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Advertising Research 8
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Advertising Research— Concept, Importance and Classification
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fearor el 2ol 5 R e [esroe tofd vt Bfoe, Reeritya arst it zean S, @Iv wawela
AN AR I I Rearomfs v war Bfor Swpifn fifey e wfds fFrare azrem oy 7<f3® Koy
U] Tafeeed TR, FfRm «dr [Resmer S99 T [Rearita RSl Sye 349 GFo 068! |
@ aitell @ =i AT AN 727 Ffoe Fte, [ee T apRifeaT AT 578 AT
fTHm Face, TolE wema ToF [eiag gek AR Fare R e I3- IRie [ve
T GPed OIS I AT | RSt fery g et qigcee e [wiem e
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What is Advertising Research?

fareie g ZeT e e i 2y f[eifteea ey, s 8 [Rrage Fsam e [Reerseaa
FEFIRTS TFe FAT GF H(6TS TEBN | #1oly, G, JE A AFSHIT &lfS AW AT SNFer
T T 5 R g e cofs w4t Sfte, [Reeroae It femet zew Bfoe, (@I 490e T 392w
0 I e e Far Bt Twnifer ifeg ey e e aziem o=y Rt acagas @i
g (12 | URTIS TSI2 ARFA Freltd WS [eaite AMer 7y ©f S 4 [Re@o = 251t Ay
fFdiae Fares fwrm i@ “fapifere g7 | 9idie, e (o Far ua v ST s
40, 92 IR Rearaie siawelid el A0 |

9 &% G. E. Belch and M. A. Belch-49 TO® Srgd S (TS AN | ©WH A© BT I
FIfIfre! HAfaser T v ARSEr oz afemn 9 st wqEw | ReaeT e e
[IZARE e [t Fwael TR FAF 00 FE (¥ 93 78! e s [esaem
F@ T 3T aMim 03| e oiaEen afSpiT SRywe ev st dfdue s wfe
ATAENT TV | RE@ro aitagaa 4ol re 5t o/ 96, “Research that is conducted in an

evaluative role-to measure the effectiveness of advertising and promotion and/or to assess various

strategies before implementing them.” (S K@M ItTelt f[eereq @A AbIAT I “Afarsr Fa7
Ty feeal R (@ ist IR ST G FeRA S & G0 R Qi wifvifers =3 1)

Q &CF Terence A. Shimp I, G2 *I@TeF oy [fSg Sy, “Mafs, T 42 @FET TGS
Fecr | fofy fegosifmiee feeram stagers qfo YRS HACE el S ST IR, (TN~ AR
ISITOR el @R IST IRl AT | ©F ACS, “Advertising research involves both
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pretesting messages during developmental stages (prior to actual placement in advertising media) and
posttesting messages for effectiveness after they have been aired or printed. Pretesting is performed to
eliminate ineffective ads before they are ever run, while posttesting is conducted to determine whether

messages have achieved established objectives.” (SR, G RO CFAFTeTe LR [eio Mg
e F e et e -5 Wk epifie a4 Yiye 2eqw At o JEIRS! ARWICAT Ty
ISR (IP5-1615L TH2 TBYE A | NS [[{CaIMTAT BRI ST O SR I &y f2l-T575¢
T =Y QIR STt ReerAts sEfadifte Srmiretet wew F0e (At BT ©f A58 FF & (AS-
TG0 w41 =7 1)

TATIT A (AR IoT A, [Caroita Sy, #Iteiq S, Sfel(™ 29 «q o] @ TYIed
ISl FE Reifre Sgaa M [RE@eiTa do = I ehBR T YeniFT ST &
feareie sicaelt “ifablerar st &7 |
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Importance of Advertising Research

fReaoe ItqRel Ze f[Reaoe epRifeaee FRFe Tfde SR safere war, fRasad aar
e @ wifae afer | [@ee a@Ee 3t [ve [eeae @R fone TEta 30,
Resawier A Freid @PIEN 3@ 4R [Reriem dfe aew dfefemr amm o e 9ot
TR AR ROTT FIe 0 | [l  oI@@ell RAFFIRNE ove o2 SRdmd A SIEeid
@A FACS QIR SR AT [RGaro7 (FEE e FA00'8 TERT I(F AT |

@ IR o Srorretea e SIite Rearsia Ielld wFy To0E QIel #ihem T | [t
R @A Ao AN IR (e Fare, [Keareiw apifea AT w2 T 415
IO, oI MM BT [Geroitaq o Al Fare WA f[eerimg 3-ssifwe! ffve Fare
Tl SR A T ACF | T Ree=ia Saqei™ wPporR I« T4 ZCA:

Y. TSNSl IS (Increases awareness): [T ST ZCETT ARICE (@I @32 @ o497 4T
T I™ATE S T4 | 2SR [ RN Sy I (@IS oI o1 qrena b
OB AT HHATE oo F4! TS FCH (PN @6 FFa [eaom el Fa09 «ied |

3. “f’fE® =T RTFT (Analyzes changing market): I @& @r=iifT Ao a3 oo
TS BT SICA (@ANE AL S AIRFMT RIS TACe F(F | AR A ARG
RIS AR A ARIIR NATORE Tre #AfAS® 27, FRe @it efsfre e
G TR 217 IS AT FCF | [T @ AT 93 FARKS TN NS FoAH
TACS IR O3 ARRESTRENS [T FICS (@FIHHICE TR A |

©. R @M (Advertising Communication): RGEMTTE Swres Sy T 747 A1 JFEE
S S8 T I AR AN @A 1 | R4 [cqqela LGN Aoy T¥4e Acveel i,
AT el AfTey A A FHE QrRrdd [Kfeg sMese =TS TR FE AT
AT FTFeTe! AR T (@S A |

8. W%W R (Developing creativity): GHF Q@R TwT AeF, ARSRIAT wAel,
2fstat feerolw, fifey sria ar efsfafer wef¥e fifey ©ur Afde s g < 89 =7 | I3
GG S FRETS] T O 2 OHIAT WA ST & Q6 HoA{0® et (=T eACTaT
PlEs IR 0 I |
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¢. JART SZT SF© 6 (Improves business position): [E#T 77l @36 @FifE o
ATGTET] B FAIF & SAYE AN AR TATT LH (AT R I | TCA 99 AT AT
AR I (@R M RS S=g e 27 |

v, ST SRFT N Y (Ranks market position): K& @@ @3 @i s ==y
@I STl TR0 AR B | [GaIolw el Ferwe] [uagel w6 930 (@A Seoma
ST JTeTd Fepg Wity AT Fifeey qcace, 19 ARSI SRgE wiEce AN |

q. TERT AT 913/1@17[ @T (Predicts likely issues): R« Iqqell @=iifag e+ It v
AT AAT ST Y& (TS A TG AN AL IS AT 2 | ANt wa
Ao SRRl @rEE STy TSR ofiaraite 3@ qb @ iifas s8Ry ok afdw
(TS ARAJ A |

b. JLO FORT I (Lessening chances of failures): &9 G2 TN TG ST @
ARSTRIfAITAT ITITF T (oITT™T ©2T M@ 4 A AR ST MCF 7% (@Y ATA6F (@19
TS ([ST I T | G2 IFRell R 20 o i T A9 |

5. fSferat @WiS (Provide Feedback): [RGeIoIe eWFIAT 7B S S2Wo13 TelIel (ATACR fF 1 o
AIHT T T #1GS @A (17 T 1| I T AN F9 90 e 2R et tofire
e FeT TRt SE 4T T 4RI TS AW I WY ZEE F A S Ty | [w@ o
FIFT @i ta RSS! TF (@i afsfam ame 33 |

So. TAITA W (Provide Results);: [RE7q YR 00 el FIFwTel AN o afePe
T A R SFO NPT 9T I @I | @A o1e7ell =i i «rhige
SR FZ (M [ 7 A1 Flfore Qo) (o T (IR & =1 of Tiwee AR w6 | [earow
AT JEHREE G2 IR0 [ SFre, TR A RS (+1ta @ (@I 0 41 (@0 A |

Srrifafaiee SeErsam @fFre @1 7, e @t afels @it e o sors w@gsd
IR AT B AT |

Rearaie sitqgeis earren
Types of Advertising Research

NIATIE To12] 8 FRETH To 0 ©f [NGorre @3 fafeeeid Fifre e =7 | APRT CF@
STy, AT, &foTS JERite, S T Al TATE SRACE T 8 IR fOfers Iaqdiits Farei
o T T | @NF- Srwee fofers iaadies SaaiGayers, WIS 8 IIFRES Cqqell; e
fefare Gifere IaTel, Ffere LA ¢ FEYET @I ; Awfore Feifod fefers wdiee, AT ¢
i oIEell; TR TR fofere iaeelts Arifis 8 M itawel; $oife Weed (Fd 8 IR
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el s 1Reeie el W (At wemree o w6 Qe | [ Kewierag e
TR I FIBCHIT (AT eI N e Siesvet a1 Ree:

S| FroAREe 3 FfETe e AT (Customized Advertising Research): FPON3EE
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% | Fifett fReeto¥ “tI=elT (Syndicated Advertising Research): TS0 [Rego sicqaelt v @it
T NITS BT TV T4 ZE NS | ST A3 G0 AN FeA[Te 5130 Seyiey eifsdie frewa sars
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TRAMAFI ST (FAIN FRE FREETS) Il =W YR @ (FC @F FeAreea ey ez e sice
TS #A1CE | G2 PSTRs Rear=ia aItqaell JeeT |

9| ﬁ@’ﬁ'—’ﬁ/ﬂ@—m TITAT (Pre-testing Advertising Research): &% 7% &f e & 97 @
gl ey o = | 9B GRETS IBOT AT ST AN WA G S ST® AP | S IJereyairet
TR FRCE @ @ QT IWE T2 ANSTR o2 78 20 W | o2 @Friifaes [Ffoe sace =1
@ O (RN WS8R FIcg 5T (x| Reeeiw A@eeid efs-o 8 oK @iifiee o2 wfes
TEmR RHWeT TR FA0o AR F(F G2 ST [Gerita ReE a2 T30 TiE gy Fa
of Tiee ARR Fed | e, Resro el wr wieeg it Rearsafs A8 s ooy [ewrsi-oF 3
fel-BB: et sitaaell Fa1 =7 | Rw@reiw-2F sitqqelt Reeroi e @36 sweesid wee Sier @ft sy
I @ T vt fefere toft w1 7 ©f g T 9 (SrER TeW, (OIS Yo qIR

8 | TR SFITIGT T (APG-TEPBR ATIFAT (Post-testing Advertising Research): REeH= IreT &5iaa
afeifs @3 gt afiedr | @Er=ifT 747 ©F 2tare e 7 o3 Ot oF o7 Q3R AT IR (AT
Afsferm ¢t a2 Al 7o = | @A Reatem eieeren itael (@ Reatoiea Feiret A
R T AR afsfear | feerent Twerere IRaifte TrRe A, (oS-t SRt
@IS ©f SiHre AR BT | SR (IP5-TBR0 [wom *tage [Reeme epRifet o Fa9 4@
e T4 2 | @b @i e oeRifeaTs SRsifrs! A= 1 A58 Fre AT FF AT |

QoId e Aaets [ifeg @dite o 34 7 | O O3 [T Qrs@ I e T (@, [
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/Gy  rore:

et oIl ZeeT AefEB qEr ouy fwifree Ty, fifm @3 Reases a7 T g
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A | e e [Reeem Fidsifaer s, @i azE Jweae! s, ks e
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Measuring the Advertising Effectiveness— Concept, Objectives, and
What & When to Test

Ty

Q AT T -

et TS A FICE e ©F IS AR

TR ST AT SoelTR I FCS #H=0a;

fAGeroea SIS 2AfwIceR CFeg AT T4 T S FTRY FACS 2ACE; @R
T [t driSife! s T 2@ oF @ifie <aad Wes «i7e@w |

Rt srefer A e avifre R Remmrer Reeem 3 ebr S s ol
G FACS (AR I/ FIEFS O[T (O FACO (AR & 1, ©F FeHRN FACF (@R | {eareiera s
SAFCAT STt Weey AR Reersitesr sRfdife ereetet sifere zeaee ol ©f Fdieer =, Kot
eifsferf, foae a1 Resieor Sifre! Serm a1, g [Kearem @ is TR w61 93 [Kearie s
e 4l | Resrsit ST AfRNIToR %@ ReHiq Tr 2o, 6T SAWE, I &/ G- AT
FraeomR A= Fa1 =7 | Rear ebrifea areg st Reasw e [fey e it sam oy
AT A1 Resrm-57 e @R ResreH 2bifie 6™ 7 93 SRS IBRE & CAPGEE A
Ree-e/IeeTe =/ el &7 |
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Meaning of Measuring the Advertising Effectiveness

IO eI TonET e TIER BrF e 9R R ¢ Y7 Ja Fare @rifyere afefvre
fafeg 7w @ goe @ A0 | [T aw @rifTetE afeqegg [eE sfame s a7 3@ | ©1F
fesrmrerr et S A8 F @Ce b @, Sime [iariee Wil awe R[esew oo
JFIoFe STt e FA00 (IR0R [ a1 | Rearitag IRifs! ARk Iece [earag Feeprer
AT TR TS @RI | @Bifre Rz Rerermrer e ar ov Smerete s Foify
T FACS (AR [ FITFS O TOfT T (AR F 1, ©F T3 LHHW T4 77 O ONF [{e@sroieera
SIS AfTrer 0T |

9q @A C. N. Sontakki IC9, “Testing or evaluation of advertising effectiveness refers to the managerial

exercise aimed at relating the advertising results to the established standards of performance and
objectives so as to assess the real value of the advertising performance.” (WQI/TQ, Rt ST ABIE

3 HRF FoCe OGN (IZAFTS BHIF (@RI R Ty R [RG@IH Felweid [t Fwre!
R CTTSTETR elfSr® IS AL BTl FAR LI [T SN[ AF© Jo1y e 41 1)

9 &% Pillai and Bagavathi 9019, “Testing the advertising effectiveness refers to careful exercise to
evaluate the advertising results and the objectives so as to assess the effectiveness of the advertising
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programme.” (IR, @#t77 SIS AHE A AR 00 R@HAET FoATa @I ST
TEFOIF YT S ML [ FHIF SIS [WEi7er T @R 1)

9 &0 Henry Assael 909, “The most important criterion in measuring advertising effectiveness is its
effect on sales.” (SR, RGartaa FIRST AT TR el Tawe 20 REET T4F @7 qoR
e =41 1)

TATET WA (AfFre I W, [Soaq Swreia e VIR WK (@rifea s «7%7 8
Tl FopF Sfere AR ©f R T [earoitag SIS 2= Far Jee1 | Qe [ iIaels
A T, (@FAF, IS, (@F N, (@ IreT QW T A [ 25a Facat [earomt w&ifes
I 2@ o R T GR PR AW R Fops FifeFe w0 G« e (i@ of TR T4
=7 | et et AR T4 [ /v e sedd 7114 Frwve! Wi 41 789 27 |

Rt st sifawitea Soeir

Objectives of Measuring the Advertising Effectiveness

e R[ivceTge wda  @ifews! TPt N v [Ke@nb oF ) ¢ Sy Ses Fopg
e BEAR ©f AR I [eetae M weiree iR Fite [Reaitag st ARt 36 |
fReatora SIS Afamem Swey oS 919 RTES Pride and Ferrell I0a, [Re@toitTa sEFIfrsT
sifsrer erws foafs Srwmeey w1 27 | T2

v RS ST reteTs S AN 40
v e efsferfs, foad t Reyiem sisiis! TeRe F460; 32
v W Mo R w4 |

Reartag SRRl AT Sty 7E Foce BT Belch and Belch IG, WeTog BRIG e
et SRR AR =41 =7 | 70

v TITE B QI

v Ry @ R,

v GRS Reerwita ST Iiw w4l @3

v Rerite sEEifre et Sftre g fFar of fgme 41 |

OFF I2QL ST A A [ SIS sAfarer Fhr = 1w awer oy S o
ERECRICESIGITIE I EGIE

s, @ ﬁ'%a’ S WO NI (Effective coordination among different parts of
advertisement): @7 f{feg et @w- afsffor, Famm, e, e, e o Tt sids
T [Fe® TR T [T (ATF AR A IS FAT ({2 FIAPS] AT FF o
LI STy |

3. & I (Reducing advertising cost): REEwg IR ARMITHT e @36 [ws oy
I ORI T 5% FObF [T ew! wadia ©f AT I | T [ Afewy Afefre 2wt 5o o
el S G [eare - I I |

o, fReeritaa SFE FTe! FABIR (Testing the attractiveness of advertising): “F (G oF wfo
AR @S #/e) A ERE effe FOFE P2 A defa FACO (AR O [e@rAts Frifarer wifamieas

BTG o BI-555
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AT G AR | (@1 (@ [earo| o @ aizdtd Siade F0o Altd, OF TFeod MRl o123 ([0S
|

8. AT FIFIS! AGIR (Testing the effectiveness of appeal): 936 KRG oo, @, tqfes,
Fgrere, fIfis, @Y, @FeEAwWF, Jfepaite SR (e @0 Iavd I I 2T
AF | OF @ [WME o) I CRE [RHE (@ @0 FIRE FAC AR AS[ NS A, ©f
G FIEFITST AR TG ST AT |

¢. dfsffm IAdSt MHAT (Determining the appropriateness of the copy): &7ita FiFIfre!
SAfrrer TR A K@i qaze Atz Adwer ¢ gl fmere w1 arr W afsffrs s
SN, e, wtame 3t foacaa Sercaifrene e w4 =T |

b, MR FEsifeT oAfast (Measuring media effectiveness): Gt FEFITeT oAfawe Te e RGISH
TG IR ISl @ [@EE Tgee FESier AT Faee [T (s, GRifex,
FFWI@, THIREAEGIR (T N [R@2 25 7T (T MN FEFIST IHIRET WA AES
TP A fFR16 Fare e FREIRT AR swros S |

q, @ 8 Yot jf%n_ (Increasing sales and profit): RSt FFIRST AR v ewpsf
e TET RET @3 JAEE 849 «F eor [dRe w1 | 9k, [We 4afb feerem e @ fKefre
ooy, (T A JHITSF [RET 8 JAFT 287 Tea FopF ([0SR ©f [Rearitaq IFIfe! ARz Mg
frder w1 =30 |

v. e g TSt 77 (Determining the justification of advertising expense): <Gar+9 I=m
@t dpg o T T A | @ Imm e o Fifews T aiT Mee (o 0 T IiRre
o FIfeFs T Qi e <[ fee a1, ©f e w17 ooy [esrneag FisifreT e s =7 |

». R Tt f4@e (Scheduling the advertising): 72 #fd7 1 G & @19 «@eR [Roerem
@ QG Tl (@I AR A5 FACET F(4E QO (o FA00 AN, ©f T & [ Ta Il
AR @FF RFF @2 1 97 TG @it [fog g e GeR S s [earm aerifeas
AT FACS I |

o. SRER ARFFNT AT FAT (To help future planning): [CEI=Ita7 FEFIRTST ARTCAT TT Hely
3 G FeTe! 1 LT e {08 (IF A1 78I =W | T Afere Sfogeo] S A SfREred 1w
e BRI FF=IT 2o Tl 799 ] |

AT T T, ST Q3R &G SreieteT Seas e @i afsraifrenes e e
S FopF *GHET FACS (ATRCR ©f THRCIR A @Friifas o Fgr R aweam
UM TSR T2 [Ree#itae RIS “If o I 23 |

L1 g [ B S ) < e M B e B | R

What to Test in Measuring Advertising Effectiveness?

@ @ o 7T T4 CACR ©F (AF FOpF Je 1SN AR 1 {740 ©iF 18 Sra*ly NS 37w
TR 691, ©f MEReR Mg Rearima Fee TRe 0w Ko ssife! A e |
et Fifsifrer Afiwer oF@ [Eeeitee SR aoi], IST TAWE, TN (@ e I0EHd

TR ~4r T4 <7 |

BTG i 71353
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>. SR &IF (Source Factors): Reaioitaa Swifet ARt %@ 3t wwood e = @
PRI IR T ZR ©f A 1 3R S8 AT A AP ©IF el PEHRF F02 Il Ot
IR o ST SAITS AMTd | GFS 2R AT AR [e=e IrsT emitas 9
DT T o A g [Kfog FIR0e 0T A0 AN (12 TG ©fF &7 1 Reerearairst
T werce it | f[feg e (@(foqivs v e gFes AW 9 ASE SR A
RS I (FACS AR | @AN- BIRF T [RAR IS FoE U & ST o7 S
RIT® (@I TH1E RO Ot T<RIT w1 IM e o |

Q. WW (Message Variables)$ fRearoita I8t «I @ T @it o5 T 2, Tewg
st SISl FoReT oww fofe e sa w61 [wrie I[ge el airsma
AT AP I3 [e@roitma e aieema Srce e =fee q18 2re «Ad ¢ aze
A ARPTR ARV 718 20O AN | O @t SIS AR (Fea K@= st
32 TS T 7B (ST TAMCE A9 I A 27 |

©. WY @ (Media Strategies): (FIF AT T (TRBRF AT 7o), AFH (@GS I
Gferfe=a AT M@ I AN, I [E I (@ FR{W=G T reiifer) Topiw [Kearaey
TR IR Toree] G ee +1d ©f [earitaa FR@IReT AR cwa IeR I @
AN |

8. JITe6d PSR (Budgeting Decisions): RGEI#F JCEG ISR Tl I [ @ At
I cocate foell, Wi @ fAE ©f e s (681 SRR | (@ FEB0 AR [
FFIRORT TR AT NSRS AOR W3R [T@FT 8 [wR &9 [fog [eerm aww o/
A T TR |

TARTE TR #9930 K@ Fope FREF 20ACR I 20O AT, G 7R Pale (6q =7 |

T et SISt A w4 =72
When to Test Advertising Effectiveness?

fqearoitaa SIS ARCAR AT T ARG 27, TAYRTS ¢7 P S @& felaa 721 2 |
fo[Tho5 1 Rw@r-5F [l et [erw SbRISA IBIARCTR =est [eet+ F0pra fafeq e sAfassr
A G (@S IIZ! | TFRE, R evifie 267 oF 97 IPIRS! AGREE & (APGBIG Al
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Measuring the Advertising Effectiveness— Where and How to Test and
Testing Procedure
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SIS I RERACR [T, ©f fdizees g Reeiotaa weieye! AR FaIs Rt iifaer sifwr!
T | Re@res SRS AN ARt R T o AFies EMeT TmT 4 @
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Where to Test Advertising Effectiveness?
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How to Test Advertising Effectiveness?
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“Rerem g ¢ AATR TIFS AR TS, ARIWMT GV G S e [KeeT ew G
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Advertising Effectiveness Testing Process
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Measuring the Advertising Effectiveness— Testing Methods and
Limitations of Testing
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Methods of Testing/ Measuring Advertising Effectiveness
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RS ATt 72 el TA0e TN & 7 G IS T 7 0T 407 (A = |

RIpro AR Tahoq RGN A0y ACACR:

vV R 21 SR Fe! R 340 A7 |

v @3 *%fe “RBEM FT {72 TR |

v efstaifitm Rearitas FiFIRers G2t goe! T4 I |

v ey Reerq IRIRERTONS AF2AN Tl ST AT |

v G G AR e fefa e 1 epiRar A (SIS TEel oo (e
T 2T e 361 |

Rgre A1 7w oq TLIRTART 0L ACACR:

v 12Fa R =9 FA19 A1 R 7kt A0S A1 |

vV e Soif¥foq ST ATl O Al i SiTs #I1a |

V' GIEFA ARSI F0 (AFe YFRINTsT ST Tex s ANa |

v aiee [@ifre ora@ @el 91 =@ oo A aeEeEn efsfen eifie [Reeas st
ARSI TR (R L T3 FA0 A |

5. TSI I ARSTS AAF! (Attitude or Opinion Test): 42 A= “F&fors RIS O 4, (T,
S I @A T TSN 8 AT AITII FICR ST TATSIF ABIRER &y S Siferea f[earsica

TG oI FBT-59
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FEFITST AR TR ACH | SF 4T TALReTe 67 (FE w97 B (V) or M siwe wearem
[e BT A |

W | wed | @ | e | @b | ety | 992
SR | SeEW | oW T | mwm | oW

MAISR A TOTT R “Iafeq FRUTTe g

V' Q% 2GfeTs 207, (AT, S A @l afs (e e e 919 |
v RS A S99
v REemG digema T [F9ew e (e of T w9 9

AT AT MO A G o SPYRLTHAT =

vV S T O3 ARSCS QIR dFS TSI S AT 7 |

v g% smfen sAfvEE 5w @

v @3 safere RearitTa ST AR ™ oy o207 e ¢ Reeaee s Q@ e |

V' STFISEMINFIA A A (FET 4FS (FOl T X G ARfOre dig T TSl
AP TN AT |

So. R A9 (Sales Test): €2 afors K@i ebiRa o= [fey waa e sz R aAfrs
FE @A W | (PR @A @ma Afxe @@, PR ga e [Reeeet Sfis saa e w0 @e
EXN

@y “afod AU ZCe

v «@fb et sisifasT Afimem b e Tafs |

v g3 Tgfere seres el TI6E T AW |

v @3 fsl e sRSIfs! AR a3 rwieye afs |
v & B [ sefE ger el s 3w |

@ “afoq SRIUTe e

v AR I gAY [eae gpifie T 0 W @ R
v e epiga [N sy oita Rercaa sAfamer e s <3 96T W2 smfore Jww @ & |
v e o ¢ SISITe! A6IRET S IS G [WiUE ST (@ S8 |

5>. Grifee 19 (Tracking Test): ¥ I TBIfTe fqeareiw Grifee A9 20T (APG-GRBLRT T
Q@ T @ SfSrEifere ArE AafoetEi W Wt Ace e [Refere [ abias
AR WIF 1 = | Fif AT Acveeel, @l FFe, way, [eerq ¢ e dfe Ter a3z
CTEMY TF TR T2 @I AtTa el 2fmrst Fare I77e T AF | AENS ATFIRIE, (FF S,
o THRETE A (N2e S WKTT GIifee =9 341 2 | Fiemd & I97e T d AR
AFTS ¢o (ATF ¢oo T AT IR AR (@I i SiE-JfFed of Fiifre =7 | Grife A=t
IO Gl ST TR 93RS ARHA o T Ty o/l JIZHT FICR Yo O
TRRANE FCF A |
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Gnfee orafeq et oy aeace:

v ofSit ABRITSTITTT Ty ST SeTmT SeTmT Grifese ST F47 T |
v fRifey wissitaa BT AT god fNgiae s A7 |

v I A IS SRfST eror fdiae a1 a3 |

v e efsfafor [feg S =ecersT szre A9 30 907 |
v Grifese o feemTeaterst, fNSacaere!, ade [age! S (@ 2T |

IR KICERC b (BRI G R TR € [4=F

v 12T AT SN T QTR Al A TS AAE |

v &1zS REire «Atara (el o 20eT @1 1 TeIeeeT! efSfaa Simes 21 |
v gizF SRTeIfEe 20w (et YfENTeT Ted e AR |

vV TSR SoifEfoq ST ATl Ao Afofer SiTs #I1a |

V' 93 S TR AT € T 613 @ @

3. AFSI-fA =@ AT (Day-after Recall Test): NS TGS [Reata (F0q @3 A9 1&fe
[IRE T4 W G2 cfere FIF [UE @eeR SRrEERed R epiEd Ak a3
IfCHHAE Gt Fea e S =w—e F0e N[0 [ ©f fEees T4 2 3R &Q&1fE Sy
g 2)s fEwnT T &7 | ACWHTE IR (AT &l TeERa fofere uafs (FF tofd F0a of sJFidifie
CFICET I Tol FCT (LT T | 21 (TR NS (s 6w @ 2@ [ it $-@a a0 47 @ewt
T QR A% (FIF SARC @R G I @ [@wh Swdea A 45iad oy [Ebe 99 0 €|
(VST T |

AT el 2[RI FATT T

v (@I R Tepifae 23, GRS SIS 2fsrsr 47 2 6T 93 oiafs IBIPTS |
v ReeMHte SRt Teree AR S0 T |

V' @3 A S AT TN B ACA |

vV SeFIFe [Reeeta FisieT AR e ges e i |

ESISI B R SU IR R EAS LB R (GG

v MRATE T NI G2 AT ARBIfeTS 27 06T T [Rpryet I3 A0S |

v QIS AfSTE TR AT dRFSR 74T &Sl 2re AR |

V' SRR ARG 7 g @ |

V' AAEERSE RGN efew@ ©f (e (Fere AR wee [@reits fesierer
fafye =70 |

0. ASTATS! AT (Readability Test): BT RSreitaa efsfHfom sowamerer Aotaa AL AT
QGIE A FA @CS AT | 93 ANFG e doo *H IHEA AT AN e Fea afsfafaa
SIS FEITT TS G 9T I I | 9L, [@aror efsfaf4fs we szrer Ave ere ke
QLI S TR F41 &7 | [Rares afe e Jaed Siaws, @ i a3k WM *twa s
Afafofoe QT [T T T WA OB WFma e @ETeR Y OIET TP (@ I 2l
T | G AR A (AT (N T T (@ IR (®IG 2, e g ¢ «Affoe T a3
FieTe TE eFlAr Fce ef oG wiwr Mo St JITS A |
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FNETCITST o FfTLITA ZCE:

V' % &S ArFITIRT AFAS IS |
v @ “afere efefifa aaeg 3/ (v 3o @6 QUi 783 27 |
v o8 TeTe [Reg REHTeEtd 9ol FK G0 AFEAT NS ST I |

SITRINTST AR ST ST ZCa:

v efeferfs 47 FifFs 20 @e It 01 AT ({tF AP 225 ~ANeT 783 =7 1 |
vV GRS SAMNSTEICS S[afed wege =l I 1 |

Toa Sfafie ooz 9gR I f[(feq @rif Reeritas (et sifawrs w03 s | sl smfon
ARY-srffagE es o viE @ [Rerew g Reera sRiefel e Swe oo
IR P &rel F00 =T |

Essentials of Effective Advertising Testing

fRearita SIIfaeT 2R S 2T “fANIeeR %@ PACT @3 afsfoe Tt Sifs sfasfera oa
el | GG o e STCOTH =& TR RO AT ARPEA! oA (A PTale N 0T il
T | AR et FREIRT ARNeeR cF@ Migie Mm=aemeeg afs (e AR S0 |

S, QTR oy e (Establish communications objectives): SN Siif, i aifsfen
@ Tl Sfssier [Re@remg (Fae [Raa 89 [earmag /e gor [T o sowe |
CRRTIE GRS SO Afofe R Srrate Ty @i FRFe! A Kot
Sl Rt oIt Tave &7 91 | @F- JHIS-TRE I Rewm To Rearitma der dizet
A [T Mo TR [T IR | O [eernw iESiFel AR o @i
(Reareita) Soorly fRer 3 ©IF ToEe @ ePp Mo 2@ @l @PITITR Sty Fo5%
Sfere R O AT T @O AT @R GO ST G NKGCAL AT ST et wetey
Afarer S0 T |

2. (Oe AfSferar ITetEd KT (Use a consumer response model): (X9 LSRGT W&
Fifbe efefaal TEET T TCCARTT @I LSRCE TS G- QAT Sy Sereey
TR I O [N IFIe! 2R (Fas @ (e af it sree 332 F4r
TR |

©. fA-T63% @R (AFB-16%6 TSGR IRT (Use both pretests and posttests): 206 ‘{@'@ﬂ‘q e
fel- BB “aformyres aRR Y92 @ifes | W #wfo g Wwe [Reare ebRifea A
Ay A LR T FACS AT | O T FEHRCT G RI-T636CF (oPB-70 «@F AR
GF(E IR T4 TR | Tox 21afeq goroie IRT f9-TB05d MMRESIRTEATFE qTITs, SHEF I8
I IR FACO AR GRS A0 ISR Afewrst Fare ARITS! 0 | ©1F @i
Ao ISl FMdmeem a f-BR5 aa AR IPE-ERe mferTyte R ffve
S A |

8. GIIfRT WP QT (Use multiple measures): G FEFRTST s F7 =
Fewe ffeg Tl @we- e, werfE 31 Ffe Tonifn a9gw +@ | @Ry @R &7
feareitTa [Afeg «ate Qo AFCS AN, T SYNG A=AS “Iwfed I AfTAIor I T 97 @R
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GF G FEEEW oeierRal A Awfer I9E FAce =W | ©iR @it Fifwifern a3t
ARSI TEIHCR Ty QFIF AT 5929 4T Tfow |

¢. FF AEEN @IS R IVIAT (Understand and implement proper research): @i
NI e SRS AR o IRge ¥ I AT Ao T [y e aafe
SIS JATS ARG Y2 G | Mol THB N1 w7 @T- It 0T 910, @ (ST @R
fFSaEmTeT, A AR FqCe 512 ©f “fF=r I T T ST JATE G IVART FACS
T | O3 T (@I *BHG (2 «R ASFed [REaeitia e 2fmis &y [Reatsis oirqens
FIF @ILONTST AR WIS (I g (713 |

TR A OIS S T [E@#iws i AR 3 *:ke @t s ¢ A
e 8T 2 0T W A |

Rt SRt AfEiew MRmet MR

Limitations of Testing/ Measuring Advertising Effectiveness

T T TIB [R@H @I g (72 | efolo @r=iifag @w= [ee=t apa =< I3 33, confe
ofels @IfRg «@br fPTe T8 @ W3 [(@7F Fope FR@T RCR ©f A Far €fve | o
SPoEHE 208 ey Wb (@ WGAe (FC@ 92 SN I =W 9| Reer e A @ rifeetE
fAeareita SIS Afmrsr 91 F99 frees @ giereter RO AT SIF 0ey Sradeaey e

S. 5 (Cost): K@ SIS 2f7rsr T F4F &y A8I© AT @4 (@ Fiaeifoa w41 7= =7
©f ZCET 496 | G0 AT LT (MR (@ WS (A SIma SR ¢ *oiex 3 I o
I R IQw; T8 SItMd Qo *eiexE IS ARNTT &5 T@ . *forRes I7 9 7
T | O R 7ol 797 @R 9 Toy e (A2 IS 20O AT | ©IF [HF JIBAF
A FE, (@ T SR ATRA (6 5@ T AR ST Q8 FARH L2 ABRISAT S
¥y SIETSIR ABITT FACS B | AR SCAE [T FCEF (@, oIy g 97 11 367 07 9
I T2 e [@iw, Sfofie e @@ I Ao CR1/ QR (@[ Irol IRe el
P I (TS M |

3. IR FUT (Research problems): RG=Itag SIFIeT “Ifsrsr 1 S99 =i feor FRe =6
SIRFNR T AGATAT SAMITCAR SAfEr® LSRGTANS A T4t Ffoe | [vtelwy freeetwr aifsfs
TN (FIF N (@O AT I G AFEE QOIS R | (@R AF M7l gl afesls
ool SAMITR SR AR AR T4 47T FMo, ©IF e [e@roiwieT Tom Z0 ATe
QTR FEFITST AFF T F99 P @7 | SImd {7 MR @I ek 2@ @ 9 @, “3f
iy A2 eoR fTd@eT Face 71-2 117, e @ @7 Pree s I3 Facar?”

©. JI RH FA00 I ©f [T TONAFT (Disagreement on what to test): BT SR NI
(P STl Sed (531 T4 201 ©f Fiigd fofers, 2tae Siapias 7/ Spii, aaefe
@i oy [ifeg Ifea oy TEmMT 20e 21T | TRIF Q3 STrTete ANl FA SEF SAR
JEACR IR IV (FI we [T T ©fvR ©f W [Kestofqme! I GIZHAFW N OIS
qeF | @F- @ w T [Rewa Tog Reeims goR) (FU0e BI30e SItad, MY 7o
FAEs SRYfSH T Ao WS BIETS ARH @R AR e el Ay wive o
fReeswba "wRacrrer A1 A TURE O BIRS M | F 24w Face =9 o7 e
NS TSI AAFANT FIEFITST ARTATAT (FI 2112 a0 27 1 |

TG o BI-524
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8. Wﬁww (The objections of creative): (<& CF(a3 Wﬁﬁ@ﬁww
I FACO SRAT IR S N SIA I& AGHE &y & ee Bge & a1 | [earom
AFIeTT e erl e rr @, Rerwe ssirer s ww epfre A
TG Rea={ta TJerrieTel 43R TSR FMoF A 77 3 [feg wameen e
S SEAIETONS (Y P | O Ao [ s 7@ @ et =, Reasmfba e
RS TR ©© @ | ©F ST Al [Korr Fee Afre ey e T =gl sjewsie
QB AT (B AT |

€. I (Time): RN TSI AR T T47 9T T IR FAEH O | [IZIFAT [0
IR (@, FEFITST Al IO GF0 AWEACT AN | S TS (@ AN AECE, (T ANES
YR S e g T WtR a3k ¢y Resiitas sififrer A8 &=y okl oitrd Jenai
Y |8 FACS AT | ORI @Y (@ (I Ot K@it i e I eviRifes sy
JBIRE FACS BT | S NCO [RG@ATT PRSP AT FRe 77 53 ST ETTCRS

Toifaie e [eremsiar A oo I TS (F@s @A FRS@IS! 2Afwor FA0S 5T
T | ST G0 [T QUHG M A2 I @, [eotq sSR! Afsrer Fa0 gy q3g of [w@#1m=
PHMR & (700 QIR RG@HFF TFoed FCe AR F6F AT |

/o7 e

fA@aritg SIS AR ST e -5 W2 (APB-5% ¥ ¥3 Ot O 71 17 | o
GRS IWIRCTR SA1Cor @i F0ppia [ifeg e Afrst Fice 1211695 1 [wetod-2F 29T 93
et obifie 2eTR 27 O IS AT FAE (AFT-B AT [ T-GF0HeT A I |
@t ssifrel ARNiceR dpfre smfeetem W q@er oregR S[re, fefkf@s
SOTCIITST #1 AT, (AT A, «IRGgET A, @rarre! 43R el A7, e 29w,
G oA, WP =1, G A, TRifes A, Nrer A wfowe [ g ke
A Tonifer | AfSfs ~rafeas fere fog et 8 SRffdr qctR | ©13 [T IRBHwE afel smafea
FRA-SER IR AR @ T *mfe (@R [re a3k efslt “mion JRar-smfar ey
P Reaaees Mapew Fraie e =3 | [Resroitaa sriwifrer A®m J9=re g Afmieem ow@
PACT (Positioning Advertising Copy Testing) @3 SifeNETRNR ARSI Sraer a1 | A=
fReatsitTa FFfaee! Afiwam oF@ @i Swer e, o afsfa steme a7gR, -
556 @R (IPB-5% ToF “afed 79, GFIfHT WOl e @I AF ITAT (@S 8
IR T (AT AT A= | Ifre Resrocas ST wAfawrst afels @ ifra s ewgr;
©38 <TG, AIEIAT AN, FT ! A0S 0 O W@ T ieaay, (@r=wiifers e e wisife a3
TNRF oK 2951 [eeroitaa FRSIRST AT (@ 4T TSA 2T I 07 AT |
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> | [RGIIe oItqqell SIcs JCeT?

3 | [ AITTe 9P SN F |

© | RGaroq 1@l eFRren I FF |

8 | fRarota SIS A=t IeCe Ft /R?

¢ | et FIEHIRST ARTCAT SR FTT T |

Y | Tt SIS AR Fia F o[ S0 222

q | I [@Ia ST “Afw T4 =72

b | (PRI [{ee=ite SRSIfer #Afasrr a1 227

> | P Reeritaa ST Al w4t 222

So | fGe=ta Sfwife! A e QIoRTR F=CF SCTba! T |
5y | REwrits srwIfre! Sifasicos “&wfoomz SievaT e |

3% | Rear it SRS ARWCAT Ao oateTs AR-SReTR T F |
30 | Ree#ta SIS AR 7S /rifere RazemR I 326 |
38 | Rt wfifeT Afmies MRaePHR 9 5 |
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