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Consumer responses to advertising: 
The interplay between ad content and ad spending

Abstract

 This paper provides a model of the effects of radio advertising and present empirical evidence of the model. The 
model links buying intention to ad investment and ad attitude, which is in turn linked to ad content, ad emotions and ad 
DWWHQWLRQ��7KH�PRGHO�LV�VSHFL¿HG�DV�D�VWUXFWXUDO�HTXDWLRQ�PRGHO��DQG�3/6�LV�XVHG�WR�HVWLPDWH�DQG�WHVW�WKH�PRGHO��7KH�SDSHU�
presents results from 441 radio advertising campaigns, and the analysis indicates strong support for the proposed model. 
7KH�UHVXOWV�FOHDUO\� LQGLFDWH� WKDW�DG�FRQWHQW� LV�PRUH� LQÀXHQWLDO�RQ�SXUFKDVH� LQWHQWLRQ�WKDQ�DG� LQYHVWPHQW��DQG�HPRWLRQV�
�SRVLWLYH�DV�ZHOO�DV�QHJDWLYH��DUH�PHGLDWLQJ�WKH�DGYHUWLVLQJ�SURFHVVLQJ��7KH�¿QGLQJV�DQG�LPSOLFDWLRQV�DUH�GLVFXVVHG�
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Introduction 

 Published research on the effectiveness of radio advertising is accumulating rapidly. In 2002, the Radio Ad 
(IIHFWLYHQHVV�/DE��5$(/��UHYLHZHG����VWXGLHV�SXEOLVKHG�VLQFH������RQ�WKLV�WRSLF��7KH�EXON�RI�WKH�PDWHULDO�FRYHUHG�E\�WKH�
VWXGLHV�ZDV�FUHDWHG�LQ������RU�ODWHU��3HDFRFN��������IXUWKHU�VXSSOHPHQWHG�WKLV�HIIRUW�E\�UHYLHZLQJ�PDWHULDO�SXEOLVKHG�DIWHU�
WKH�RULJLQDO�5$(/�SURMHFW��:KLWH��������WRRN�WKLQJV�D�VWHS�IXUWKHU�E\�VXPPDUL]LQJ�UHVXOWV�IURP�UHVHDUFK�SXEOLVKHG�EDVHG�
RQ�WKLV�ZHDOWK�RI�PDWHULDO���7KH�VWXGLHV�KH�UHYLHZHG�FRYHUHG�¿YH�PDLQ�VXEMHFW�DUHDV��DXGLHQFH�UHVHDUFK��OHYHO�RI�DWWHQWLRQ��
categorization of content, and behavioral related effects in terms of purchase intention or actual sales. In addition to this 
VHPLQDO�ZRUN��RWKHU�UHFHQW�FRQWULEXWLRQV�LQ�WKH�DXGLHQFH�UHVHDUFK�DUHD�DUH�8\HQFR�HW�DO����������1RUWK�DQG�YDQ�0HXUV�
�������DQG�:HEE�DQG�3DWFKHQ���������0RVW�RI�WKH�SUHYLRXV�UHVHDUFK�KDV�VWXGLHG�WKH�HIIHFWV�RI�UDGLR�DGYHUWLVLQJ�LQ�WHUPV�
of attention toward the advertisement and sometimes affective responses toward the advertisement. 
 
� 5HFHQWO\��+DQVHQ�HW�DO�� �����D������E��VWXG\� WKH�HIIHFWLYHQHVV�RI� UDGLR�DGYHUWLVLQJ�DV�D� IXQFWLRQ�RI�DWWHQWLRQ�
�UHFDOO�DQG�UHFRJQLWLRQ��DQG�UHVRQDQFH��DG�OLNLQJ��DG�HPRWLRQV�DQG�DG�DWWLWXGH���7KH\�DOVR�ORRN�DW�WKH�LPSDFW�RI�FDPSDLJQ�
EXGJHWV�E\�PHDVXULQJ�*URVV�5DWLQJ�3RLQWV��*53��DQG�DGYHUWLVLQJ�VSHQGLQJ��7KH�UHODWLRQVKLSV�EHWZHHQ�WKHVH�YDULDEOHV�
are studied in a set of multiple regression models. However, the variables are not studied simultaneously and it is not 
SRVVLEOH�WR�WHVW�WKH�LQÀXHQFH�RI�PHGLDWLRQ��+DQVHQ�HW�DO�������D�����E��FDOO�IRU�IXUWKHU�UHVHDUFK�DQG�VXJJHVW�D�VWUXFWXUDO�
equation model approach. 
 
 On this background, the current paper builds on and integrates previous research to examine the effect of radio 
DGYHUWLVLQJ��:H�VLPXOWDQHRXVO\�H[DPLQH�WKH�LQÀXHQFH�RI�DGYHUWLVLQJ�FDPSDLJQ�VSHQGLQJ��DG�VSHQGLQJ���HYDOXDWLRQ�RI�WKH�
FRQWHQW�RI�WKH�DGYHUWLVHPHQW��DG�FRQWHQW��RQ�SXUFKDVH�LQWHQWLRQ��DQG�DIIHFWLYH�UHVSRQVHV�WRZDUG�WKH�DGYHUWLVHPHQW�DUH�
included in the advertising processing. A structural equation model is proposed, empirically estimated and tested. The 
TXDOLW\�RI�WKH�PRGHO�LV�JRRG��DQG�LQWHUHVWLQJ�¿QGLQJV�DQG�LPSOLFDWLRQV�DUH�GLVFXVVHG����

Theoretical framework

 The theoretical framework is based on the widely acknowledged communication model proposed by Holbrook 
DQG�%DWUD���������ZKR�VXJJHVW�WKDW�DG�FRQWHQW�OHDGV�WR�LQGLYLGXDOV¶�HPRWLRQDO�DG�UHVSRQVHV�ZKLFK��LQ�WXUQ��PD\�LQÀXHQFH�
ad attitude. Here, ad emotions have a partially mediating role in advertising processing.  This is a credible model which 
emphasizes the importance and relevance of including emotional responses in advertising communication models. This is 
DOVR�XQGHUOLQHG�LQ�UHFHQW�\HDUV¶�UHVHDUFK��+DPHOLQ�HW�DW���������+DQVHQ��������+DQVHQ�DQG�&KULVWHQVHQ��������3RHOV�DQG�
'HZLWWH��������9DNUDWVDV�DQG�$PEOHU���������

 We suggest broadening Holbrook and Batra’s model in two ways. First, we include purchase intention and moves 
FORVHU�WR�WKH�XOWLPDWH�JRDO�RI�DGYHUWLVLQJ��ZKLFK�LV�JHQHUDOO\�WR�LQÀXHQFH�EHKDYLRU��

 Second, Holbrook and Batra’s model is limited to the effect of ad content, i.e., the quality of the advertisement. 
%HVLGHV��FRQVXPHUV�DUH�DIIHFWHG�E\�WKH�UDGLR�DGYHUWLVLQJ�VSHQGLQJ��H�J���DGYHUWLVLQJ�VSHQGLQJ�DQG�H[SRVXUHV���7KHUHIRUH��
we include advertising investment in the proposed model.

� )XUWKHUPRUH��ZH�GLYLGH�HPRWLRQV�LQWR�D�SRVLWLYH�DQG�QHJDWLYH�GLPHQVLRQ��7KLV�LV�VXSSRUWHG�E\�'XEp�5LRX[���������
+DQVHQ� �������� /DURV�DQG�6WHHQNDPS� �������� /D]DUXV� �������� /LOMDQGHU�DQG�6WUDQGYLN� ��������0DQR�DQG�2OLYHU� ��������
3KLOOLSV�DQG�%DXPJDUWQHU� ��������DQG�:HVWEURRN� ��������7KLV� LV�SDUWO\� LQ�KDUPRQ\�ZLWK�+ROEURRN�DQG�%DWUD� ��������ZKR�
GLYLGH�HPRWLRQDO�DG�UHVSRQVH�LQWR�WKUHH�GLPHQVLRQV��3OHDVXUH��H�J���SULGH��DIIHFWLRQ��JUDWLWXGH��MR\��DQG�DURXVDO��H�J���LQWHUHVW��
DFWLYDWLRQ��VXUSULVH��LQYROYHPHQW��WKDW�PD\�EH�SHUFHLYHG�DV�SRVLWLYH�GLPHQVLRQV��DQG�GRPLQDWLRQ��H�J���KHOSOHVVQHVV��VDGQHVV��
IHDU��GLVJXVW��WKDW�UHÀHFWV�D�QHJDWLYH�GLPHQVLRQ��

 If we add these issues to Holbrook and Batra’s original model we get the proposed model depicted in Figure 1. 
3UHYLRXV�UHVHDUFK�KDV�LQYHVWLJDWHG�DOO�RI�WKH�K\SRWKHVL]HG�UHODWLRQVKLSV�EHWZHHQ�WKH�YDULDEOHV��IRU�DQ�H[FHOOHQW�UHYLHZ��VHH�
9DNUDWVDV�DQG�$PEOHU���������+RZHYHU��LW�LV�WKH�¿UVW�WLPH�WKDW�WKH�LQÀXHQFH�RI�ERWK�DG�FRQWHQW�DQG�DG�LQYHVWPHQW�RQ�SXUFKDVH�
intention has been examined simultaneously in a framework as proposed in Figure 1, which also include ad emotions, ad 
attitude and ad attention as mediating variables.
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Figure 1: The conceptual model 

Data 

 The present study is based upon campaign effect measurements collected from 441 radio advertising campaigns 
run on important Danish commercial radio stations over four years. For each campaign we have information on 
ad investment, measured by ad spending, Gross Rating Points, spot length, number of radio stations and number of 
ZHHNV��,Q�DGGLWLRQ��IRU�HDFK�FDPSDLJQ�ZH�KDYH�LQIRUPDWLRQ�IURP�FRQVXPHU�VXUYH\V�RQ�DG�DWWHQWLRQ��UDGLR�UHFDOO�DQG�VSRW�
recognition), evaluation of ad content, ad emotions, ad attitude and purchase intention, all measured in the last campaign 
ZHHN��SXUFKDVH�LQWHQWLRQ�LV�DOVR�PHDVXUHG�RQH�ZHHN�DIWHU�WKH�FDPSDLJQ���
Data was collected electronically using TNS Gallup Denmark’s online panel of persons aged 15-59 years, with a gross 
sample per campaign of 1000. 

 Radio recall is measured by asking: “Do you remember hearing radio advertisements for [brand] in the last 
PRQWK"´�6SRW�UHFRJQLWLRQ�LV�PHDVXUHG�E\�SOD\LQJ�RQH�RU�PRUH�RI�VSRWV�IURP�WKH�FDPSDLJQ�DQG�DVNLQJ�UHVSRQGHQWV�LI�WKH\�
recognized them from the radio. 

 Ad content is measured by four items regarding the listener’s perceived quality of the ad, rated on a 5-point scale. 
Emotions are measured by asking the respondent which of 10 positive and negative feeling words they felt best applied to 
WKH�VSRW�WKH\�KDG�MXVW�KHDUG��7KH�IHHOLQJ�ZRUGV�DUH�DGRSWHG�IURP�WKH�HPRWLRQDO�UHVSRQVHV�VWXGLHV�E\�+DQVHQ��������DQG�
+DQVHQ�DQG�&KULVWHQVHQ��������

� $G�DWWLWXGH�LV�PHDVXUHG�E\�XVLQJ�¿YH�ZHOO�GRFXPHQWHG�VFDOH�LWHPV��%UXQHU�,,��������SS�����������RYHUDOO�OLNLQJ��
LQIRUPDWLYH��EHOLHYDEOH��HQMR\DEOH�DQG�SHUVXDVLYH��UDWHG�RQ�D���SRLQW�VFDOH��

 Purchase intention is measured by the question: “How likely would you say you are to purchase [brand] next time 
\RX�VKRS�IRU�>FDWHJRU\@"´��UDWHG�RQ�D���SRLQW�VFDOH��

Methodology 

� 7KH�FRQFHSWXDO�PRGHO�LQ�)LJXUH���LV�VSHFL¿HG�DV�D�VWUXFWXUDO�HTXDWLRQ�PRGHO�ZLWK�VHYHQ�ODWHQW�YDULDEOHV��(DFK�RI�
the latent variables in the model is operationalized by a set of 2-5 indicators. 
 

Ad content Ad attitude

Ad spending Ad attention

Positive ad

Negative ad
Purchase
intention
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� 7KH�VWUXFWXUDO�HTXDWLRQ�PRGHO�LV�HVWLPDWHG�E\�XVLQJ�SDUWLDO�OHDVW�VTXDUHV��3/6��GXH�WR�WKLV�PHWKRGV¶�DGYDQWDJHV��
3/6�LV�GLVWULEXWLRQ�IUHH��LW�LV�UREXVW��DJDLQVW�VNHZ�GLVWULEXWLRQV�IRU�LQGLFDWRUV��PXOWLFROOLQHDULW\�DQG�PLVVSHFL¿FDWLRQ���&DVVHO�
HW�DO���������&KLQ��������)RUQHOO�DQG�%RRNVWHLQ��������+XOODQG��������7HQHQKDXV�HW�DO����������)XUWKHUPRUH��3/6� LV�D�
SRZHUIXO�PHWKRG�IRU�SUHGLFWLYH�DSSOLFDWLRQV��DV�3/6�DLPV�DW�H[SODLQLQJ�YDULDQFHV��)RUQHOO�DQG�%RRNVWHLQ���������

� )RU� WKH� HVWLPDWLRQ� DQG� WHVW� RI� WKH�PRGHO� WKH� VRIWZDUH�6PDUW3/6� LV� XVHG� �5LQJOH� HW� DO��� ������� 6PDUW3/6� LV�
originally developed by Professor Christian M. Ringle, University of Hamburg, Germany, at the beginning of this century 
and since improved with newer versions.

 The latent variable ad spending is measured by formative indicators, and the six other latent variables are 
PHDVXUHG�E\�UHÀHFWLYH� LQGLFDWRUV�� L�H��� WKH� LQGLFDWRUV�DUH�D�UHÀHFWLRQ�RI�DQ�XQGHUO\LQJ� ODWHQW�YDULDEOH��)RUQHOO�DQG�&KD��
1994). 

Analyses and results 

� 7KH�PRGHO�LV�DQDO\]HG�DQG�LQWHUSUHWHG�LQ�WKUHH�VWDJHV��¿UVW��WKH�PHDVXUHPHQW�PRGHO�LV�HYDOXDWHG��VHFRQG��WKH�
UHODWLRQVKLSV�LQ�WKH�VWUXFWXUDO�PRGHO�DUH�WHVWHG�DQG�WKH�HVWLPDWHG�PRGHO�LV�SURYLGHG��DQG�WKLUG��WKH�¿QDO�VWUXFWXUDO�PRGHO�LV�
evaluated. This sequence allows researchers to ensure that latent variables have adequate reliability and validity before 
GUDZLQJ�FRQFOXVLRQV�RQ�K\SRWKHVL]HG�UHODWLRQVKLSV��%ROOHQ��������)RUQHOO�DQG�/DUFNHU��������+DLU�HW�DO���������+XOODQG��
1999).

Evaluation of the measurement model 

 When assessing the measurement model, one must demonstrate satisfactory level of reliability and validity 
�)RUQHOO�DQG�/DUFNHU��������+XOODQG���������
 
� ,Q�WKH�PHDVXUHPHQW�PRGHO�HYDOXDWLRQ�SURFHVV�WKH�LWHPV�WKDW�GLG�QRW�VLJQL¿FDQWO\�FRQWULEXWH�WR�WKH�UHOLDELOLW\�ZHUH�
eliminated for parsimony purpose, and the following results are based on the retained 20 indicators. All factor loadings for 
WKH����UHÀHFWLYH�LQGLFDWRUV�H[FHHG�WKH�����WKUHVKROG��&DUPLQHV�DQG�=HOOHU��������+XOODQG��������LQGLFDWLQJ�LWHP�UHOLDELOLW\��
 
� $�FRPSRVLWH�UHOLDELOLW\�PHDVXUH��)RUQHOO�DQG�/DUFNHU��������RI�����LV�D�WKUHVKROG�IRU�µPRGHVW¶�FRPSRVLWH�UHOLDELOLW\�
�+XOODQG��������1XQDOO\���������DQG�DOO�ODWHQW�YDULDEOHV�PHW�WKLV�FULWHULRQ��$QRWKHU�PHDVXUH�WR�DVVHVV�FRPSRVLWH�UHOLDELOLW\�
WKDW�KDV�EHHQ�UHFRPPHQGHG��&KLQ��������%DXPJDUWQHU�DQG�+RPEXUJ�������� LV� WKH�DYHUDJH�YDULDQFH�H[WUDFWHG��$9(���
GHYHORSHG�E\�)RUQHOO�DQG�/DUFNHU���������)RU�D�ODWHQW�YDULDEOH��WKH�$9(�PHDVXUHV�WKH�DPRXQW�RI�YDULDQFH�FDSWXUHG�E\�
the associated indicators relative to the amount due to measurement error. To use a latent variable, the AVE should be 
greater than 0.50, which meets the criterion that a latent variable’s AVE should be at least 50% to guarantee more valid 
YDULDQFH�H[SODLQHG�WKDQ�HUURU�LQ�LWV�PHDVXUHPHQW��&KLQ��������)RUQHOO�DQG�&KD��������)RUQHOO�DQG�/DUFNHU���������$OO�WKH�
AVE values in the model are 0.54 or above, which are greater than the threshold of 0.50. That is, also the AVE values 
demonstrate composite reliability for all latent variables indicating that all the items of each latent variable form a single, 
strongly cohesive and conceptual construct.
 
 Discriminant validity concerns the degree to which measures of conceptually distinct latent variables differ. To 
HYDOXDWH�GLVFULPLQDQW�YDOLGLW\��WKH�VTXDUH�URRW�RI�$9(�FDQ�EH�FRPSDUHG�ZLWK�WKH�FRUUHODWLRQ�FRHI¿FLHQWV�DPRQJ�WKH�ODWHQW�
variables. It is recommended, that the square root of AVE of a latent variable should be greater than the correlations between 
LW�DQG�DQ\�RWKHU�ODWHQW�YDULDEOH�LQ�WKH�PRGHO��&KLQ��������)RUQHOO�DQG�/DUFNHU��������+XOODQG���������7KH�PRGHO�UHVXOWV�VKRZ�
that the square root of AVE is greater than the correlation between it and all other latent variables, which indicates that all 
the latent variables in this study both conceptually and empirically distinct from each other. Thus, discriminant validity is 
evidenced.
 
These initial results provide clear evidence of item reliability and composite reliability as well as discriminant validity.

Estimation, testing and evaluation of the structural model 

 The PLS estimation is carried out by including all hypothesized relationships in Figure 1, and the relationships are 
WHVWHG�XVLQJ�W�YDOXHV�REWDLQHG�IURP�WKH�ERRWVWUDS�UH�VDPSOLQJ�SURFHGXUH��7KH�¿QDO�HVWLPDWHG�PRGHO�ZLWK�SDWK�FRHI¿FLHQWV�
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�VWDQGDUGL]HG�LPSDFWV��LV�VKRZQ�LQ�)LJXUH����

� $OO�QLQH�UHODWLRQVKLSV�DUH�WHVWHG�DQG�IRXQG�VLJQL¿FDQW��DOO�W�!��������S����������RQH�WDLOHG���$OO�HVWLPDWHG�UHODWLRQVKLSV�
DUH�LQ�WKH�H[SHFWHG�GLUHFWLRQ��VHYHQ�DUH�SRVLWLYH�DQG�WZR�DUH�QHJDWLYH��QDPHO\�WKH�UHODWLRQVKLSV�WR�DQG�IURP�QHJDWLYH�DG�
emotions. 

� 7R�HYDOXDWH�WKH�¿QDO�3/6�PRGHO�UHVHDUFKHUV�W\SLFDOO\�H[DPLQH�WKH�5��YDOXHV�IRU�WKH�GHSHQGHQW�ODWHQW�YDULDEOHV�
�&KLQ��������+XOODQG���������5��IRU�DG�DWWLWXGH�LV������LQGLFDWLQJ�YHU\�JRRG�H[SODQDWRU\�SRZHU��DQG�5��IRU�DG�DWWHQWLRQ�DQG�
purchase intention are 0.16 and 0.33, respectively, indicating reasonable explanations. Overall, our empirical application 
provides strong support for the proposed model and the associated measurement system, and the quality of the model is 
good.

� 6HYHUDO�LQWHUHVWLQJ�¿QGLQJV�FDQ�EH�GHULYHG�IURP�WKHVH�UHVXOWV�DV�ZLOO�EH�GLVFXVVHG�LQ�WKH�QH[W�VHFWLRQ�WRJHWKHU�ZLWK�
implications.

Discussion

� 7KH�¿QGLQJV�FOHDUO\� LQGLFDWH�WKDW� LW� LV�UHOHYDQW�WR�XVH�+ROEURRN�DQG�%DWUD¶V��������IUDPHZRUN�H[SDQGHG�E\�DG�
investment, ad attention and purchase intention.
 
� 7KH�¿QGLQJV�DOVR�LQGLFDWH�WKDW�ERWK�DG�FRQWHQW�DQG�DG�LQYHVWPHQW�VLJQL¿FDQWO\�LQÀXHQFH�DG�DWWLWXGH�DQG�SXUFKDVH�
LQWHQWLRQ��%DVHG�RQ�WKH�SDWK�FRHI¿FLHQWV�LQ�)LJXUH����ZH�KDYH�FDOFXODWHG�WKH�WRWDO�LPSDFWV��WKDW�LV��WKH�GLUHFW�DQG�LQGLUHFW�
impacts. The total impacts of ad content and ad investment on purchase intention are 0.355 and 0.099, respectively. Based 
on these results, i.e., overall for the 441 analyzed radio advertising campaigns, the impact of ad content is approximately 
three and a half times greater than the impact of ad investment. 
$G�DWWHQWLRQ�LV�D�PHGLDWLQJ�YDULDEOH�EHWZHHQ�DG�LQYHVWPHQW�DQG�DG�DWWLWXGH��L�H���DG�DWWLWXGH�LV�QRW�RQO\�LQÀXHQFHG�E\�WKH�DG�
content but also by the ad spending. 
 
 Moreover, ad attention is a mediating variable between ad investment and purchase intention, i.e., ad attitude is 
QRW�RQO\�LQÀXHQFHG�E\�WKH�DG�FRQWHQW��EXW�DOVR�E\�DG�LQYHVWPHQW�

Figure 2: The estimated model
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� ,Q� D� UHFHQW� VWXG\��'RPNH� DQG�:LOG� ������� FRQFHUQHG� WKHPVHOYHV�ZLWK� WKH� UHODWLYH� LPSRUWDQFH� RI� DG� FRQWHQW�
�UHVRQDQFH�� DQG� WKH� OHYHO� RI� DWWHQWLRQ� �LPSDFW���7KH\� FODVVLI\� UDGLR� DGYHUWLVHPHQWV� DFFRUGLQJ� WR� WKHVH� GLPHQVLRQV� DV�
LOOXVWUDWHG�LQ�)LJXUH����DQG�WKLV�FODVVL¿FDWLRQ�LV�XVHG�LQ�DVVHVVPHQW�RI�UDGLR�DGYHUWLVHPHQWV��7KH�UHVRQDQFH�GLPHQVLRQ�LV�
UHÀHFWHG�LQ�WKH�XSSHU�SDUW�RI�WKH�SURSRVHG�PRGHO�LQ�)LJXUH����DQG�WKH�DWWHQWLRQ�GLPHQVLRQ�LV�UHÀHFWHG�LQ�WKH�ORZHU�SDUW�RI�
the model. 

 The evaluation of the model shows that the proposed division between positive and negative ad emotions is a 
good idea, since the impact from these two ad emotions is quite different, and it is possible to study the effect of ad content 
QRW�RQO\�RQ�DG�DWWLWXGH�DQG�WKH�¿QDO�SXUFKDVH�LQWHQWLRQ��EXW�DOVR�RQ�WKH�PHGLDWLQJ�HPRWLRQDO�UHVSRQVHV�

Figure 3: Four categories of radio advertisements
�6RXUFH��'RPNH�DQG�:LOG�������
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Conclusions

� 7KH�¿QGLQJV�IURP�WKH�SUHVHQW�VWXG\�DUH�VWURQJO\�DOLJQHG�ZLWK�SULRU�VWXGLHV��$G�FRQWHQW�DQG�DG�LQYHVWPHQW�DUH�WZR�
IDFWRUV�RI�PDMRU�LPSRUWDQFH�IRU�LQÀXHQFLQJ�SXUFKDVH�LQWHQWLRQ��)URP�WKH�����DQDO\]HG�UDGLR�DGYHUWLVLQJ�FDPSDLJQV��LW�LV�
evident that ad content is more important than spending. 

� 7KH�OHVVRQ�WR�OHDUQ�IRU�UDGLR�DGYHUWLVHUV�LV�WKDW�FDPSDLJQ�TXDOLW\��DV�UHÀHFWHG�LQ�OLVWHQHUV¶�SHUFHLYHG�DG�FRQWHQW��
SRVLWLYH�HPRWLRQV�DQG�DG�DWWLWXGH��LV�PRUH�LPSRUWDQW�WKDQ�VSHQGLQJ�ZKHQ�LW�FRPHV�WR�LQÀXHQFLQJ�SXUFKDVH�LQWHQWLRQ��$V�D�
FRQVHTXHQFH��UDGLR�DGYHUWLVHUV�RXJKW�WR�XVH�VXI¿FLHQW�UHVRXUFHV�WR�GHYHORSPHQW�RI�FUHDWLYH�PHVVDJHV�DQG�SURGXFWLRQ�RI�
advertisements. Advertisers should take this into account in the advertising budgeting and the allocation of the budget on 
development/production and radio advertising space.

� 7R� RXU� NQRZOHGJH�� QR� UHVHDUFK� KDV� VLPXOWDQHRXVO\� FRPSDUHG� WKH� UHODWLYH� LQÀXHQFH� RI� UDGLR� DG� FRQWHQW� DQG�
spending on the listener’s ad attitude and purchase intention. In this way, our study contributes to the advertising 
effectiveness literature. Also the role of emotions in advertising processing is demonstrated.

 The empirical results are based on a structural equation modeling approach. The application of the model provides 
VWURQJ�VXSSRUW�IRU�WKH�FRQFHSWXDO�PRGHO�DQG�WKH�DVVRFLDWHG�PHDVXUHPHQW�V\VWHP��7KLV�HPSKDVL]HV�WKH�VLJQL¿FDQFH�RI�
each of the included variables and underscores the need to adopt more holistic view in advertising effectiveness measuring. 

 Data collection will have to continue over the next years and more cases will be accumulated, that will include 
FRGLQJ�RI�WKH�FRPPHUFLDOV� LQ�UHODWLRQ�WR�JHQUH�DFFRUGLQJ�WR�$QGHUVHQ���������GLGDFWLF��QDUUDWLYH�DQG�O\ULF�FRPPHUFLDOV��
$QGHUVHQ��������DQG�$QGHUVHQ�DQG�-HQVHQ��������SUHVHQWV�DQG�HYDOXDWH�WKH�XVHIXOQHVV�RI�DQ�DGYHUWLVLQJ��SHUFHSWLRQ�
framework, composed of these three genre dimensions developed from advertising executive theory, genre theory and 
FRJQLWLYH�¿O�WKHRU\���,W�FRXOG�EH�LQWHUHVWLQJ�WR�VWXG\�KRZ�JHQUH�DIIHFWV�WKH�DGYHUWLVLQJ�SURFHVVLQJ��0RUHRYHU�� LW�FRXOG�EH�
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LQWHUHVWLQJ�WR�VWXG\�WKH�IROORZLQJ�TXHVWLRQV�LQ�D�PRGHO�EDVHG�FRQWH[W��,V�WKHUH�GLIIHUHQFHV�EHWZHHQ�SURGXFW�FDWHJRULHV"�
%HWZHHQ�QHZ�EUDQGV�DQG�ZHOO�HVWDEOLVKHG�EUDQGV"�+RZ�ZLOO�SXUFKDVH�LQWHQWLRQ�DQG�WKH�RWKHU�PRGHO�YDULDEOHV�GHYHORS�LQ�
WKH�FDPSDLJQ�SHULRG�DQG�DIWHU�WKH�FDPSDLJQ"�+RSHIXOO\��IXWXUH�UHVHDUFK�ZLOO�SXUVXH�WKHVH�DQG�RWKHU�LPSRUWDQW�TXHVWLRQV��
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