a ca r is mos tl y 

conside red as an ex tended family vehicle where people enjoy 

family outin g. 

Safety fea tures like Anti lock Braking System, airbags, re verse 

backup sensor etc also emerged as one of the major feature 

t y pes promoted mo tly through new s pa pe r a nd web 

advertisements, but it wa observed that even though it is 

advertj ed genera ll y in the brand advertisements, most of 

th e hi g h end safety features are optional which i available 

o nl y in the top model of th e brand. 

Claims of low emiss ion and maintaining pollution co ntrol 

stand a rd s like g reen oil filter , better fu e l co mbu tion, raw 

material recyc ling, e tc were found mo tl y in news paper , web 

and magazine adverti sements. ccord ing to the observat ion 
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of experts low emiss ion eco friendliness was not promoted in 

any of the sample adverti emen ts as th e ir core feature but as 

features to increase attractiveness of the brands. 

Adverti si ng is a form of comm uni cati on. In a ense, it is a 

me ssage to a co nsumer abo ut a p ro du c t. It pro vid es 

information and some tim es a bit of entertainment and tri es 

to create a res pon e ca ll ed as sa le. According to Well s et al. 

(2007) effective advert isement creates six types of consumer 

res ponses i.e. perceive, understand , feel conn ect, beli eve and 

ac t. The ability to draw attention and c reate a response is a 

tou gh task in which most o f the adverti sers work hard . The 

way message is presented is crucial in thi s process; hence 

present stud y exa mined thi s issue in detail. The detai ls of the 

ana lys is are presented in tabl e- 4 . 

Ta bl e 4: Vari o us Prese nta tion Sty les used by Car Ad verti se ments 

Presentation St) les 

Direct pre enta tioo de pi ctin g vari ous product feature 

Emotiona l prese ntati ons us ing humor 

Emotional presentati ons us ing lo ve and re la ted emoti o ns 

Emotional pre entations crea tin g surpri e 

Presentation claiming research evidence 

Presentation showing best e ll ing award and quality certificates 

Pre entation u ing comparison with co mpe titi ve bra nd 

Prese nta ti on throu gh ce lebrity endorsement 

Pre e ntation us ing demon tration 

Presenta ti on using test imoni a ls 

Symbolic pre en tatio n using dramatized problem and so lution method 

Symbolic pre entati on using imaginary and fanta y orien ted s tories 

Source : Primary data 

Delphi expert ob erved a difference in th e way of 

presentation across va ri ous mass media. Among different 

media news paper adverti sement wa fo und to be more direct , 

trying to persuade customers by show ing those core fea tures 

th at can be clas ified as uniqu e se lling point. Presentat ions 

us ing celebrities. testimonia ls, comparison of the brand 

features with other brands , presentations u ing demonstration 

i.e. inviting the cu tomers for a test drive, persuading the 

cus tomers to bu y the product before the price hik e etc were 

so me of the co mmon strateg ie · u ed by most of the 

advertisements. 

Advert isements in magazine were more catchy and attrac ti ve. 

Accord ing to the Delphi experts the way magazines are read 

is comparatively different from newspapers. Other than few 

serious readers most of the times magazines are read as a time 

pa in their break hours, free times or in most ca . e at a 

wa iting lounge, hence most of the magazine adverti semen ts 
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were tyli sh and intended to develop a brand image . 

Presentation through celebrity endorsement, presentations 

usin g emotional and interpersona l relation ships aspects, 

prese ntation using testimonials and awards etc were the most 

co mmon presentation styles among brands. 

Prese ntation s tyles in web advertisements were more direct 

and logical in na ture . where the orientation is to present the 

fin est deta ils a long with promoting their unique feature s. Few 

Delphi experts opined th at c us tomers normally refer the 

website and e brochures only after they have taken the deci s ion 

to buy a car, but confused a bit on which brand to buy. The 

o bjective here is to ho ld the attraction of the customer to 

their brands more th an the competitor brand . To accomplish 

thi s most of the adverti seme nts were direct in presentation . 

Almost all brochures cont ain li st of spec ifi c product features. 

Projection of their bra nd by quoting research ev ide nce, best 

se lling aw ard s, qu a lity certificate , testimonials etc were 

present in few. 

According to the analysis televi s ion adverti ements deviated 

more with other type of advertisements in presentation styles. 

Since information is communicated throu g h more sensory 

channels in televi sion more than any other media its scope of 

persuasion is more. Televi s ion advertisements were found to 

be using more emotional and interperso nal relations hips 

oriented pre entations. Symbolic presentation were also 

popular amon g TV ad ve rti sement s were th e persuas ion 

mes age is communicated more o ften throu gh dramatized 

problem and so lution method, imag inary and fantasy oriented 

s tories e tc. Among th e sample TV advertisements few direct 

presentation s were also present. 
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Advertisements without emotions a re like life withou t color. 

Even the most rationa l advertisements blend marginal emotions 

in their presentation. In a minimal level they communicate to 

the customers that if you buy this product you will get deli ght 

(joy as consequential emotion), if not buying now you are 

going to mi ss a golden opportunity (sadness as a consequential 

emotion ). Emotions are used in advertisements to sell the 

product i.e. to encourage customers to act in a favorable way. 

Becau se of a particular e motion viewers may form likene s 

towards an adverti se ment but it may not guarantee a purchase. 

Effectiveness of an adverti sement is counted in term s of the 

sales volume it creates and it is hi g hly linked with skilled 

usage of proper emotions in proper inten s ity. Keeping this 

in mind the first Delphi iteration of present study also involved 

analyzing e motional s tra tegies of Indi a n ha tchback ca r 

adverti ements. The proce s of a naly sis involved rating of 

emotions (ba sed on Parrot ' s classification of emotions) 

present in sa mple advertisements by Delphi experts in a five 

point sca le. The ratings of each advertisement under each 

media category by all the raters were tabulated and in order to 

know the difference in di tribution of different emotions across 

various media the ratings were subjected to non parametric 

s tatistica l analysis using Fr iedman Tes t. Details of this 

analysis are given in tables - 5 to 13 . 

Table-5 presents the results of Friedman te t done on rating 

of presence of love rel ated emotions in selected advertisements 

across different types of media by Delphi experts . Accordin g 

to the results there exists a high level of difference (Chi quare 

va lue of 25.07 signifi cant a t 0.0 I level) in u age of love re lated 

e mo tion s in advert isements across diffe re nt medi a. The results 

indicate that television advertisements (Mean=3 .66 with an 

SD of 0.89) and magaz ine adverti sements (Mean=3.20 with 

an SD of 1.32) contain more love emotion compared to 

Ta ble 5: Results of Fri edm an Tes t Done on Rating of P resence of Love Related Emoti ons in 
Selec ted Adve rtisements across Differen t Types of Media by Delphi Ex perts 

( (Number of Raters) = 15, Degrees of Freedom=3) 

T) pc of l\ledia !\lean SD !\lean R?tnk Chi - Square 

News Paper l.60 0.73 1.57 

Magazine 3.20 I .32 3. 13 25.07** 

Web 1.80 J.01 I. 87 

Television 3.66 0.89 3.43 

•• - Significant at 0.0 1 leve l, Source: Primary data 
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Ta ble 6: Res ults of Fri edma n Test Done on Rating of Presence of Joy Related Emotions in 
Selected Advertisements across Different Types of Media by Delphi Experts 

(N (Number of Raters)= 15, Degrees of Freedom=3) 

T~ pe of Media Mean s I) !\lean Rank Chi • Square 

ews Paper 2.80 

=t= 
1. 14 1.63 l l. 2Q H 

- ~ 

M agaz ine 3.80 1.20 

+= 
2.77 

Web 4.00 1.69 2.93 

Te levis io n 3.53 1.06 2.67 

•• - Significant a t 0 .01 level , Source: Pri mary data 

ne w paper ( M ea n=l .60 with a n SD of 0.73 ) a nd web 

adve rti sements (Mea n= 1.80 w ith a n SD o f 1.0 I). 

Table - 6 revea ls the res ults of Fri edm an tes t done on ratin g 

of presence of joy re lated emoti ons in selected adve rti se me nts 

ae ro different type of medi a by De lphi expe rts. F ro m the 

res ult s it is cl ea r th a t even thou gh j oy e mo ti on is hi g hl y 

present in a ll types of adverti e me nt a signifi ca nt diffe re nce 

(Chi Squ are va lue of 11 .20 sig nifi cant at 0.0 l level) is preva lent 

in th e us a ge o f joy re la ted e moti o n ac ro ss med ia . We b 

adverti e me nts were rated to have more u in g joy re la ted 

e mo ti o ns (Mea n= 4. 00 w ith a n D of 1.69) fo llowed by 

magaz in e (Mean= 3.80 wi th an D of 1.20), televi ion (Mean= 

3 .53 with a n SD of 1.06) a nd new paper adve rti e me nt 

(M ea n= 2.80 with an SD of 1.1 4). 

Table - 7 reveal s the results of Fri edman te t done on ra ting 

of pre se nce of urpri se re la te d e moti o ns in se lec te d 

adve rti se men ts across diffe re nt types of media by Delphi 

experts. The res ults revea l th a t surpri se i - th e lesser used 

emoti on in advert isements when c ompa red to o ther two 

po itive e mo tions but like the o the r two pos iti ve emoti ons 

th e usage of urpri se as a n e m o tion a l tra tegy diffe r 

s ig ni f icant ly acros me dia (C hi Square va lu e of 26.5 l 

ig n i ficant al 0.01 level). Magaz in e adverti sement were found 

to have more using surpri se emotion (Me an= 3.00 with a n SD 

of 1.06) fo llowed by telev ision (Mean= 2.73 wi th an SD of 

1.09), web (Mea n= 1.53 wi th an SD of 0.74) and newspaper 

adve rti se me nts ((Mean= 1. 13 w ith an D of 0.35). 

Table - 8 revea ls the re. ult o f Friedman te L done on rating 

of pre se nce of adness re la ted emotio ns in se lecte d 

ad verti ements acros diffe re nt types of media by De lphi 

ex pert . According to th e analys i usage of sadness re lated 

e mo ti n is very less present in a ll the types of ad verti seme nts , 

but the res ult a lso revea led th a t there exis ts a s ig nifi ca nt 

diffe rence between differe nt media in the u age o f sadness a 

an e moti ona l strategy (Chi Square va lu e of 12.80 ignificant 

at 0.0 I leve l) . ew Pape r adverti se me nts are found to be 

us in g more sad ness related emoti o ns (Mea n = 1.86 w ith an 

SD of 0.9 1) fo ll owed by te levision (Mean= 1.20 with an SD 

Table 7: Res ults of Fr iedman Tes t Done on Ratin g or Presence of Surprise Re lated Emotions in Selected 

dvertisements across Different Types of Media by Delphi Experts 

( ( 
1umber of Raters) = 15, Degrees of Freedom=3) 

Type of Media Mean SD Mean Rank Chi - Square 

ews P aper 

M agazine 

Web 

Televi s ion 

1.1 3 

3.00 

1.53 

2 .73 

0 .35 

1.06 

0.74 

1. 09 

1.50 

3.33 

1.93 

3.23 

** - S ig nifi cant a l 0 .0 1 le c l , S o urce: Prim a r y d a t a 
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Table 8: Results of Friedman Test Done on Rating of Presence of Sadness Related Emotions in Selected 

Advertisements across Different Types of Media by Delphi Experts 

(Number of Raters) = 15, Degrees of Freedom=3) 

Type of Media Mean SD • Mean Rank Chi - Square 

New s Paper 1.26 0.45 2.40 

Magaz ine 1.33 0.48 2.53 12.80** 

Web 1. 00 0.00 1.90 

Te lev ision 1. 73 0.70 3. 17 

** - S ignificant at 0.01 leve l , Sourc e: Primary data 

Table 9: Resu lts of Friedman Test Done on Rating of Presence of Fear Related Emotions in Selected 

Advertisements across Different Types of Media by Delphi Experts 

(Number or Raters) = 15, Degrees of Freedom=3) 

Type of Media Mean SD Mean Rank Chi - Square 

News Pape r 1. 86 0 .91 3.27 

Magazi ne 1.1 3 0.35 2 .30 15.00** 

Web 1.00 0.00 2.03 ..___ 

Telev ision 1.20 0.41 2.40 

** - Significant at 0.0 I leve l , Source: Primary da t a 

Table 10: Results of Friedman Test Done on Rating of Presence of Different Emotions 

in Selected Newspaper Advertisements by Delphi Experts 

( umber or Raters) = 15 , Degrees of' Freedom=4) 

Type of' Emotion Mean SD Mean Rank Chi - Square 

Love 

J oy 

Surprise 

Sadne s 

Fea r 

1.60 

2.80 

1. 13 

1.26 

1.86 

0.73 

1.14 

0.35 

0.45 

0.9 l 

2.93 

4.27 

2.03 

2.47 

3.30 

•• -S ig nifi can t at 0.01 leve l, Source: Primary data 

23.98** 
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of 0.41 ), and magazi ne (Mea n= 1.13 with an SD of 0.35) . Web 

adver ti sement wa found to have us ing almost no sadness 

related emotio n (Mean = 1.00 with an SD of 0). 

Tab le - 9 reveals the re ults of Friedman test done on rating 

of presence of fea r re lated emotions in se lec ted adverti sements 

ac ross diffe rent types of medi a by Delphi ex perts. Fear as an 

emotional strategy in the present context according to the 

observation of Delphi ex perts, is present in the form making 

the c ustomer afraid of poss ibl e price hike and persuadin g 

them to make an early purchase. The results revea l that fear 

is a less used appea ling strategy and is u ed differentl y (Chi 
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Square va lue of 15 .00 signifi cant at 0 .0 I level) ae ro different 

medi a. ews paper adverti ements are fo und to have us ing 

more fear strategy (Mean= 1.86 with an SD of 0 .9 1) when 

compared to te lev ision (Mean= l .20with an SD of 0 .4 1) , 

maga ziDe (Mean= 1. 13 with an SD of 0.35) and web (Mea n= 

I with an SD of 0). 

Deta il ana lys is of th e Delphi ex perts rating a lso revea led the 

ex te nt o f em oti o ns prese nt in diffe re nt type of medi a 

adverti seme nts. Analysis o f the Fri edman test res ult ex hibited 

in table- IO , ev identl y pointed out a signifi cant di ffe rence in 

th e usage of diffe rent e moti ons in news paper ad verti sements 

(Chi Square va lue of 23.98 signifi ca nt at 0 .0 l leve l). According 

to th e res ul ts joy was fo und the fore mos t emoti on present in 

new paper adverti sements (Mean=2.80 with an SD of 1.1 4), 

fo ll owed by fea r (Mea n=l. 86 w ith a n SD of 0.9 1), love 

(Mean= 1.60 with an SD of 0.73), sadn ess (M ea n= l .26 with 

an SD of 0 .45) and surpri se (Mean= 1.1 3 with an SD of 0.35). 
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Table- I I revea ls the results of Friedm an test done on ra tin g 

of presence o f di ffe re nt emoti o ns in se lected magaz ine 

adverti sements by Delphi ex perts. Thi s result a l o markedl y 

po inted out th e differences in the usage of different e moti ons 

by magaz in e ad ve rti e me nt s (C hi Squ a re va lu e o f 

40.4 1 ig nifi cant at O.Ol level). Accordin g to the re ult joy 

wa th e key emoti on present in (Mea n=3.80 with an SD of 

1.20) magaz ine advertisements foll owed by lo ve (Mean= 3.20 

with an SD of 1. 32) and surpri se (Mean =3.00 with an SD of 

1.06). Results a lso revea led th at mild presence of sadn ess 

(Mean=J .33 with an SD of 0.48) and fea r (Mean=l .1 3 with 

an SD of 0. 35) in magazine adverti sements. 

Table- 12 revea ls the results of Friedm an te t done on ratin g 

of p rese nce of di ffe ren t e mo ti o ns in e lecte d we b 

adve rti sement . This res ult a lso markedl y poin ted out th e 

differences in the usage of different emoti ons by magaz ine 

adverti sements (Chi Square va lue of 43.20 s ignifica nt at 0.0 I 

Table 11: Results of Friedman Test Done on Rating of Presence of Different Emotions in elected 

Magazine Advertisements by Delphi Experts 

(N (Number of Raters) = 15, Degrees of Freedom=4) 

Type of Emotion 1\lean SD 1\lean Rank Chi - Sc1uare 

Love 3.20 1. 32 3.83 

Jo y 3 .80 1.20 4.30 

Surprise 3.00 1.06 3.47 40.4 1 ** 

Sadn ess 1. 33 0.48 1.90 

Fear 1.1 3 0.3 5 1.50 

** -Si g nifi ca nt a 1 0. 01 leve l. So urce: Prim a ry d a ta 

Table 12: Res ults of Friedman Tes t Done on Rating of Pres en ce of Different E motion in Selected 

Web Advertisements by Delphi Experts 

umber of Raters) = 15 , Degrees of Freedom = 4) 

Type of Emotion Mean SD Mean Rank Chi - Square 

Love 

Joy 

Surpri se 

Sadn ess 

Fear 

1. 80 1. 0 1 3 .23 

4.00 1. 06 4.80 

1.5 3 0.74 2.83 

1.00 0 .00 2.07 

1.00 0.00 2.07 

** -Si g nifi ca nt a l 0. 0 I leve l. So urce: Pr im a ry d ata 
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Table 13: Results of Friedman Test Done on Rating of Presence of Different Emotions in Selected 
Television Advertisements by Delphi Experts 

(N (N umber of Raters ) = 15 , Degrees of Freedom=4) 

Type of Emotion Mean I SD Mean Rank Chi - Square 

Love 3 .66 0.89 4.17 

J oy 3.53 1.06 4 . I 7 

Surprise 2 .73 1.09 3. I 0 39 .9 1 ** 
Sadness I . 73 0.70 2 . 17 

Fear 1.20 0.41 1.40 

•• -Si g nifi ca nt al 0.0 I le ve l. Source: Prim ary data 

level). According to the resu lts in magazine adverti sements 

also j oy was the promine nt emoti on (Mean = 4.00 with an 

SD of 1.06). In we b adve rti seme nts the difference in th e usage 

of joy and o ther emotions were markedl y different . The resu lts 

reveal that presence of o th er emoti o ns - positive emo ti ons 

( love mea n rating = 1. 80 w ith an SD of J.0 I, surpri se mea n 

ra tin g =l.5 3 wi th an SD of 0.74) in web ad ve rti se me nts is 

very minim a l. The ra tin g of both the negative e moti ons was 

found to be the leas t (both mea n = I with a n SD of 0) . 

Table - 13 reveals the res ults of Friedman test done on ra ting 

of presence of diffe rent emotions in se lected te lev i io n 

adverti sements. Thi s resu lt also di stin ctl y pointed out the 

differences in the usage of different emotions by television 

adverti sements (Chi Square value of 39. 9 1 s ig nifi cant at 0 .0 I 

leve l). In te lev ision adverti seme nts love was found to th e 

fo remos t emotion (Mean= 3.66 with an SD of 0.89) followed 

by joy (Mean = 3.53 with an SD of J .06) a nd surpri se (Mean 

= 2 .73 with an SD of 1.09). Both negat ive e moti ons (Mean 

rating of sad ness = I. 73 with an SD of 0 .70 a nd mean rating of 

fea r= l. 20 with an SD of 0.41 ) were found to be very le s 

present in television adverti sements. 

The seco nd and third Delphi iteration s of the s tudy a imed al 

developing a th eo retic a l classificatory model of produc t 

benefits offered by Indi an hatchback ca r brands and the 

presentation s tyl es adopted by the se brand s in th e ir 

advertisements. In the seco nd itera ti o n the list of ide ntified 

product benefits a nd presentation styles were di s tributed to 

th e De lphi ex perts with in stru ctions to code the data in a 

meaningful order and th e data were co ll ected bac k and 

crutinized. The scrutini zed da ta was once more se nt to th e 

experts in the third iteration to sort out the differe nces and 

co me to a common conse ns us . Based on this feedback 

c lass ifi catio n of ra ti onal and presentation s trategies adop ted 

by In dian hatchback adverti seme nts were devel o ped. Detail s 

of th e mod el are depicted in figure-I a nd 2. 

The mode l incorporates fi ve ty pes of product be nefits i.e. 

perform ance fea tures, aesthetic fea tures, ergo no mi c fea tures, 

safety fea tures and quality features . Pe rform a nce features 

consis t of those produc t benefits offered by diffe rent ca r 

brands which direc tl y co ntribute to the smooth performance 

of the car like e ng ine power, ad vance control , better road 

handlin g etc. Aestheti c fea tures are those features of the car 

whi ch direc tl y co ntributes to the beau ty and sty le of the car 

like ex te ri or design, co lour des ign etc . Ergo nom ic fea tures are 

th ose fea tures that optimi ze well -be in g whil e trave ling, by 

fa c ilita tin g bette r co ntrol and comfort like, better interior 

space, s itting co mfo rt , driving co mfort, cont ro l and di sp lay 

sys tems etc. Economic fea tures are those feature th at try to 

sati fy bu yers throu g h fi nanc ia l and cos t sav ing benefits . 

Safe ty fea tures co nsis t of those fea tures th at ensu re safety of 

the vehi c le a nd passenge r li ke, a ntil oc k braking sys te m, 

immobilizers etc. Quality fea tures inclu de those assurances 

in the advertiseme nts that e nsure quality such as hig h qu a lity 

stee l, technologica l advancements e tc . 

The mode l deve loped on presen tatio n s ty le inc ludes four 

major s tyles i.e . direct prese nt ation , sy mboli c presentation , 

logica l presenta tion an d emotiona l presenta tion . Direc t 

presentat io ns consis t of prese ntin g prod uc t information 

direct ly to the cons um e rs like l is tin g out the feature s o r 

show ing directl y how the car functions. Symbolic Presentati o n 
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Figure 1: Class ificatory Model of Product Benefits Offered by Indian Hatch Back Car Brands 

(So urce: Prim a ry Data ) 

Product Benefits 

1 1, ' 
, , 

Performance 
Features 

Aesthetic 
Feature 

Ergonomic 
Features 

Safety 
Features 

Quality 
Features 

Figure 2 : Class ificatory Mode l of Types of Presentation Styles Adopted by Indian Hatchback Car Adverti sements 

(So urce: Primary Dat a) 

Presentation Styles 

l r 
Direct Symbolic 

Presentation Presentation 

co ns is t o f presenting inform ation in a sy mbo lic way through 

tories , Fa nc ie e tc . Logica l pre entation co ns is t of trying to 

pe rs uade the co n ume rs by convey ing the bene fit s in a logica l 

way like demonstration, Le tim o ni a l e tc. Emotional 

presentation invo lves presenta ti on cha rged with e motiona l 

co ntent. 

ln th e fo urth and fifth iteration each De lphi e perts grouped 

eac h product features and presentati o n sty les identifi ed in 

th e first iteration in to different c las ificatory gro up of the 

r l 
Logical Emotional 

Presentation Presentation 

model. Detail list of those product benefits offered by diffe rent 

car brands which directly co ntribute 10 th e mooth 

performance features c la s ifi e d b y Delphi ex pert s a 

pe rforman ce features in th e fi nal iteration are given in rab le-

14 . De tail list of tho e feat ures of the car whi c h di rectly 

contributes to the beauty and style of the car clas ified as 

aesthetic features by Delphi experts in the fi nal iteration are 

g iven in tabl e- 15 . Detail Ii t of features that optimize we ll 

being of the travelers while tra ve lin g classified as afe ty 

features by De lphi experts in the final itera tion are g iven in 
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Tabl e 14: Product Benefits Classified as 

Performance Feat ures 

Performance Features 

Advance Control 

Advanced Brakes 

Advanced Transmiss ion 

Better Functioning Wh ee ls 

Better Power 

Better Road Hand lin g 

Better Road Side Ass is tance 

Fuel Tank Features 

Lighting System 

Tubele ss Radial Tyres 

Wiper And Defogger Features 

So urce: Prim ary data 

Tab le 16: Produ ct Benefits Class ified as 

Ergonomic Features 

Ergonomic Features 

Ad va nced Interi or Lamps 

Better Interior Space 

Customized Accesso rie s 

Display And Contro l Fea tures 

Door And Window Features 

Dri v in g Comfort 

H ea ting, Ventil a tion , And Air Conditionin g Systems 

In Car Enterta inment Features 

Mirror Fea tures 

Parki ng Comfort 

Pockets, Bag , And S torage Facilities 

Seating Capacity 

Sitting Comfort 

Traveling Comfort 

Wind Screen And Wind Shield Features 

Sou rce: P r im ary Data 

A Quarterly Journal 

Table 15: Product Benefits Class ifi ed as 

Aesthetics Features 

Aesthetic Features 

Alloy Whee ls 

Chrome Radi ato r Grill e 

Colour Des ig n 

Deluxe Floor And Carpet 

Exterior Des ign 

Fu I l Wheel Covers 

Graphic Des ig n 

High Class Upho ls te ri es 

Interior Desig n 

Pillar Styling Stripes 

Roof Rails 

Sculpt ed Side Pa nel s 

Sloping Roofline 

So urce: Primary D ata 

Table 17: Product Benefits Classified as 

Eco nomic Features 

Economic Features 

Batte ry And Other Power Saver 

Discount B e ne fits And Additiona l Offers 

Finance And Loa n Benefits 

Hi g h Mileage 

In s ura nce 

Low Operation And Maintenance Cost 

Price Detai ls 

Resale Value 

Special Edition Offers 

Warranty 

Source: Pri mary Darn 
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Ta bl e 18: Produ ct Benefits Class ifi ed as Safety 

Fea tures 

Safety Features 

Ori ve r Ass i s tance Sys te ms 

Burg lar Al a rm 

C hi ld Loc k Sys tem 

Cras hwo rth y Sys te ms 

Dri ver Wa rn ing Sysrem 

Key And Lock Featu res 

Source : Primary Data 

Ta ble 19: Produ ct Benefits Class ifi ed as 

Quality Features 

Quality Features 

Aerod y na mic Effi c ie ncy 

Co lo ur Qu a lit y 

Eng in e Qu ali ty 

Ma inta ining Eng inee ring Sta nda rd s 

Mai ntain i ng Po llut io n Co nt ro l Sta nd a rd 

Qu a li ty of Inte rio r P a rt 

Qu alit y of Spa re Pa rt s 

Qu a lit y of Tyres 

Stee l Qu a lit y 

Tec hn o log ica l dvancemen ts 

Source : Primary Data 
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Ta bl e 20 : Prese ntati on Sty le Class ifi ed Und er Different Models 

Direc t Prese nta ti o ns De pi c tin g Perfo rm a nce Fea tures 

Direct Prese nta ti ons Dep ic t ing Aes the ti c Fea tures 

Direc t Prese nta ti o n De pi c tin g Ergo no mi c Fea tures 

Direc t Prese nta ti o ns D epi c tin g Eco nomi c Fea tures 

Di rec t Prese nta ti ons D e p ic tin g Safety Fea ture 

Direct P rese nta ti ons D ep ic tin g Qua lity Features 

Sy mboli c Presenta ti on 

Prese nta ti o n C laim in g Re earch Evide nce 

Prese nta ti o n Sh ow in g Bes t Selli ng Award And 

Qu a Ii ty Certifi ca tes 

Pre e nta ti o n Th ro ug h Ce le brit y E nd o rse me nt 

Present a ti o n Us in g De mo ns tra ti o n 

Presentat io n Us in g Testim onials 

Presenta ti o n Us in g Compa ri on Wi th Compet it ive 

Bran d 

Emot iona l Prese ntat ion 

Presenta tion Us in g Dra mat ized Prob lem A nd So lut ion Me th od 

P re entation Using Imaginary And Fan tasy Oriented Stories 

Emotiona l Presen tat ions sing H umor 

Emotional Presen tations U ing Love And Related 

Emotions 

Emotional Presentation s Creating Surprise 

Emotional P re en tations Using Fear Factor 

Source : Primary Data 

table-I 6. Detai l li s t of those features th at try to sa tisfy 

buyers through fi nancia l and cost sav ing benefits classified 

as quality features by Delphi experts are given in table-17 . 

Detail lis t of th e feature s that ensure safety of the vehicle 

and passengers c lassified as safety features by Delphi in 

the final iterat ion are given in table-18. De ta il Ii t of those 

assurances in the adverti . emen ts that ensure quality c la sified 

a . quality features by De lphi expert in the fina l iteration 

are given in ta ble- I 9. Tab le-20 presents the Detail list of the 

presentation styles cla ified under different pre entation 

categories by De lphi experts in the final iteration. 
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Co ncl usion 

Indi a n a uto indu s try p a rti c ul a rl y e ntry leve l ha tc hbac k 

segment is growin g in a hi gh pace a nd the re ex ists a tough 

competiti ons between brands. ln Indi a n minds car is so methin g 

mo re than a mac hine to t rave l with comfor t. Adverti sements 

are used as a strong medium by marke te rs fo r co mmun icat ing 

v ita l produ ct info rm ati o n to the cus to mer and persuadin g 

th e m to do th e purc hase. The purpose of th e s tud y is to 

analyze, identify a nd c lass ify spec ifi c adverti seme nt a ppea ls 

used by major I ndi an ha tchbac k entry level car co mpani es by 

us ing th e meth o d o logy of conte nt ana lys is. A ppea l was 

di ffe re nti a ted in to ra t io na l ap pea l a nd e moti o na l a ppea l. 

R a ti ona l appea l was conceptua li zed as th ose ad verti seme nt 

m essages offerin g di ffe rent p rodu c t benefit s and emoti o na l 

appea l was co nceptua li zed as the a tte mpt o f advert iseme nts 

to stir up e ither nega ti ve or pos itive emoti ons in custo mers 

to mo t iva te purc hase. A sys te ma t ic ana lys is o f se lec te d 

ad verti sements us in g D e lphi techn iq ue identified the maj or 

p rodu c t be nefits a nd prese nt a ti o n sty le ado pted by th e 

ad verti se me nts a nd d eve lo pe d a theoret ica l c lass ifica to ry 

mod e l. The s tud y a lso ana lyzed th e e mo tio na l s tra teg ies 

adopted by th ese ad verti seme nts and conc.luded th a t Indi an 

hatchback ad verti sements s ig nificantl y differ across media in 

the usage of va ri ous e moti ons. 

Future Research Direction 

Taking a deci sio n to b uy a car is a compl ex bu yin g be havio ur 

and is an interesting a rea fo r academi c research. Present study 

is an effort to ide nt ify di ffe re nt appea lin g strateg ies prac ti sed 

by the lnd ian hatchback car adverti se me nts to marke t the ir 

brand s. In th e ad verti sement effecti veness resea rch area th e 

effective ness of an ad verti se ment is meas ured fro m the po int 

of v iew o f bu ye rs. A n effec ti ve a d ve rti se m e nt is a n 

adverti se ment th at pe rsuades and m oti va tes custo me rs to bu y. 

Consum ers a re d iffe re nt in res pect of the ir ph ys io log ica l, 

psycholog ical and soc ial ma ke up . One strategy that wo rk s 

with one group of c ustom e rs may no t work with ano th er 

group of customers. For e.g. Kru gm an ( 1972) did an ex te ns ive 

study on the he mi s pheri c di ffe re nces in the processing of 

adverti se ments and concluded that left brain is needed more 

to rea d a press a d ve rti se me nt but w e see te lev is io n 

commercia ls with ri g ht brain . Hi s ano the r hypothes is is th at 

"fee ling" ad verti se me nt gets sto red in the ri ght brain , while 

" thinking" adverti se ments are processed in the left brain . From 

thi s hypoth es is we ca n d e ri ve a noth e r h y p o th es is th a t 
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c lass i f i ca t o r y sys t e m th a t d ef in es c lea rl y th e 

a d ve rti se m e nt a pp ea l s a nd th e pr ese n ta ti o n s t y le 

adopte d by I ndi a n ha tc hbac k ca r adve rti seme nts no ti cea b ly 

h e lp s f uture resea rc h e r s int e res te d t o f ind o ut a n y 

proce s ing diffe re nces (l ik e ph ys io log ica l, psyc ho log ica l 

o r soc ia l) between co ns um e r gro up s. 
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