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Abstract 

Advertising has grown and developed new ideas 

throughout the years. Since its beginning . advertising 

has experienced many changes trying to exert influence 

on potential consumers and to remain in their minds in 

a positive way . 

This culminating project is about the influence of 

the visual elements used in advertising on consumer 

perception . Advertising ' s purpose is to sell . A good 

ad should cause a good impression in the consumer and 

lead him or her to purchase the product or service 

advertised . 

The main idea that will be developed and 

demonstrated in this culminating project i s that visual 

advertising is more effective 1n persuading a viewer 

than non-visual commercials . To accomplish this 

objective the influence of diverse kind of visual 

advertising . such as TV . billboards . magazines . 

newspapers and it's effects on the viewer will be 

discussed . 

The skillful application of visual elements such 

as colors and lines . are consider an important factor 



to reach in to the viewer ' s emotions and gain his or 

her attention . Every color has a special effect on the 

viewer and impacts the way the viewer perceive the 

commercial . The way these colors are well combined 

with shapes and images play an important role in 

attracting the consumer t o the product or service 

of fered . 

Visuals in advertising have become a significant 

element 1n every message . People have become more 

dependent on the visuals for sending and receiving 

information . It has been demonstrated that visual 

images are often remembered with more ease than words . 

Furthermore . the motion of moving pictures immediately 

captures the attention of the viewer and allows an 

image to remain longer in memory than sound . 

Vividness is the most relevant feature of visual 

media . It attracts attention . maintains interest . and 

stimulates consumer ' s thinking by showing the product 

with its real shape and color . Advertisers should 

consider vividness when creating any commercial . There 

is no better way to advertise than by visual means . 
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Chapter I 

INTRODUCTION 

Advert i s i ng and i ts i nfl uence on today ' s consumer 

Advertising has grown and developed new i deas 

througho ut the years . Si n ce its begi nn ing , advert ising 

has experienced many changes trying to exert inf luence 

o n potential consume rs and to remain in their minds in 

a posi t ive way . 

Consumer behav ior depends mostly o n the 

ef fe c tiv eness of the ads in crea ting knowl edge of the 

pr oduct or service . The primary purpose of advertising 

is to reach prospective customers and inf l uence their 

awareness , attitudes , and buying behavior . 

William F . Arens' def initio n of consumer behavior 

can be used f o r a better understanding o n this matter : 

"The ac tivities , actions , and in f l uences of people who 

purc hase and use goods and services to sat isfy t heir 

perso nal or h o usehold needs and wants . " Arens uses the 

word " i nf luence" emphasizing in the f act that 

advertisers have to understand what makes potential 

customers behave the way they do in order to make t hem 

interested in the product or service advertised (112 ) . 

Per ception i s o ne o f the basic elemen ts that influence 

i n the purch ase dec ision o f the cons umer. 



Perception is defined as "the personalized way we 

sense . interpret . and comprehend stimuli " (Arens 114) . 

. c..ny ad . commercial, or promotion is a st i mu l us . The 

physical information in an ad (art . color . type . etc . ) 

can create a positive reaction to the product or 

service and encourage cus t omers to purchase it . 

Advertising must stimulate consumers ' decisions about 

wants and needs . 

2 

Once t he stimulus is sent . the perceptual screens , 

which involve the sensing and interpretation of the 

data , will either filter tbe information and erase 

unwanted massages . or position it in the consumer ' s 

mind to remind him or her for his next purchase . 

There are two types of screens : the physiological 

screens and the psychological screens. The 

physiological screens include the five senses (sight . 

hearing . t ouch . taste and smell) . and "detect the 

incoming data and measure the dimension and intensity 

o f the physical stimuli" . For a message to be 

effective . the viewer must be able to interpret it . 

The psychological screens are used by the consumer to 

"evaluate . filter and personalize information according 

t o subjective emotional standards". In this type of 

screen consumers are influenced by their feelings and 

interests , as well as other components of their 

personality (115) . 

2 



When visual media is used in an advertising 

campaign advertisers should consider the way that 

information is screened . Advertisers must realize that 

only a consumer with a clear perception of the product 

will be willing to purchase it . 

Television . magazines . newspapers and also the 

radio (although the latter isn't a visual media) are 

tools used by advertisers to communicate a ll kind of 

messages . An effective message must be understandable 

and be able to create knowledge of the product or 

service . To achieve the objective effectively. 

adver tisers must understand the relevance of knowing 

the consumers and their reactions . 

3 

Consumers now demand more information . They want 

to control the information they get . how they get it , 

and where they get it from . Today's consumers are muc h 

more aware of the different choices they have and they 

want to be sure of the product they are buying . 

The mission of the advertisers is to provide 

information in a creative way that actually helps the 

consumers make their buying decisions . A creative and 

clear message will make a significant impact on the 

consumer . 

Studies demonstrate that visual media is more 

effective than any other media in transmitting a 

message to a target audience and obtaining the best 

response from them (Book . Cary and Tannenbaum 19) . 

3 



Using the adequate advertisi ng strategy provides the 

expected reaction of the public 

Visual Media · Background and Facts 

4 

As mentioned before studies have demonstrated that 

visual media like TV. magazi nes and newspapers are the 

best tools to communicate most mes sages. They provide 

consumers with the information that they require 

regarding any product or service . All of these media 

elements have evolved tremendously over the years 

Television 

When television began in the early 1940's everyone 

knew that this new medium would have a significant 

impact on American society . 

In the beginning people didn't understand the 

influence TV would have on their lives . They didn't 

expect to be so affected by this media Gradually . 

television ads used more and more techniques to get the 

viewer's attention . It influenced people more than any 

other media 

In the 1950 ' s TV exper ienced a growing popularity . 

TV commercials became an important part of the American 

scene . Front-page newspaper articles , local radio talk 

shows . and network news programs were constantly 

talking about television advertising (98) At this 

4 



time peop l e were captivated wi t h the medium and they 

knew what to expect from it . 

5 

In 1940 . less than one in ten American households 

had a TV set. Today more than 98 percent of all U .S. 

homes have TV sets ; about 77 percent have more than one 

receiver and about 57 percent have more than two. The 

majority of these sets are in co l o r ( 97) . 

Statist i c a l studies show that the aver age American 

wa t ches s lightly more than seven hours of TV a day . 

This means that TV can reach almost everyone in a 

household (98) . 

Even though many people questio n the psycholog i cal 

and cultural benefits o f television , only a few can 

deny t ha t tel evision has transformed the consumer 

marketplace . TV i s the best sal es mechanism a nd the 

most a uthorita t ive and influential medium . 

It is already known that TV Imp a c ts large numbers 

o f people . but not without high costs . and invol v i ng 

pot e ntial risks. When one compares t he impact of a TV 

spot with a radio commercial or a magazine ad , i t 

becomes c lea r that no o the r media can reach and 

influence so many people a t so little cost per person . 

The impact of t e l evision o n its v i ewers i s 

inva luable . I t o ff ers immedi acy t hat other forms o f 

advertising cannot achieve displaying and demonstrati ng 

t he product with sound and f u ll colors r ight before the 

c ustomer 's eyes. The cons umers want more information 

5 



about every purchase and they expect to receive that 

information from the advertisers . 

This information can be delivered through the 

various facets o f the TV commercial ; sight . sound 

motion and color . It permits infinite original and 

imaginative appeals where the advertiser can present 

all the features of every product or service . 

6 

As mentioned before TV has several advantages over 

other media . Its most remarkable quality . which no 

other medium can match . is its capacity to reach 

extensive numbers of consumers in each time it is 

shown . However TV has other advantages that make it 

the best media for advertisers 

Television is believable . Unlike other media . TV 

ca n demonstrate the products . so that viewers can see 

how the product works . its benefits . and the reasons 

why it should be purchased Seeing is believing 

Television goes directly to the cons umer . It is 

the must powerful of all the existing media TV can 

o ffer sound or music just like radio ; or it can s how 

the product in use . in a setting . or in motion It can 

include everything 1n one commercial . picture . sound . 

movement color. everything that can attract the 

viewers' attention. 

An important feature of the television is that it 

is flexible and selective It ' s flexible because it 

allows advertisers to broadcast their messages locally . 
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regiona l ly or national ly. It i s sel ective because TV 

can reach any target audi ence . Children , young people . 

or adults watch TV at different hours of the day . 

Everyone is caught by the TV. 

Te l evision has grown faster t han any other 

advertising medium i n history a nd it will keep g rowing . 

Pr i nt Advertising 

The i nvention of the pri nt i ng press by 

Johanes Gu t enberg in Germany in t he 1440 ' s , gave way to 

the initiation of advertising . 

It began as a very short channel of communication , 

wi t h an audience o f monks and scholars who were t he 

o nly ones who could read and write . But soon , 

stimulated by the p r inting press ' s ability to quickl y 

reproduce written mater i als , education and li teracy 

spread. 

The first Eng l ish ad appeared in 1472 . In the 

1700 ' s the world ' s population had grown and many cities 

were able to suppor t diverse business that generated 

large volumes of advertising . 

With the Industrial Revolution in the mid-1 900 1 s , 

the mass- product i on of goods caused a heightened 

competition among companies who now had greater need to 

sel l a high volume of their products . Advert i sing 

increased as the need to sell i ncreased . 

7 



The world population kept growing and so did the 

need for the use of advertising and mass marketing 

techniques . Also with the Industrial Revolution great 

changes in advertising appeared. In 1839 photography 

was created producing a whole new world of creativity . 

The reader now was able to visualize the product . 

8 

Newspapers have evolved since the posted bulletins 

o f early Italy (59 B.C . ). They began as a single sheet 

of paper publishing daily events and distributed 

locally. Almost 1800 years later , posted bulletins 

were a source of news during the American Revolution . 

As the world advanced , and new technologies in printing 

were introduced , the idea of using newspapers to 

communicate was employed by almost all countries in 

Europe and the United States 

. Engenolph Emmel founded the first newspaper in 

Germany in 1609 ; and in 1621 appeared in England 

American colonial newspapers began in 1690 with an 

edition of a newsletter , containing commercial news . 

Nobody in those early years knew how successful this 

medium would be in the future . 

By the beginning of the twentieth century 

newspapers were gaining credibility with the founding 

of professional associations . These groups , such as 

the American Society of Newspaper Editors founded in 

1922 . established professional standards and gave the 

8 



9 

reader a sense of solidity and credibility by requiring 

publishers to provide serious and credible information . 

Newspaper popularity kept growing as an 

informative and promotional source . In the early 

1940's . newspapers began to experience a decrease in 

impact on consumers due to the appearance of the 

television . 

Today "newspapers are the dominant medium in terms 

of advertising volume . receiving more than 23 percent 

of the dollars spent by advertisers in the United 

Stat es" (Arens 357). However more national advertisers 

are shifting to radio and television to advertise their 

products or services . This is a phenomenon that's been 

happening nationally . 

It is a fact that more than 114 . 7 million U. S . 

adults read newspapers every weekday and an average of 

2 . 1 million of people read each of the more than 62 

million daily paper circulated in the United States 

e very day . Total ad sales revenues grew 8 . 58 percent to 

$41 . 3 billion for 1997 . according to preliminary 

figures from The Newspaper Association of America . The 

increase was about $3 . 3 billions over 1996 . 

Newspapers provide a unique . adaptable medium for 

advertisers to express their creativity . This medium 

offers many advantages. and the most important is its 

dependence on timelines . Newspapers can cover today ' s 

9 



news and be read in one day 

time-specific . 

Its information can be 

Penetrating every segment of the market . 

newspapers can be read by all kind of consumers. Also 

1t is extensive in its coverage. can inform about a 

vari ety of topics and also can publish several ads in 

one edition. The ads published in a newspaper can be 

o f different sizes and shapes to give the degree of 

dominance or repetition that suits the advertiser's 

purpose . 

10 

Although newspapers have extensive coverage of 

news . they present several probl ems. One o f these 

problems is its short life span where unless the reader 

saves the ad or coupon it may be lost forever . In 

addition , perhaps the audience of the newspaper may not 

match the advertiser's objective and also the ads in 

many occasions . have to compete with other ads on the 

same page. 

Every medium has its pros and cons from the 

advertiser ' s perspective, but the most important 

objective is to achieve the goal of the advertisers and 

their clients . In the case of the newspaper the goal 

is to make sure their clients c l early understand the 

value newspapers deliver to them . and to make sure that 

the readers want to buy what the newspapers have to 

sell. 

10 



Magazines also is used to advertise and promote 

new or a l ready exi st ing products . 

Magazines have existed sin ce 1709 when Richard 

Steele began publishing the Tatler . The Tatler 

consisted in a publication of moral issues or social 

events ( 99 ). 

11 

Since the introduct i on of photography in 1 8 39 , 

manufacturers began using phot os i n magazine ads to 

reach the mass market and stimul ate mass consumption 

because i t offered the best quality of reproduction and 

could be more colorful . Photographic images look almost 

real and are more persuasive than merely copy . 

In the early years of the twentieth century a new 

era in advertising began. The manufacture of goods 

grew and new products were created that competed wi th 

the existing market . This competition created a new 

chal l enge between the manufactures ; the fight for 

l eadership in t he market . 

With the invention of TV , and i ts s u ccess , 

adver t ising in magazines decl ined and advertisers 

preferred to use the "new media " to reach a mass 

audience cheaply . 

Thro ugh the success of TV and the declining of 

magazine profits, adver t ising has kep t growing as well 

as the need to advertise creatively and in innovated 

ways , For this reason magazines began to succeed 

11 



again , but in a gradual way. segmenting and appealing 

to specific target . markets . 

Today magazi nes have a vast r ange of prospects , 

they have a extensive choice of regional and national 

coverage and a diversity of lengths . approaches and 

editorial tones . 

12 

Magazines a llow advertisers to play with their 

creativity through all the technical advantages it has . 

It offers the opportunity to advertisers to enhance 

their products with color giving visual pleasure t o the 

readers . Graphi c art techniques can be applied much 

more effectively and fully than in newspapers due to 

the higher production values employed by magazines . 

Magazines offer knowledge. depth in the 

information and a lot of meaning . something that TV , 

radio and newspapers o ffer in a partial way . Consumers 

demand information about every product or service , and 

magazines allow them to read in detail every feature of 

it . The only problem is the lack of immediacy that 

other mediums have . In order f or the ad or message to 

be transferred to the reader , the reader must first 

physically get the magazine f rom the store or 

newsstand . This lack of immediacy might slow down the 

reader's interest on reading the magazine . 

Furthermore , magazines allow advertisers to reach 

a se lec ted target audience in a specialized way . Such 

is the case of specialized magazines intended for sport 

12 
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enthusiasts . newsreaders , business readers , engineers . 

doctors , etc. 

Magazines offer a lot of benefits in advertising . 

However . just like all other the visual media , the most 

i mportant thing that magazines must convey is to 

provide the consumers the information they demand . 

Magazines also appear credible and have a long life . 

Visual media like television . newspapers , and 

magazines , can provide to the viewer or reader color , 

image . movement. sound and all the elements needed to 

capture the attention of t he consumer . It is also 

capable of giving mass coverage and reaching virtually. 

Visual media and its advantage over the radio 

The radio like any other media has its benefits . 

Among other attributes . t he radio is personal , friendly 

and believable. Despite these attributes, the radio is 

not the best media to capture the attention of the 

consumer . Peopl e sel dom just sit and listen to radio 

attentively; usually they are busy doing other things 

while their radios are turned on . 

To corroborate the above information . the 

following note was found in an article of a recent 

edition of the Advertising: Age Magazine . "Between the 

20 radio spots that had been winnowed down from nearly 

200 entered in the competition and unanimously the 

13 
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Judges decided that none of the spots was worthy o f a 

Best desig nation ." This fact demonstrate that somet imes 

radio broadcasting is not the best medium used to 

present ads . when comparing it with the other media 

available (S l) . 

It is imperative that in every commercial the 

advertisers stimulate the attention . interest and 

involvement of the audience in what he or she is 

seeing 

The following objectives summarize the intent of 

this report : 

To provide t he necessary information in order 

to prove that not all the advertising media and 

techniques cause the same effect in today's 

consumers . 

To demonstrate that there are several 

conditions that last longer (such as colors . 

combinations . signs and shapes) in the 

consumer's mind than others non-significant to 

the consumers. 

To emphasize the success that any enterprise 

can achieve by adequately using all the 

elements that visual advertising has in 

contrast to the other techniques and 

advertising media . 

14 
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The next chap t ers will emphas ize on t he importance 

of visual elements on the consumers . The following 

will be addressed . 

The type of advertising t hat lasts longer in 

the consumer's mind . 

How important 1s the tone and shine o f the 

colors 

How important is the righ t combi nat ion of 

colors 

What f actors do consumers remember most . sounds 

or figures . 

Visual elements . such as color . light . line and 

others are necessary elements for creating an impact on 

t he viewer . This report wi l l demonstr ate that among al l 

v isual media , t he visual element is t he most powerful 

element in positioning in the consumer ' s mind the 

features o f any produc t or service . In most cases the 

visual elements have the greatest in fl uence in all 

kinds of consume r . 

15 



Chapter II 

REVIEW OF LITERATURE 

The vast research developed in this project 

provides several factors that should be considered in 

the applicat i on o f any visual element in today's media . 

The literature related to the subject of study 

chat is used throughout this chapter conta ins 

information from several books and magazines 

It 1s important to introduce a vast amount of 

information that can be useful for the reader and that 

collaborates for the better understanding of the 

problem developed in this project. 

Most of the books reviewed . were very helpful 

offering all the data necessary to elaborate the 

1nvest1gat1on . All these books were carefully reviewed 

to select the most relevant 1nformat1on 

Furthermore . magazine articles were read to 

corroborate the information obtained from the books 

The Magazine Advertis i ng Age . c ited continuously is 

the one that offers the most encompassing information 

about the actual situation of the media in advertising. 

Culminating projects related to the topic 

developed were also reviewed There are two 

16 



culminating proJects that help as reference to 

elaborate t his investigation 
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The following pages review some of the literature 

used to e l a bora t e t his c ulmi nating project 

The a r ticles selected are dated 1998 with the 

belief that they provide the most suitable information 

Books 

Title. contemporary Adver t 1s 1ng 

Author William F Arens 

Advertising has become part of everyone's life It 

influences our behavior in many ways 

The mission of this Aren · s is to present 

advertising as it is actually practiced with c l arity 

and verve Advertising should be taught as it really 

is a business . a marketing tool . a creative process . 

and a dynamic . hybrid discipline that employs various 

elements of the a r ts and sciences (vii) 

The readers of this book can understand . among 

several issues . more about p l anning strategically . 

about how to persuade others . to understand consumer 

behavior to analyze the competition . to create message 

with clarity and simplicity 



The definition of advertising used in this book 

involves understanding communication as a process and 

specially . as a persuasion process 

Advertising i s the nonpersonal communication 
of information . usually paid for and usually 
per suasive in nature. about products (goods 
and services) or ideas by identified sponsors 
trough various media (6) . 

Also there are some aspects that must be 

considered when advertising : 

Advertising is intended to be persuasive 

Advertising is used to promote goods . services 

and ideas 

An ad identifies its sponsor 

Sponsors pay for advertising 

Advertising is directed to a group of people 

rather than to individuals 

Advertising uses a medium to reach the 

audience 

Advert i sing. as a marketing tool, which serves 

several roles It identifies and differentiates 

18 

products it communicates information about them; it 

induces nonusers to try products and users to 

repurchase them it also stimulates products' 

distribution . increases product use . builds value . 

brand preference and loyalty and it lowers the overall 

cost of sales (3 4 ) , 
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These are some of the uses of advertising . However 

adver t ising finds i ts most important usage as a tool 

for companies f or increasing their profits . 

This book is also very helpf u l in providing 

i nformation about the consumer perception process and 

the creative process developing a message . These 

issues wi ll be ampli fied later in this chapter and in 

chapter 3 . 

Title : Visual IntelliQeoce 

Author: Ann Marie Suward Barry 

In this book the author emphasizes what she calls 

"Visual Intelligence" . 

Visual Intel l igence however, may be described 
as a quality of mind developed to the point 
of cri tical perceptual awareness in visual 
communi cation . It implies no t only the 
skilled use of visual reasoning to read on to 
commun icate , but also a holistic integration 
o f skilled verbal and visual reasoning , from 
an understanding o f how the elements that 
compose meaning in images can be manip ulated 
to distort real ity , t o the utilization of the 
visual in abstract thought (6) . 

Barry uses Webster ' s Dic tionary to define 

intelligence as the abi l ity to learn , understand , or 

deal with new or trying situations : the skilled use of 

reason ; and the ability to apply knowledge to 

manipulate the environment or to think a bstract l y . 



Visua l I ntelligence is a book t hat crea t es 

knowledge about the influence that the television and 

all the visual media have over every culture . 
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There is no doubt that the actual consumer has to 

see to believe . That is the principal reason why in the 

modern media the visual element dominates verbal 

communication This is a tendency that is expected to 

grow over t he years . I ncreasingly , we a r e a nation of 

watchers rather than discriminating readers , of instant 

believers rather than reflective , visually aware 

er it i cs" ( 2 ) . 

The perception of everything that we see is a 

channel tha t guides us to a response based on emot i ons . 

The author of this book mentions Le Deoux's . (a 

remarkable neurobiologist) t heory on "emotional 

h.1jacking" , which means emotions can become so highly 

activated that we can be taken hostage by them (18) . 

This "emotional hijacking" can 1n fl uence our 

behavior in a manner that none of us can imagine Many 

media can i nf luence our beliefs by showi ng us pictures 

in print format or on TV . Maybe these images don't 

change our perceptions immediately . but at least they 

leave us with the doubt . Every person perceives things 

differently depending on what he or she believes This 

is the reason why in the creation of a message or 

cornmerc1al the makers have to be very clear on how to 

send a massage to reach the right target 
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AS an example of how different every person can 

percei ve th i ngs cons ider "Gestalt Face or Vase?" . It 

shows that some peopl e can see just a vase a nd other 

can see two faces in profile . What o ne sees depends on 

the individual per ception of each person (See appendix 

Al . 

Barry mentions in t hi s book t ha t advertising 

i mages influence the viewer i n more than one way . a nd 

that advertising media executives and creative 

personnel know how to create a persuasive message . 

The author explains the nature and power of 

images . The term " image 11 is used in different sciences 

such as physics . mathematics , a nd computer . and in each 

of t hem it has a different meaning . The general way to 

defi ne image . and t he more common one . is the one 

exposed in this book : 

The r a nge of meanings for the verb -to image­
runs likewise from externa l representations 
to interna l ones . from the production or 
reflect ion of a likeness to mental 
visualization . What is common to all images , 
however is the perceptual logic by which they 
are formed and the nature o f the coherent 
whole (69) . 

This book of f ers a great explanation of why images 

are more e ff ec t ive t han words in the communication 

media . The author mentions that i n developmental 

experience , words not on l y come l ater than image s . but 

they are also often inadequate in communicating 

meaning , preci sel y because they are removed from 



experience and therefore lack the immediacy and power 

of the real world's change and relativity (74) . 
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Barry also mentions that in reality . we use only 

approximate meaning of words . sentence fragments . and a 

great deal of facial postural and gestural expression 

to convey meaning in everyday interactions . Only in 

the most formal situations of writing or speaking do we 

use the system of formal language in a logical . l inear 

way (75). 

Since the begi nni ng of time images was t he way to 

communicate and would be f ortify with strange sounds 

made by people . Today . images hold a privileged 

position in relation to our innermost beings . Research 

has demonstrated that what visual images express can 

not be entirely captured by words . 

All visua l media use the visual i ntelligence to 

manipulate what viewers think . wha t they do . how they 

do it and when they do it It 1s 1ncred1ble to realize 

how much the visual elements can influence our lives 

and how important 1t 1s to understand this phenomenon 

Ti tle · The Ar tful Eye 

Author Gregory Harrys . Heard . Rose 

In this book the authors refer to the 

communication between the brain and visual perception 
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They describe how our brain decodes colors , forms 

and motion and how these interpretations can influence 

our behavior . The book also describes why the brain 

decodes faster the information that is introduced 

visually than what is introduced with audio . 

Every color that is perceived by the human eye can 

change the perception of everything almost immediately 

For example , it is very common that people relate a 

cloudy day with sadness and sorrow Just because of the 

gray colors of the day ; or they relate a sunny day with 

happiness and JOY because of the yellows and the 

oranges . This perception can change person t o person , 

and this is a factor that every advertising agent and 

production group have to be very careful with when 

selecting an environment for a commercial . This matter 

is explained with more detail in the next book 

discussed 

Also the motion of movi ng pictures is something 

that immediately captures the attention o f a person and 

allows an image to remain longer in the memory than a 

sound . This lasting impression possible with moving 

images and motivation is a major interest of this 

study . 
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Title: The Psychology of Visua l Perception 

Au thor : Ra l ph Norman Haber and Maur i ce Hershenson 

For a better understanding of t hi s project . the 

influence o f colors in the v i sual psyc ho l ogy . visual 

cognition and the perception of t he world around us 

will be explained in the fol l o wing c hapter . This book 

is very helpful in devel oping t his matter . 

I t is important to descr i be t he inf luence t hat 

colors ha ve over the viewer because they (colors) are 

capable of affect ing o ur ability to different iate 

between o b j e cts . Co l ors can cha nge our mood and 

feel i ngs , a nd a lso can c hange o ur preferences. The 

reason th i s book has been used in this project is t hat 

i t of fers t he reader a wide k nowledge about important 

elements t ha t can influence any purchase deci sion 

Haber a nd Hershe nson describe in t his book the 

v isual percept i on at every l evel , i n cluding the 

oper a tion o f the visual system up un til t he response t o 

a stimulus . In t hi s case t he stimuli are co lors . 

Color is one of the most important e lements in the 

perceptual experience o f the visual world. 

The authors o f this book . define the perception o f 

col ors as : "Any noticeable difference between two parts 

o f a visual fiel d t ha t i s not due to var i ation in t heir 

space . t ime or in tensi ty" (8 4 ) . 
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Every one has a different psychological perception 

of colors . but there are certain patterns that can 't be 

changed . For example , the fact that red and green are 

seen as opposite colors can be explained . 

physiologicall y . This matter will be addressed in more 

detail in Chapter 3 . 

Ti tle : The Rad io and Te l evision Commercial 

Author: Albert C . Book ; Norman D . Cary: Stanley I . 

Tannenbaum 

The subject o f this projec t is to demonstrate that 

the visual media have a great advantage over the non­

v isual ones. 

Televis i on has become the dominant communications 

and advertising vehicle almost everywhere . As an 

example of its dominance , the larger advertising 

agencies invest as much as 70 percent of their billings 

on the television medium . 

Credibility is one of the advantages that 

televisi on has . and this i s one of the most important 

fact ors that inf l uence and manipu l ate people behaving. 

The television is the most s ignifi cant visua l media 

and . as such , is also the most common way of 

manipulating what people see or think. By selecting 

the content of a program or commercial t he advertisers 



can create a positive or negative impression of a 

particular situation . 
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This book contributes valuable information that 

helps to comprehend the importance of knowing the pros 

and cons of using radio or television to advertise any 

product or service. It also provides a comparison 

between television and radio . and shows the reader 

convincingly . which one is the more effective in 

reaching the consumer and why 

Cary Book and Tannenbaum created this book with 

the purpose to ''help to develop the art of creating 

effective radio and television advertising" (4) 

They also wanted to prepare professionals capable 

o [ working in diverse areas of advertising . 

It is well known that companies spend millions of 

dollars every year advertising their products . But a 

great part of that money 1s wasted because of a failure 

in the commercial . Is a purpose of this book to help 

to prevent these failures and create productive 

commercials . 

Title How to Produce Effective TY Commerc1als 

Author · Hooper White 

Television commercials are one of the subjects 

most mentioned in this project In this matter it is 

imperative that the reader clearly understand the 



production of a television commercial . its steps . the 

work that is needed to create it . and all the people 

that are involved in the creation of it. 
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This book was written with the purpose of 

increasing the knowledge about the people that are 

involved i n the production process , a nd about a ll t he 

factors that can influence the cost of the commercial 

It also has as its objective commun icating 

understanding regarding the impact that the commercial 

will have on its audience. 

White also mentions that this book is intended to 

assis t brand managers in today's marketing- oriented 

business world and because production has become such 

an expensive procedure , t hat the more complete the 

information available is , the better the end product 

will be (xix) . 

Television commercials are the most effective 

selling tools and as such . all the people involved i n 

the creation and production of them should understand 

clearly the total process . 

Title : Mass communi cat ion. an Introduct i on 

Author : John R . Bittner 

This book was selected because 1t presents all the 

information necessary to understand what Mass 

Communication means 



It is important t hat the reader of this project 

c l early understand the meaning o f mass communi cation : 

Mass Communicat i on is the deadline of the 
invest igative journalist . the c reat ive 
artistry of documentaries . the bustle of a 
network newsroom , the s ilence o f a computer . 
the hit recor d capturing the imaginatio n o f 
millions . the radio d i sc jockey setting the 
pace o f a morning show . and the adver tising 
executive plani ng a campaign . It is radio . 
research . record i ngs . r esonators , and rat i ng . 
It i s te levisio n . teletext . tal ent . 
tel e phones . and tabloids . I t i s a satellite . 
s t oryboards . system. and software . It is all 
these things and many more It is dynami c 
and e x citi ng , but it is no t new (2). 

28 

To define Mass Communicat i on as a process . Bi ttner 

uses the following words : "Mass Communi cation i s 

messages commun ica ted t hro ugh a mass medium to a l arge 

number o f people" ( 11) . 

Mass Communication unfolds from a simp l e process 

of human communication . which is person t o person . t o a 

global process that can send messages everywhere around 

the world . It is o ne of t he three basic types o f 

commun i cation . The othe r two are i nterpersonal 

communi cation . which refers to a face to face 

situation ; a nd i ntrapersona l commun ication , which means 

communication with our sel ves . The difference between 

mass communication and interpersona l and intrapersonal 

communication is that mass commun ication requires a 

mass medium (tel evision or newspapers ) to send a 

massage . 

Bittner a l so include i n this book a lot of 

info rmation referring t o television , radi o a nd other 
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mass media , including its history and evolution trough 

the years This co ntextual material was very helpful in 

devel oping this project . 

Title : Commqn i cation Theories; Origins Methods. 

and uses In the Mass Media 

Author : Werner J . Severin and James W. Tankard , 

Jr . 

As mentioned before . it 1s of remarkable 

importance that t he reader of this project understands 

and recalls information about Mass communi cation . I t is 

considered important because everybody that is involved 

1n the advertising area should have knowledge about 

every tool that can be used to reach the expected 

results . 

This book reviews all the methods and models of 

Mass Communication. It "describes the scientifi c method 

as it is used to develop and test communication 

theories and presents a number of models that have been 

found useful for detailing the communi cation process" 

( 1 7 ) . 

This book also includes topics such as the role of 

perception i n communi cation , in wh ich the author 

defines selective perception as . 

The tendency for people's perception to be 
influenced by wants , needs . attitudes. a nd 
other ps y chological factors . Di ffere nt 



people can react to the same message in very 
different ways (57) . 

To reach the receiver o f a message is the ma in 

purpose of any commercial . This is the reason why 

every advertiser should be very careful selecting t he 

medium he or she is going to use to send the message 

and the way he or she is going to send it . 
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Another issue that is relevant to this project is 

persuasion . Servein and Tankard write that persuasion 

is only one type of mass commun ication . but it is a 

type in which many people are interested . Persuasion 

has probably always been a part o f human life. It 

seems inevitable that people will try to influence 

other people . even their closest friends and family 

members ( 14 7 ) . 

Persuasion has to be related with attitude . 

Persuasion is basically changing someone"s attitude. 

Servein and Tankard use the Thomas and Znanieck 

definition of attitude : 

"By attitude we understand a process of individual 

consciousness which determines real or possible 

activity of the individual i n the social world" (1 48) . 

Attitude is certainly the most important habit 

tha t the consumer has . Our purchase dec i sions are 

based basically on these habitual attitudes Sometimes 

an attitude is a predisposition to evaluate different 

purchase . services or products . or to act in an 

specific way . 
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Ti t l e: see Wha t r mean, an Introduction to Visual 

communication 

Author : John Morgan and Peter Welton 

This book attempts to be a simp l e introdu ction to 

Visual Commun ications . 

The authors also write about needs and attitudes . 

As mentioned before , o ur attitudes and needs come from 

personal experience or empathy . Morgan and Welton 

ref ers to Masl ow ' s five levels of human need : 

- Physiological needs : warmth . food. water . 

shel ter . sex . 

- Security : freedom from danger and deprivation 

- Social needs : companionship . acceptance . love . 

- Esteem : self-respect and the recognition by 

others of your importance . 

Self- actualization: the creative and expressive 

achievements through whi ch one reaches a sense 

of personal fu l fillment . 

These needs and attitudes are intrinsic in each 

person . The o nly way to change our needs and attitudes 

is by replacing them with others that represent a more 

fundamenta l need . This concep t is a key for all 

advertisers . If they want the consumer to respond to 

t heir message they must know what the target audience 

needs and answer some kind of need in them. 

--
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Ti t l e : see What r mean, an Introduct ion to Visua l 

communi cat i on 

Author : John Morgan and Peter Welton 

This book attemp t s to be a simp l e introduction to 
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The a uthors also write about needs and attitudes . 

As mentioned before . our att i tudes and needs come from 

personal experience or e mpathy . Morgan and Wel ton 

refers to Masl ow · s five levels of human need : 

- Physi ological needs : warmth . food , water . 
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- Security: freedom from danger a nd deprivation 

- Social needs : companionship . acceptance . love . 

- Esteem : self-respect and the recognition by 

o thers of your importance . 

Self- actualization: the creative and expressive 

achievements through wh i ch one reaches a sense 

o f personal fu l fillment . 

These needs and attitudes are intrinsic in each 

person . The o nly way to change o ur needs and attitudes 

is by replacing them with others that represent a more 

fundamenta l need . This concept is a key for al l 

advertisers . I f they want the consumer to respond to 

t heir message they must know what the target audience 

needs and answer some kind o f need in them . 
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The wri ters menti o n that Visual Communication can 

use the eye as a weapon that can place and persuade the 

v i ewer i n many ways 

As is true any other way of communicating , the 

visual communication aims to produce an effect in 

another pers on . 

I mage is the key element of the visual 

communicatio n An image is an easier way to remember 

something or someone . Also a□ image is consider ed one 

o f the most persuasive forces in the communicatio n 

area. Signs and symbol s can hel p to create images . 

Morgan and Welton use the followi ng definition of 

image : "An i mage has been def i ned as the result o f 

e ndowing optical sensations with meaning " (90) . 

Also Morgan and Welton in this book describe that 

correct selection of the target audience to send a 

message is a re l evant factor that may create the right 

effect on them . The communicator must know the needs 

o f the recipient in order to create t he right message . 

Title : consumer Behavior 

Author : Chester R. Wasson 

This book represents "an attempt to meet the need 

of those making marketing decisi ons to understand how 

t he most basic principles of the behavioral disciplines 

can help them competitively" (xiii) . 



This implies that the author whants reader to 

learn more about consumers and their respo nse t o 

certain kinds of stimulis 
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Throughout this book . it is easier to understand 

the factors that influence the consumer . his or her 

reactions . and the role of the consumer in the society. 

among others 

Wasson explains . "by definition . consumer behav i or 

is the behavior of people in a market type situation" 

( 1) . 

The only way of influencing the purchase decision 

is by better knowing the consumer and his or her 

reactions 1n certain situations . 

Wasson writes that there are classes of motives 

that influence the consumer behavior . Motives are 

among the strongest factors that affect behavior The 

two c lasses of motives are the certainty and 

familiarity . These r efer to a desire that everyone has 

to avoid the unknown and the uncertain . People are not 

w1ll1ng to take chances They prefer to take on what 

they already know . This fear of the new and unfamiliar 

1s something that any advertising agent has t o defeat 

1n the introduction of any new product . Changes 1n 

preference of the consumer will involve changes 1n 

attitudes . cognition 's . and behaviors. 

Another large subJect that 1s addressed 1n this 

book is the communication process The author explores 



its bases and the four components of communication: 

audience, source , message . and media . 
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Wasson writes that the purpose of communications 

is to persuade the prospective buyer to purchase and 

try the seller ' s offering. The process involves , 

however , more than just a message or a medium . The 

source of the message itself is part of the 

communications . and the state of the receiver . the 

person who gets the message . profoundly influences both 

whether or not it wi l l be received at all . and if 

received. what meaning will be read into the message 

( 35 6) . 

The audience in the communication is the group of 

people who are going t o receive the message . The 

a udience limits communication through five different 

kinds of selectivity . which are described as follows : 

Select.ive exposure: in selective exposure the 

message is sent to be received by a group of people 

that are already persuaded . for which t he message is 

mainly reinforcement . and t o those who are waiting t o 

be persuaded. In other words selective exposures are 

for peo ple that already bough t the product and those 

who are searching f o r that kind of product . 

Select.ive attent.ion: these messages are crea ted 

to fulfi ll a specific interest. For example . an ad o f 

golf balls is designed t o reaches the attention of a 

gol fer . 
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Select_ive percept_ion : i□ these commercials the 

people who are watching them perceive meaning in terms 

of their own expectations and what appeals to t hem For 

example a commerci a l of golf won't reach the attention 

of a football player , it would reach the attention of a 

golfer . 

Selective appeal : this type refers to the 

commercials that are more effective and better 

percei ved when directed to an specific group of people 

rather than the public at large. 

Select..ivJ ty of response : this concept refers to 

how people respond differently to the same massage 

depending on their o wn personalities . I t depends on 

t heir own perceptions . 

The communication process used the media as the 

principal source . It doesn ' t matter what or who is 

perceived as the source of the message . what matters is 

that the nature of the source can affect its reception . 

The c redibility of the source l eads to the credi bi li ty 

of the message . 

The message ' s effectiveness can be related to the 

f eelings and experiences about t he subject of the 

message felt by the viewer. The message can be 

influenced by t he perception o f the audience that 

receives it. A message can be created wi th the purpose 

of appealing to an already targeted audience or to 

reach a new group o f peopl e ; it can strengthen a 
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positive attitude toward the product or change existing 

attitudes in reaching a new group . 

A message can accomplish one or more of the 

following . 

Attract the attention of the target receiver 

for the satisfaction cue being offered 

Build within a specific receiver or group of 

potential customers a comprehension of the 

potential differential value for them of the 

attributes of the offering 

Create added service in the product bundle 

itself 

Induce trial of the offering . 

Reduce cognitive dissonance among those who 

have bought to render them more favorable to 

future purchase (365) 

The selection of the medium to send the message 

has to be very careful Television . for example is a 

medium that can reach almost everyone but not at every 

time . as all the other media . Some products have to be 

advertised by various media to reach the entire target 

audience . The most relevant aspect 1n every message is 

to communicate the features and benefits of the product 

itself That is the primary factor necessary to obtain 

the expected benefits . 
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Tit l e : Emot i on i n Advertising 

Authors : Stuart J . Agres , Julie A. Edell and Tony 

M. Dubitsky 

Emotion in Advertising is a book that demonstrates 

how the emotions affect the reactions to an ad . An 

emotional ad can remain in the viewer's mind in 

different ways . If the emotional reaction is positive , 

more positive t houghts can be generated in response to 

the message of the ad . 

The autbors are interested in making advertisers 

understand t he potential in fl uence of emotions i n 

advertising and make clear that advertising and 

emo t ions are linked . 

A new perspective o n the role of advertising is 

that a message should satisfy both emotional and 

rational needs by delivering both psychological and 

rational benefits to consumers. This approach will 

result in two ways of associating with the product , 

service or idea : on a rational basis . and on an 

emotional basis as well. This dual impact can provide 

an advantage over the competi t ion . 

Consumers . due to their human na ture . have needs 

that go beyond t he purely rational , and they purchase 

products in an effort to satisfy their non-rational 

needs as their rational ones as we 11(17) . 



Ma~azines 

Three editions of the magazine Advert i s ing Age 

were used to obtain actual informatio n about the 

c urrent s i tuati o n o f the advert i s ing in the 

marketplace . 
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Advertis ing Age is a magazine that runs weekly and 

o ffers information about the latest news in a ll the 

area of advertisi ng and the media . 

The editions used were published on the months of 

April 2 0 and 27 and June 1 of this year . Most of the 

information obta i ned is based on f actual discussions o f 

the a c t ual expenditures and revenues in ad sal es . Also 

included and o f use in these issues is in f ormation 

regard i ng the current situation of the media in the 

advert i s i ng market . in particular television and radio . 

In addition . i nformation about print media (newspapers 

and magazines) . and i ts posi tion in rel ation to non­

v isual media is c overed . 

One o f the articles that o ffer valuable 

informat i on about newspapers expenditures is " I t' s back 

to s c hool for s taff and papers see payoffs" , by Bony 

Case . This article refers t o the features that make 

the t o p ten newspapers in the U . S the best in the 

market . In addition . i nfo rmation about their 

expenditures is included . Another article that is 

helpful for the developement of this study is 
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"Marketing teams at L . A Ti mes" by Ann Marie Kerwin . 

Information about radio spots and their effectiveness 

in the diffusion o f a message i s included in this 

article . Kerwin also refers in this article to the 

importance o f the v i sual medi a backup i n order to 

obtain the expected resul ts in a message t ransmi tted by 

radio 

Suffice it to say , anyone interested in 

developments in the fie l d of this study, shoul d read 

Advertising Age on regular basis . 



Chapter I I I 

SELECTIVE REVIEW AND EVALUATION OF RESEARCH 

For a better unde rstand i ng o f this investigation . 

this chapter wi ll give a broad coverage of t he more 

relevant sources of literature mentioned i n Chapter 

two. Also it will investigate further the issue o f the 

visual a dvertising elements that influence the 

perception of t he viewer . I t wi ll a l so des cr i be some 

guideli nes involved in the planning of making a 

commercial 

Advertising has been so successful at what it 

does . that i n general discussions of visua l literacy . 

it 1s o ften the firs t s ub j ect mentioned . The way 

advertising achieves i ts success is a subJect o f 

careful perceptual str ategizing and organization . 

Color s . ligh ti ng . dialog . the tone . the placement of 

component s , every eleme nt t hat the audience can hear or 

see . 1s exami ned and reviewed t o reach t he expected 

impact. 

The following books will be reviewed in this 

chapter : How to Produce an Effective TV Commercial by 

Hooper White : Contemporary Adyerti s in~ by William F . 

Arens ; 

40 



4 1 

The Creativity in Advert i si oQ 

It is obvious that the key to producing a 

successful commerc ial is creat ivity . In any commercial 

the idea is the base that lifts the commercial above 

mediocrity and achi eves something unique . memorable . 

and ef fective. If the commer cial doesn't have a 

power ful centra l idea it i s probab l e that i t i s going 

to be boring . common , i mitat i ve and . as a consequence . 

ineffective . 

Everything changes constantly --t imes attitudes. 

tastes . fashions-- due t o the continued mobility and 

increasing developme nt of commun ication . Each change 

brings with it a new problem . so new solutions need to 

be found . And t his s ituation demands th inki ng in a new 

ways , to crea t e and implement new and better solutions 

t o any kind of problem . 

To crea t e means t o originate . t o con ceive a 
thing or idea that did not exist before . 
Typically, t hough, creativity involves 
comb ining t wo or more previously unconnected 
objects or ideas into something new (Arens 
255) . 

Creativity is not something that people are born 

with . it is something that can be learned step by step 

Wi lliam Arens mentions in his book that creativity 

is essential to advertising's primar y mission of 

informing . persuading and reminding . 
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1 . Creativity helps advertising i nf orm . 

Advertising's responsibility to inform is 

greatly enhanced by creativity Good creative 

work makes advertising more vivid , and many 

researchers believe vividness attracts attention . 

maintains interest . and stimulates consumers• 

thinking . A common technique is to use plays on 

words and verbal or visual metaphors . such as "Put 

a tiger in your tank" or "Fly the friendly skies" 

The metaphor describes one concept in terms of 

another . helping the reader or viewer learn about 

the product . 

Other creative techniques can also improve an 

ad's ability to inform . Advertising writers and 

artists must arrange visual and verbal message 

components according to a genre o f social meaning 

so that readers or viewers can easily interpret an 

ad using commonly accepted symbols . For example , 

aesthetic cues such as lighting . pose of the 

model . setting , and clothing style can signal 

viewers nonverbally whether a fashion ad ref lects 

a romantic adventure or a sporting event 

2 Creativity helps advertising persuade 

To motivate people to some action or attitude 

advertising copywriters have new myths and heroes 

like the Jolly Green Giant and the Energizer 
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Bunny . A c reative story or persona can establish 

an original identity for the product in the 

collective mindset . a key factor in helping a 

product beat the competition . 

Creativity also helps position a product on 

the top rung of consumers' men tal ladders . The 

higher form of expression creates a grander 

impression. And when such an impression spreads 

through the market . the product's perceived a 

value also rises . 

To be persuasive . an ad's verbal message must 

be reinforced by the creative use of nonverbal 

message elements . Artists govern the use of 

elements like color . layout , and illustration . to 

increase vividness . 

3 . Creativity helps advertising remind . 

Imagine using the same invitation . without any 

innovation , t o ask people to try your product 

again and again . year after year. Your invitation 

would become stale very quickly . or it would 

become tiresome . Only creativity can transform 

your boring reminders into interesting . 

entertaining advertisements ( 256-57 ) 

Telev1s1on copywriters use scripts and storyboards 

to communicate any kind of idea in a commercial . verbal 

or nonverbal . The creative team must aim f or 
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credibility . relevance . and consistency in tone when 

writing TV ads . While TV commercials should be 

entertaining . the entertainment should not interfere 

wit h the selling message . I t is easy to link 

creativity with persuasion . because a creative message 

will be measured by the l evel o f persuasion that it has 

over the viewer Persuading a consumer is the main 

purpose of a commerc i al and the main key to achieve 

this is with creativity 

Gu idelines to produce a good TY commercial 

To create a TV commer cial involves many steps that 

s hould be considered in order to be s uccessful. The 

obJective is to create a TV commercial with a 

conv1nc1ng selling idea developed with imagination and 

presented with harmony . continuity . and str ucture . 

The authors of the book . The Rad io and Television 

Commercial. Albert C. Book . Norman D Cary . and Stanley 

I . Tannenbaum . provide some general guidelines to help 

advertisers reach any selling goal 

1 . Do basic research first : advertisers have to 

get all the information and facts about the 

product or service that is going to be 

advertised . Advertisers have to make sure 

they know what they're up against and whom 

they're trying to reach . 
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2 . Emphasize the main selling point : advertisers 

have to analyze the research and then 

crystallize it i nto major and minor selling 

points . and work with the strongest one . 

3 . Make the commercial relevant : it relates to 

the viewer"s wants and needs . Respect the 

viewer 's sensitivi ty and intelligence . 

4 . Get attention fast and keep it : the opening 

seconds o f a spot are vital . These either grab 

and hold viewer's attention or turn it off . 

5 . Match medium and message : the format . 

structure , a nd style of the commercial should 

be compatible with each other a nd wi t h the 

product. Match video and audio throughout the 

spot to avoid confusing the viewer . 

6 . Stay on track : while developing the elements 

of a commerc i a l , advertisers have to check back 

frequently with the strategy statement and 

marketing objectives . 

7 . Don ' t waste words : Televisio n is primarily a 

visual medium . so the video directions should 

carry more than half the weight of t he message . 

8. Keep the commercial simple : do not cram the 

spot with too many scenes or too much 

movement . Avoid long . static scenes . 

9 . Be prepared to revise : true professionals 

rewrite and polish material again and again . 



Examine it for impact clarity rhythm . pace 

persuasion . relevance and believability . 

10 Write clearly and conversationally . the copy 

has to be written in a natural manner . Avoid 

the pretentious and the glib 

11 Identify the product advertisers have to 

make a special point of saying . and 

repeating . the name of the product . or it 

won't stay in the viewer's mind and . 

therefore . won't motivate him to buy the 

product . 

46 

12 Time the commercial : a pace too fast for the 

announcer or actor will deprive your spot of 

its dramatic appeal . And a pace too fast for 

the viewer will leave him far behind The 

selling idea . must be presented in a memorable . 

emphatic way . no matter how long or short the 

commercial is . 

13 . Treat news as news . if the product is new or 

has a new feature . give the commercial the 

flavor of an announcement 

14 . Repeat yourself : purposeful repetition can help 

register a selling idea . Don't expect the 

viewer to remember the commercial if the 

product is mentioned or shown , only once in a 

60-second spot . 
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15 . Concentrate on writing . not drawing . 

storyboards are adequate if they are drawn with 

stick figures . as long as the idea . along with 

structure and continuity comes through . 

16 . Give some free rein to the producer : the 

storyboard is merely a blueprint . It is 

prepared s o that everyone involved in the 

production of the commercial can better 

visualize it Also everyone , from the writer 

to the produ cer , should have the constant 

assignment o f trying to make the commercial 

better even after final approval (99-100) . 

Since one of the main attributes of the television 

_mage is its capacity for the immediate transmission o f 

e lectronically produced images and . consequently , for 

enlarging our own senses into an experience of 

simultaneously occurring situations withou t apparent 

intervention or manipulati on . Television . like the 

photograph , carries with it a sense o f genuineness and 

immediacy that no other media can match . 

Is important that every advertiser , in the 

production of a television commercial . clearly 

understand the relevance of the appli cation of the 

steps mentioned above . A production of a commercial 

involves many steps that have to be carefully reviewed 

and organized t o obtain the expected results 



The influence of the med i um on the consumer 

Advertising's principal p urpose is to rea ch 

prospective c ustomers and i nfluence t heir perception , 

atti t udes . and buying behavi or . To infl uence the 

cons umer . an advert i ser must make the marketing 

communications process work very effic iently . 
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To get the attention o f the prospective consumer 

and st imulate them on a physi cal and psychological 

l evel . advertisers have to i nform them about t he 

product i n a n interes ting , e x citing and invol v ing way . 

Te l evision. being a visual media . has all t h e 

p roperties to reach this goal . It a l so c an create 

i nfluence o n the c onsume r by showing the commerci a l s at 

the most opportune time or place . For example a coat 

commercial i n the fa l l o r winter season . An ad gives 

consumers quantitative and quali tative information 

about a product or service . Lett i ng the consumer watch 

the product is easier to place in his mind the features 

a nd benefi t s o f it. 

Consumers usually a ct when they have a goal t o 

satis f y a necessity . An ad that uses image ry and 

picturesque wording can he lp c ustome r s visua l ize and 

recognize thei r goals . An ad can stimulate motivation 

by persuading c us t omers that it i s possible t o 

a ccompl i sh their goal . 
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Advertisers must pay attention to the way they 

create a commercial because a good ad can lower 

customers' post-purchase anxiety by reminding them of 

the product or services positive features or a bad ad 

can provoke a response of negative comments by crit i cal 

friends or family members . 

Successful advertising people understand the 

complexity of consumer behavior . which is controlled by 

three personal processes : perception . learning . and 

motivation. These processes determine how consumers 

perceive the world surrounding them . how they learn 

information and habits . and how they actualize thei r 

personal needs and motives . 

The book Consumer Behavi or . by Chester R . Wasson 

provides information about the influence of the media 

over the consumer's purchase decisi on . As mentioned 

before . the main purpose of advertising is to "sell" . 

so an ad that doesn't influence the consumer and make 

them buy the product or service . doesn't work 

Communicating a message involves more than just 

writing a few words and defusing them . Communicating a 

message means creating an impact and impulse in the 

purchase The impact is affected by the source and by 

the manner of presentation . The message itself can 

influence the audience's opinion . but the credibility 

of the medium is a crit ical component of any f orm of 

communications . As mentioned in Chapter I . television is 



50 

the most believable medium . It gives cred i bi li ty to a 

product because i t d e mo nstrates the product , how it 

works or what it does , making it easier for the people 

to be attracted to it. 

Part of credibility depends on the readiness of 

the audience to believe the message before they even 

receive it , but a great deal depends on the immediate 

perception of the audience as to the cred i bi li ty of the 

s o urce . The more t he audience perceives the source as 

cr edible . trustworthy or prestigious . the greater the 

immediate credence given to t he message and conclusions 

communicated (Wasson 363) . 

Of course , credi bili ty is an important f actor , but 

perhaps as important an ads ability to get the 

attenti o n of the customer. I t is essent ial to gain 

further attention in order to develop a f u ll knowl edge 

of the significance of the benefits of the product or 

service and thus increase either the approach tenden cy 

t o purchase . or to diminish the avoidance factor . or 

both . 

It is not enough . o f co urse , that the message 

reaches the audience and is perceived by it . The 

message itself must have credibili ty , an attribute 

perceived as coming from the source or medium and not 

from the message i tse l f ( 363). 

Another important factor in selecting the media is 

the fact that each medium reaches different groups of 



people . a nd not every medium is adequate to advertise 

every product or service . 
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The medium tends to select the audiences because 

each possible communications medium is designed to 

appeal to a rather specific audience and various market 

segments expose themsel ves to quite divergent media . 

For most products . a mixture of media must be employed 

because even the most widely used media may reach only 

a portion of some segments . The medium itself is . to 

some degree . seen as one of the sources of t he message 

and it is always part of the general context in which 

the message is rece i ved (369) . Every media have the ir 

benefits . but it is obvious that television as a visual 

me dium has every e l e me nt to communicate effectively a 

message 

It is appropr iate to mention that television 

advertisements involve some emotional experience . if 

the message is de l ivered i n the right manner at the 

right time to the right group of people This 

emotional experience is a lso a benefit of the visual 

media . involving the viewer trough various senses . and 

maki ng him part of the commercial . 

Psychol og i ca l eff ect of color s 

Because color communicates immediately to our 

emotions and has such a strong effect on the viewer it 



has become of primary interest to researchers , 

psychologists , and of course to advertisers searching 

for the most persuasive appeal . 
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In t he visua l media colors play an important part . 

especially in establishing an emotional tone in a 

message Colors can establis h the mood of the 

commercial and if they are well selected they can 

persuade t he viewers positivel y. 

The book Sel ling with Colors by Feher Birren 

explains thoro ugh l y the importance of color i n our 

normal perceptual experience o f the v isual world . 

In the visual communi cation fie ld . the colors play 

an important part . They can persuade the viewer to buy 

something , or add reali t y to a commercial . The 

s e lection of colors is an important part in the 

production of every ad . 

Color is emotional in its appeal and tends to 

inspire a personal and subjective viewpoint . Yet while 

the so-called artistic aspects of col or may be elusive , 

the facts of mass human reaction are otherwise (Birren 

7 ) 

Colors give a product attention-value . real ism, 

identity . psychology . and beauty . Attention-value 

refers to color's ability to catch the eye . Color 

should be simple and appropriate . and should be tied in 

to hold the advertisement together. It gives realism 

to a product ; colors . as a dimension . may be as 
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descriptive as size . weight . price . etc. Here , 

perhaps , i s the most obvious use of col or : t o g l o rify a 

p r oduct in its full real ity . Colors are more easily 

retained in the memory than words or symbol s . Used to 

identify a produc t or a service . and persis tently 

e mployed to build up r ecognitio n , col o r has potent 

f orce ( 114 ) . 

Also col ors address o ur psychol ogy , because of the 

many mental and emotional associations o f color . The 

use o f col or to imp l y warmth . coolness . cleanliness . 

etc ., may be extremely e ff ect i v e and may well support 

co py effort s . Moreover col or can give beauty to a 

product or service and command i nteres t from the viewer 

(1 15 ) . 

Colors play an important role i n the advertising 

me dia due to psychological messages they convey . 

Usually col o r s are determined by the environment in 

which they appear a nd the symbo ls that go a long with 

them in presenting a given co ncept . They also produce 

sensations o f temperatur e . feelings . and me mories . 

While t he phrase o f psychology of color is no t 

easy to defi ne , most o f us , in using it . have in mind 

the influence and effective power of co l o r with 

referen ce t o the mind , e mot i ons . and body of man 

( 159 ). 

The inf l uence o f col ors i n o u r behavior is 

eminent . It is relatively easy to prove t here a r e 
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certain colors that call our attention mor e than 

o thers . There are many individuals that feel sympathy 

or apathy to some colors due to individual taste 

c reated by the environment that surrounds these colors . 

This divergence is a consequence o f the symbolism that 

colors have in each individual that typi cal l y are 

based o n the impacts and conditionings of belief . 

religio n . civilization . cul ture . among o thers . (See 

appendix 2) . 

Color s immediately t ranslate into an emotional 

quality. which derives partly from persona l 

associations partly from experience in nature . Also 

colors tends to take on attributes associated with 

touch as well , such as softness and smoothness. and 

even solidity . 

Col ors are a l so of ten though t o f as havi ng 

temperature dimensions ; r ed , o range , a nd yellow are 

perceived as warm . while green. blue and violet seem 

cool . These d istinct i ons of col o r s are physiolog i cal as 

wel l as psychological (23) . 

Co lors are presented and modified by the position 

of the light reflecting on them. This is the reason 

f o r t he importance o f the type of i llumination . 
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1 unconsc ious Percegtions o f the colors 

Unconscious perception of the Color Red: Red is 

a warm color that acts wi th vivacity . I t has 

the property of being easily remembered by the 

spectator. The col or red is widely used in 

advertising due to its suggestive and 

stimulati ng force. It is used mainly on items 

that have the ability of change or i nnovate 

something . It is used t o call the attention of 

the viewer . The color red denotes power , 

persuas i on . passion a nd desire. 

Unconscious percept.ion of the color Orange: 

Orange is used to provide a violent feeling on 

the viewer . When used in excess . it exhausts 

its enjoyed sensations . motivating the viewer 

to pay attention to something else rather than 

the actual message . The color orange must not 

be used in excess due to th i s effect. When 

used properly . it can symbolize glory . 

splendor . vanity . and other deep feelings . 

Unconsc.ious percept.ion of the color yellow-. It 

is a color that is used to give a happy 

message . However . it can also produce an 

e ffect of indecision on the viewers . People 
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often view the dark shades of yellow as 

representing falsehood . This color should not 

be extensively used in advertising since it can 

create a sense of confusion in some viewers. 

Unconscious percept.ion of the Color Green: 

Green is a mixture of a warm and a cold colors 

(yellow and blue . ) This fact enables this 

color to be very versatile . having an either 

warm or cold feeling depending on the type of 

message that it conveys and the colors and 

symbols used in connection with it . It creates 

a sensation of calmness and rest that tends to 

paralyze an action In combination with a 

strong color . it can stimulate a purchaser in 

his or her buying decision . Dark shades of 

green generally make a better impression than 

lighter ones . Green symbolizes hope . 

intelligence , proposition , and expensiveness . 

Unconscious perception of the color blue: Blue 

is a color that creates a cold sensation in the 

viewer . When used in addition to other warm 

colors it accentuates the dynamics of the 

combination . This is one of the reasons for 

its used as a background color in many ads . 

The result of a well-used color blue is the 
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sensation of attractiveness of the p r oduct 

being offered . It usually gives an impressi on 

of a marvelous o r even inaccess ibl e idea ; 

however , it neu tral i zes any inhibition created 

by any o f the suggest i ons of the other c o lors 

The color bl ue conveys security , conservatism . 

l oyalty , relaxation , and fulfi llmen t (78-83) . 

Unconscious percept.ion of the color v.iolet: 

Violet is a mixture of blue and r ed . It 

produces a tendency towards rest . I t creates a 

fee ling of sadness or discomfort . directing the 

v i ewer towar ds a negat i ve attitude . It has a 

minimum advertising usage since it lacks o f any 

way of calling at t e ntion in a positive way . 

The only way it can be used is in o r der to 

create a depressi ng message f o r viewers who 

l i ke theatrical attitudes that are usually 

melodrama tic. The co l or v i o l et can produce a 

disgusting message to the observer and 

sometimes even inspire fear . 

Unconscious perception of the color broflTn: An 

o bserver viewing the color brown usually feels 

a sense of ma t e r ialism . either driven by luxury 

or van i ty . Thi s co l or stimula tes some 

primitive attitudes : in some people it can 
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create a feeling of comfort . in others . a lack 

of quality It should not be used in an ad if 

it is not associated with the idea that it 

portrays . 

Unconsc1ous percept1on of the color black 

Black usually produces sensations of 

seriousness . and severity . It is symbolically 

associated with the ideas of mourning . death . 

terror . as well as loneliness It can be used 

to create contrast and call the attention of 

the observer It has a more negative than 

positive value on the messages it portrays. 

The color black means final . forceful direct . 

amplitude . and stubborn 

Unconscious perceptJon of the color gray The 

color gray produces a neutral and diplomatic 

feeling on the observer . It symbolically 

denotes sadness . poverty avoidance . 

reservation . and non-committal ; lt is the 

preferred color for lowering the status of the 

competing products (174-178) . 



2 . combinati on of Col ors 

Each one of the colors described above 

motivates the observer towards experiencing 

certain reactio ns or feelings. The observer 

unconsciously associates t he col ors with the 

products or services that are being o f fered 
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In most cases t he combinations o f colors t hat 

a r e used in an ad create a psychol ogical effect 

on the viewer . This i s why there are very few 

messages that use o nly one color. On the one 

hand . usually the u nilateral preference o r 

rejection of o ne co l or ref l ects the predominant 

tendency towards intensive behavior. On the 

other hand , a cultivated attitude is 

characterized by a harmonious selection of 

co l ors in which posi t ives and negat i ves likes 

and d i s likes , are equally distributed . The 

ef f ects of the ma in combinations used i n 

advertising is described as follows : 

Unconscious percept.ion o f the comiJ.inat.ion o f 

Blue and White : Since it is a cold combination 

made up of colors that s i gnify ideals (bl ue ) 

and purity (white ) , it creates a sensation o f 

peace while awaking tendencies towards 

generosity and sympathy . 



Unconscious Perception of the col!lb.ina t.io11 of 

YelloF¥ and Red: This is a mixture o f a strong 

and vivid color with a warm col or This 

combination i s usually stimulating to t he 

observer ; however it can create a f eeling of 

dissatisfaction . It can be effect i vely used 

when creat i ng a feeling o f compensation. 
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Unconsc.ious Perception of t/1e coll/b.ination of 

Green and Red: Green usua l ly evokes nature . 

giving a feeling of harmony whereas Red can 

make for an atmosphere o f primit i v ism . The 

contrast of these two col o r s is st imul a t ing a nd 

very attractive . It can successfully be used 

i n the introduction o f strong and durabl e 

products ; however . it can produce adversary 

reactions in products that requi re softness or 

a related feeli ng (2 4-28 ). 

The unconscious percept i o n of col ors and 

combinations can be altered depending o n t he ir relation 

t a the socia l habits and conditioning that each group 

t o whom a re directed has . Many diffe r e nt cu ltures . 

r eligions . and socia l groups view co l ors i n different 

ways. There f ore it i s very important t o study the 

psychology o f t he target group t o whom the message i s 

in tended to be shown . 
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The way symbols and shapes are linked t o the 

colors that accompany them plays an important rol e in 

the effect o f the des i red message on the observer . The 

association of a given color and a sign gives a clear 

represen tation of the presented product . This 

combination represents the most direct way of 

presenting a n idea or product , someth i ng that wou l d be 

more d ifficult to achieve without color s . When symbol s 

are used along with t he proper colors , they must be 

proper l y l inked t o the idea t hat is i n tended to be 

portrayed , as well as to the social habits of its 

target aud i ence . 

Psychologi cal effect of Jines and shapes 

Psychologists have f ound at unco nscious levels 

preferences and rejecti ons of individua l s towar ds many 

shapes and lines . 

Curved l i nes pr odu ce a g r eater attract i on to 

fema l es whereas straight and angled lines attract more 

males . It is recommended for those ads that extensive 

use angular objects o r shapes t o introduce curved 

e l ements that can achieve an equilibrium o f shapes . 

Simi l arly , for excessive amounts of curved elements . 

straight elements should be introduced to create a 

harmo n i ous effect in the message (90) . 
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Sharp shapes are usually unfavorable to 

advertising since they are excess i vely attractive to 

t he viewer . The recomme nded shapes are those that have 

soft lines . since they denote a more elegant style . 

The most attractive lines are the ones that f o rm 

s ymmetric s hapes , such as the circle , the triangle . the 

square . the ellipse , the rectangle and the rhomb ( 92) . 

Straigh t lines , ei ther vertical or horizontal . 

reflect a feeling of tranquility , serenity, whereas 

curved lines evoke a f eeling of happiness . Vertical 

lines are usually associated with ac t ion ; horizontal 

lines are associated with rest . Fine llnes are 

associated with deli cateness . and thick lines are 

related to strength (96). 

When a consumer finds a predominance of a 

determinate line or shape. he or she makes an 

unconscious recognition o f the relation that the 

sensations suggested by the shapes have with several 

past experiences. This can be a distraction . a nd work 

counter to the ad's desired objective , thus relative 

balance and harmony o f lines and shapes are usually 

more effective . 

The elements used in an advertisement usually 

create a material need for wha t i s advertised in a 

direct and obvious way . However , the advert i ser must 

focus in another . more profound psychological phase by 

creating a symbo l ic satisfaction to the needs of the 
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consumer and t o his o r her psychic desires . If t he 

observer does not have the capacity o f making a choi ce 

based on h i s or her own criteria . the deci sion to 

purchase is made using the suggest i ons transmit t ed 

thr ough ads that awakens a des ire for the product . 

These ads suggest or stimul ate a behavior in the 

observer , someth ing called "consumer behavi or". This 

is why psychol ogy i s extremely i mportant in 

advertising. 



Ch a pt er I V 

RESULTS 

The results of the study o f the " Impact of the 

Visual Advertising Elements on Today's Consumer" are 

presented in this chapter . A survey was conducted to 

demonstrate that visual advertisement causes . without a 

doubt . a significant impact on the mot i vation and 

purchase impulses of today's consumer This survey was 

conducted among a representative group of 200 students 

of Lindenwood University and Washington University . 

The students who participated in the survey were 

s e l ected in a random fashio n and include both gender s . 

The results of the survey will be presented as 

conclusions wi th i t s int erpr e t ations in gr aphics (See 

appendix 3) . 

I n addition this chapter inc l udes information 

about the effectiveness of visual elemen ts . Television 

is not the only visual media . As mentioned in Chapter 

I . magazines , newspapers and exteri or a dvert i sement 

( posters lighting signs . billboards . and flyers . among 

others) are also visua l media that capture the 

attention of the viewers. As visual elements . these 

elements work in order to trap the consumer's mind and 

involve him or her in an imagi nat i ve worl d . Advertisers 

apply techniques and strategies that incite the viewers 



to need or desire a product or service and guide them 

to the purchase. 

Results of the survey 
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The survey compiles information a bout the 

preference of visual or radial advert i sing ; the aspects 

that make a commercial memorable ; the elements that 

cause a positive i mpa ct making one visual advertisement 

more effective or memorable than others . All the 

in f ormation obtained from this s urvey is very hel pfu l 

t o demonstrate the effectiveness of visual advert i sing . 

The survey includes the f o llowing issues : 

1 . P refer e n ce of adver t i s ing . Visu a l or rad ial 

advertising . 

Med ia Frequencv Pe rcentaqe 
Telev1s1on 120 60 
Radio 80 40 

TOTAL 200 100 

Table 1 Preference of Visual or Radial Advertising 

The results obtained in this question clearly 

demonstrate that there is a preference for the 

visual advertising . Sixty percent (60%) of the 

people interviewed answered that visual 

advert i sing is better than radial advertising , 

and for t y percent (40% ) answered in favor o f 

the radio advertising . This in f ormation is 

affected by the age of the gro up of people that 
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was interviewed The age ranges between 18-23 

years old . It is clearly understandable that 

young people listen to more radio than adults 

(See graph No . 1) . 

2 . Aspects tha t cause preference for the visual 

or radial advertising. 

Media Frequencv Percentaqe 

Prefer Visual Advertising 
because: 

Provides more infonnation 50 25 
Provides more entertainment 70 35 

Prefer Radial Advertising 
because: 

Message flows more rapidly 40 20 
Practical 40 20 

TOTAL 200 100 
Table 2 Aspects that cause preference on visual or radial 

advert1s1ng 

In this point the reader can understand the 

reasons why the consumers preferred t he visual 

advertising rather than the radial advertising . 

Twenty-five percent (25%) of the group of 

people who preferred the visual advertising . 

answered that their preferences was based on 

the belief that by this medium they can obtain 

more detailed information about any product or 

service . Thirty-five (35%) answered that they 

prefer this media because they obtain more 

entertainment . 
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In t he group o f peopl e who preferred radial 

advertisi ng . twenty percent (20%) answered that 

they like this medium because the info rma tion 

can be obtained mo r e q uickly and another twen ty 

percent (20% ) because this media i s mor e 

comfortable (See graph No . 2). 

3. Elements that are more memorable in a 

commerc ial . 

Element Frequency Percenta~e 
Cons umer recalls 

figures 60 30 
Songs so 25 
Colors 40 20 
Words or Content 30 15 

Other- 2 0 10 

TOTAL 200 100 

· These 1 nd1v iduals remember a comercial for different r easons 

such as t he appearance of the objects among others 

Table 3. Elements t hat a r e more me morable i n a commercial 

The answers ob tained in this po int 

demonstrate that a bou t thirty percent (30%) of 

t be inter v iewed peopl e remember the figures in 

a commercial more than any other thing . Al l 

other e l e men t s represent l ess of what the 

sample populat i o n remembers in a commerc ial . 

It i s also important to recognize that the high 

percentage of remembrance of songs in a 

commercial is usually attai ned when used along 



with visual advertising, not the songs by 

t hemselves. 
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Furthermore , figures as well as colors are 

the elements that are used exclusively in 

visual advertising . These elements by 

themselves occupy fifty per cent (50%) o f what 

the consumer remembers : therefo re , when 

combined with any o ther elements , they produce 

an impression that can only be achieved through 

a v isual media . These are t he main elements 

that influence a purchasing decision o f the 

consumer . Note tha t figures and col ors by 

t hemsel ves occupy a greater percentage of what 

t he typical consumer remembers when compared 

wi th wor ds o r content (See graph No.3) . 

4 . Techniques used by visual advert i sing t h a t 

create a greater i mpact o n the consumer . 

Technique Frequency Percentage 
Illustrat ions 7 0 35 
Colors and Combinations 30 15 
Figures and Shapes 40 20 
Shine 20 10 
Other- 40 20 

TOTAL 200 100 
· Thes e e l e ments i nclude the use o ! slogans or o t her techniques 

Table 4 . Visual Advertising Techniques t ha t are most a ppealling to 

the v i e wers 



Results cited in table 3 showed that visua l 

advertising causes a greater impact in the 

purchasing decisions of the consumer than 

radial advertising . 
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The information obtained from Table 4 1s 

ori ented towards the visual techniques that are 

of ten used by advertisers . These techniques 

are the ones responsible for the impact caused 

to the consumers . producing in them the 

criteria used for their purchasing decisions . 

These techniques are sorted in descendant order 

of impact. namely : illustrations (35 %) . 

figures and shapes (20%) . colors and 

combinations (15%) , and shine of colors (10%) . 

The results demonstrate that illustrations 

are the most appealing technique with thirty 

five percent (35%) of the respondents citing 

it . compared to a twenty percent (20%) response 

for its nearest competitor . 

Illustrations that produce this significant 

impact on the viewers use techniques that 

usually create the same effect regardless of 

the media in which they appear . They usually 

cause the same effect when v iewed in 

television . magazines . newspapers or any other 

form of visual advertising . (See graph No . 4 ) 



5 . Pe rception o f e ffectiveness o f t ype o f 

a dvert i sing in the promo t ion o f a produc t . 

Media Frequency Percenta~e 
Visua l Adve rt1s1ng 120 60 
Ra d ial Adve rt1s 1ng 80 40 

TOTAL 200 100 
Table 5 . Percept i on o ( effec t1veness o f fo rm of advert1s1ng 1n the 

promo tio n o f a produc t 
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Table 5 clearly shows that consumers consider 

that visua l advertising i s much mor e e f fec tive 

than radial adver tising in the promotion of a 

product . Si xty pe rcent (60%) o f the 

participants in the sur vey confirm this fact . 

Note also t hat forty per cent ( 40%) o f the 

participants agreed that radial advertising is 

mor e effective in i ntroduci ng a product . 

Although some people prefer radial advertising 

fo r the pr omotion of a product . it is c l ear 

that the consumers have the impression of 

v i sual media t o be more effective than radial 

media in making an influence on t heir 

purchasing decision (See graph No . SJ . 



6 . Logic behind the choice of advertising media 

in the promotion of a pr oduct . 

Preference frequencv Percentage 

Prefer visual advert1s1ng 
for the promotion of a 
product because: 

Offers more motivation to 
the consumer 90 45 
More complete information 30 15 

Prefer radial advertising 
for the promotion of a 
product because: 

More audience 20 10 
More econonuc 60 30 

TOTAL 200 100 
Table 6 . Logic behi nd the choice of advertising med ia 

7 1 

Table 6 describes the preference for the 

visual or radial advertising in terms of its 

effectiveness in the promotion of a product or 

service . A notable forty five percent (45% ) of 

the participants prefers visual advertising for 

the promotion of a product because it offers 

more information to the consumer and a fifteen 

percent (15%) prefer this media because it is 

more effective in o f fering complete 

information . Thirty percent (30%) of the 

participants consider the economy factor to be 

the strong reason for promoting a product via 

radi o for the first time . Ten percent (10%) of 

the participants also consider that radial 

advertising can reach more audience . 
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Despite the preference for radial advertising 

due to its relative low cost , most consumers 

consider that the i nformation provided through 

visual media gives more motivation to t he 

consumer than radial advertising (See graph 

No . 6). 

7 . Advertising media that is most related to 

visual advertising . 

Med ia Frequency Percentage 
Telev1s1on 90 45 
Billboards 20 10 
Newspapers 30 15 
Magazines 30 15 
Flye.rs 20 10 
Catalogs 10 s 

TOTAL 200 100 
Table 7 . Advert1s1ng media that is most related to visual 

advert1s1ng 

Table 7 allows the reader to evaluate the 

impression that different cons umers have about 

visual advertising . 

The results provides evidence that the medium 

that is most related to visual advertising is 

the television . Forty five percent ( 45% ) of 

the interviewed reflected this opinion . As 

shown in previous tables . television is a very 

vast medium that . in addition to successfully 

introducing a pr oduct . has the abi li ty of 

maintaining the interest of t he consumer. It 
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is a medium in whi ch the advertiser can 

motivate the consumer in many different ways 

Among the other visual media . newspapers and 

magazines have a s i milar percentage o f 

perception These two are excellent media for 

getting the attention of the consumer since 

they can graphically portray ideas to the 

readers . However , newspapers and magazines are 

not as effective as the television in keeping 

the interest of the consumer . 

Billboards , which are being used extensively 

in our days as visual media . are not receiving 

the recognition that most advertisers expect . 

Most consumers do not recognize them as 

effective visual advertising media (See graph 

No . 7) 

8 . Current perception o f visual advertising . 

October 1998. 

Perception Frequencv Percent.s~e 
Excellent 100 so 
Good 70 35 
Regul.sr 20 10 
Poor 10 5 

TOTAL 200 100 
Ta ble 8 Current perception o l the consumer o n visual advert1s.1n9 

Table 8 shows that fifty percent (50%) of t he 

participants in the survey consider that visual 



advertising in our days is excellent . The 

majority considers that visual advertising 

causes a major impact in the decision and the 

actual purchase. 

A not-surprising minority of the persons 

surveyed considers visual advertising to be 

regular or poor . 
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It is obvious that the majority of the public 

considers that visual advertising motivates the 

consumers . It has a tremendous impact on the 

viewers . by providing a direct and effective 

message (See graph No . 8) . 

9 . Current perception o f radial advertising . 

October 1998 . 

Perception Frequencv Percenta~e 

Excellent 30 15 
Good 70 35 
Re9ul<"IT 70 35 
Poor 30 15 

TOTAL 200 100 
Table 9 . Current perception of the consumer on radial advertising 

This last table of the survey shows that 

radial advertising is not currently being 

poorl y categorized . However . it is perceived 

in its majority between good and regular . Note 

how different it is from visual advertising . 

fifty percent (50%) rate radio in the top two 

categories of Excellent or Good , with thirty 
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five percent (35%) rating it good. Eighty five 

percent (85%) however rate TV excellent or good 

with fifty percent (50%) rating it excellent . 

The impact of TW is clearly more powerful . 

People usually see visual advertising to be 

more effective a nd more influent ial on the ir 

purchasing decision (See graph No . 9) . 

Addi t ional Information 

This section presents an a nalysis of some data 

obtained in the survey . It is important to correlate 

t he significance of all of the issues discussed sin ce 

they represent the overall opinion of the consumers . 

The most relevant advertising media will be analyzed in 

~he way they affect the consumers . These media 

include : magazines , newspapers , television , exterior 

signs . and radio. 

L Magazjnes 

The earl y years of magazines presented a 

relatively low circulation due to the poor 

printing quality. The materials used were not 

suitable for high definition in graphics . 

Furthermore . its techniques . shapes , color and 

combinations were not fully developed . 

Obviously , all of these inconveniences did 

not allow the advertising used on these 



magazines to cause the desired ef fe cts in the 

purchasing decisions of its readers . 
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This investigation proves that the 

advertising techniques used in today's 

magazines are a product of an immense evolution 

of all the previous theories and methods . 

Today the materials used have a super ior 

quality . When a reader compares the paper that 

was used twenty or thirty years ago with the 

paper used today , he or she can immediately 

notice the dif ference in texture t hat allows a 

better reproduction of the images , shapes and 

combinations . All of the images can be better 

appreciated than t heir old precursors . 

The new impression techniques allow 

adver tisers to expose the products or services 

in a more vivid a nd appeal ing way to the 

consumers . Today's consumers are constant l y 

being inc i ted to purchase in many more ways 

than they can imagine . Today's graphics expert 

can use several techniques that make an ad 

drawing to be perceived just like a real 

picture o f the product . 

Furthermore , magazines have a relatively l ong 

life that increases the persuasive power of 

convi ncing used by the advert i ser , when 

compared to the more fleeting experience of TV 
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or radio . The fact that consumers can remember 

more figures than any other element placed on 

an ad makes it a perfect medium to place them 

in an attractive fashion to the consumer . 

2..... Newspapers 

Since its beginnings . newspapers have secured 

their position in the consumer market . 

Although their printing does not use a 

relatively modern technique . they have the 

capabi lity of penetrating into the consumers of 

all classes . 

Newspapers are a relatively economic media 

that have a geographically extensive reach . 

These advantages result in advertisers using 

this media in order to reach as many consumers 

as possible . Notice in the survey that 

consumers recognize newspapers as a visual 

media to the same extend as magazines . 

However . magazines do employ sophisticated and 

expensive printing techniques that newspapers 

don't . 

The techniques used in the production of 

newspapers have improved noticeably in recent 

years . However . they have not improved the 

same way that these techniques have in the 

production of magazines . 
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The use of col or in newspapers results in 

more success in delivering the advertiser ' s 

message . Thus . it is evident that 

illustrations with a variety of well-combi ned 

colors is more likely to make a positive impact 

on t he purchasing decisions o f cons umers . 

l... Te l ev i s i on 

Television is the advertising media that has 

witnessed the most significant evolution and 

grown of any other . The cost of advertising on 

television has increased tremendously due to 

the introduction of new and advanced 

techniques . 

Ini tially television was not used extensively 

for advertising since the old techniques did 

not allow presenting an elaborated commercial 

that would give a n a ttractive presentation of 

the product or service involved . Radio was used 

exhaustivel y for t his purpose 

As years passed by and new technologies were 

introduced into television . many new techniques 

improved the preparation of commerci a l . These 

improved commercials evolved to what we see 

today on television . Today . television is t he 

elite of the advertising media . Al l of the 
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major businesses try to get their commercial on 

television 

The survey reveals that consumers consider 

that advertisers are able to exhibit through 

television in a more complete and real fashion 

all of the attributes and benefits of the 

product or services . Television is considered 

to be the most direct and effective advertising 

media . The way that a commercial presents 

illustrations together with the use of colors 

and combinations is unsurpassed by any other 

media . 

The major advantage of advertising via 

television is that advertisers can demonstrate 

the product . its strengths and characteristics . 

in a direct and convincing fashion to the 

consumer . The consumer can thus be attracted 

to the product. and ultimately dec1d1ng to 

purchase it . 

A television commercial is able to capture 

the complete attention of the consumer since 

there is no immediate competition . Television 

offers several advantages for advertising such 

as the interacting and changing combinations of 

colors . which can be shown at any level of 

intensity from subdued to brilliant . This 

facilitates to a considerable extent the 



Chapter V 

DISCUSSION 

The extensi ve research made in this study abou t 

"The Impact o f The Visual Advertising Elements o n 

Today's Consumer", establishes that the visual element 

used to adver t i se has a greater impact over the publi c 

rather than no n-v isual medi a . This discussion will 

present the results o f the study into conclusions and 

will provide recommendations to crea te a persuasive 

massage when using visuals . 

The advance in technology and several v i sual 

elements t ha t exist nowadays have giv en t o advertisers 

the ability to manipulate the way we see a nd comprehend 

our worl d. As an audience we must understand the power 

of the image and how it can affect our thinking and 

f eelings in extreme ways . and how in rapid succession 

it can ultimately form convinci ng motives which can 

c hange the val ues . attitudes and lifestyles of 

individuals . 

Visuals in adver t ising have become a s ignificant 

elemen t in every message. As we become more and more 

dependent o n t he visuals f or sending and rece i v i ng 

information , we will inevitably become more adep t at 

quickl y reading the e ffective and cognitive aspects of 

the messages . 

84 



85 

In both print and televi s i on advertising . the 

consumer identi fies him or herself with the advertising 

image . The product within that image becomes intimately 

linked with the satisfactions inherent in the scenario . 

Images are the infall i ble r oute to t he emotions , 

and consequently they are a primary means of 

influencing attitudes prior to the engagement o f 

critical thought. This is an important point because 

advertisers have recognized the need to speak to human 

e motions first to achieve an effective impact and by 

consequence an immediate recogn i t i on o f the product . 

One of the reasons advertising is such a powerful 

influence on the society is that it never forge t s or 

t akes for granted the emotionally involving side of the 

message . Because of this fa c t its main too l i s the 

visua l image . The perception of everything that we see 

is a channel that guides us t o a response based on 

emotions . 

To advertise is to sell, if the ad doesn't sell 

even a product or an idea, it is not doing its job . 

Furthermore . color is another important element in 

visuals . Colors speak direc tly t o the viewer's 

e mot i ons ; they have an immediate effect on the viewer's 

perception on the commercial . even before i t has ended . 

The selection of col ors is an important part in the 

production of every ad because they can persuade the 



viewer to buy something by establish i n g t he adequate 

mood of the commercial . 
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Visual images a r e often r eme mbered wi th more ease 

than words . Some data obtained from the J ustin J oseph 

Semi n ars delivered at Cornel l University emphasizes 

that visual images are more rapid l y recorded in the 

mind o f the individual rathe r compared t o information 

that is t r a ns mi tted by words only . 

The motion of moving p i ctures i mmed i ately captures 

the attention of the viewer and allows an i mage to 

remain longer in memory than a sound . The use o f i mages 

can help t o effectively persuade the viewer . Select ing 

the r i gh t images and tar getin g them to the right group 

of people is t he c hallenge t hat all advertisers must 

overcome 

The perceptua l power of the image can a l so be 

observed in its ability t o dominate the written or 

spoken word when they app ear together . Both wri t ten 

and oral f orms of language must be mentally processed 

firs t. Images a r e perceptual l y processed a l ong t he same 

alternative pathways as d i rect experience . The image 

i s therefore able to reach the e motions before it is 

intellectually understood . The logic of the i mage is 

a l so associat i ve a nd holist i c rather than linear so 

that not only does the image present itself as real ity . 

but it a l so may speak directly to the emotions . 

bypassing log i c . and words . When a n i mage is combined 



with words as in a TV commercial the words become 

secondary but the language of images remains primar y . 

Visually reinforced words with colors . graphics and 

images tend to capture the complete attention of the 

viewer as well as convey a clear understanding of the 

product . 
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Since visual images speak with experiences . 

associations , and logic , it is important to acknowl edge 

that they are particularly sensitive to manipulation in 

commer cial structures . 

Visualizing a product 

In most occasions . a product has many potent ia l 

a t tractive features (messages that allow the 

association of a product and the desires of the 

consumers) . Notably . the advertiser must focus on 

expl odi ng the most attractive feature to other possible 

consumers . The more focus a commercial gives to the 

main features o f the product . the better the results 

for the commer cial . 

Since almost all o f the products can have a 

different image for different people . it is important 

to find the mechanism of showing to the possible 

consumers its bests attributes . It is more effective 

to show all the features of a product by using an 

illustrative manner than it is to verbally express its 



f eatures . The consumer must be able to see him or 

herself within those il lustrations presented by the 

commer c ial . 
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The correct usage of wording allows the 

description of the product to be even more efficient . 

However , a correct image and plot can express more than 

words . These two elements should be combined s i nce one 

ensures t he best performance of the other . In other 

words, visual advertising can attract the attention of 

the consumer more efficiently than sounds by 

themselves . 

Visual media does not refer only to the 

television. All o f the other media previous l y 

described use visual techniques in order to t ransmit a 

message o f the benefits and attributes o f a product to 

the cons ume r . Images e ither printed or transmitted , 

facilitate the process o f visualizing a product by 

creating a visual image in the mind of the consumer . 

therefore producing interest by the consumer on the 

product . On ce the consumer has the i mage o f the 

product , he or she wi ll r e me mber i t wi th more ease tha n 

Just words by themselves . 

It is easier for the consumer to be attracted by a 

product or service that he o r she i s able t o "see" 

rather than a message that they are just able to hear . 

Every element that is used in a visual advertising such 

as colors , lines , movement , images , and even words , are 



89 

elements that attract viewer attention and persuade him 

or her to purchase the product . 

As mentioned be f ore , advert i s ing' s main purpose i s 

to reach prospective c us t omers and influence t heir 

perception , attitudes , and buying behavior . The best 

way to influences t he custome r ' s behavi or is by 

visual s . showing the best attribu tes and f eatures o f 

the product . 

In addi ti o n visual adver t i sing reaches more 

e ffe ct i vel y the attentio n of the consumer and 

stimulates them to reac t t o an ad more quickly than 

non-visual med i a . 

Visua l e l ements have the facu l ty o f trapp ing the 

consumers ' minds a nd inci ting them t o feel a need o r 

desire f or a product or service wh ile guiding the m t o 

the purchase of that advertised product o r service . 

Discussion of the results 

The following remarks represent the conclusions 

realized upon analyzing the research f or this project . 

First o f a ll . i t is c l ear from this study tha t 

t he majority o f the consumers nowadays prefer 

visual advertising t o any o ther type . The main 

reaso n for th i s preference i s the fact that the 

viewer c an see the pr oduct in r eal t ime . how it 
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works . its features and every element that the 

product has. 

Visual advertising is preferred since it 

motivates the consumer with images of the 

product being offered wh ile provi d ing 

ent ertainment. It motivates the consumer by the 

use of colors . figures . light and . lines . 

Adver tisers use these components in order to 

appeal to the target group . 

Among a ll o f the elements that consumers 

remember from a commer cial . its figures are t h e 

ones that first come to their mind . This study 

has demonstrated that viewers remember 

freque nt ly visual elements more than words . 

The visual elemen t s t hat cause a greater impact 

on the consumer are figures . and s hapes 

together with a harmon ious combination of 

co l ors. These e l ements play an important role 

in a ttract ing the consumer to t he product or 

service offered. 

The advert i s ing media that i s most r elated t o 

the visua l medi a is tel evi s i o n . This is the 

most comp l e t e media that offers rea l time sound 

and i mages to the viewer . 

Radial advertising . although broad and 

economic . is not preferred over visual 

advertising . Al though radio has its own 
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advantages , it does not surpass the success of 

television or o ther visual media. 

Figures and illustrations are the advertising 

techniques that are most ly used . These 

techniques together with a proper 

implementation of colors and combinations 

produce effective results in the mind of the 

consumer . 

I t is bel ieved that vividness attract 

attention , maintains interest . and stimulates 

the consumer's thinking . Vividness and reali ty 

is another characteristic of the visual media . 

Recommendations 

The following recommendations mus t be considered 

when making the decision o f advertising a product o r 

service . These recommendations are based on the fact 

that visual elements cause a positive effect on the 

consumers when used properly . 

Visual advertising t echniques s hould be used 

not only on television , but throughout a l l o f 

the other media that allow their usage . The 

technique o f combining shapes and col ors can 

produce excellent r esul ts regardless o f the 

media where they are used . 



Visual advertising s hould not be used by 

itself . but by combini ng all of the possible 

techniques that allow its usage. Supplementary 

med i a reinforce the convincing power of the 

commercial on the consumer. The results of a 

proper advertising campaign that combines 

different types of visuals are noticeable ; 

however . all the media used must convey the 

same message and focus on the same strong 

features of the product . Consumers tend to 

easily recognize and associ ate the different 

ways a product is advertised . 

Advertisers s houl d consider the combinat ion of 

various media to send a message . By this way 

they can reach different group of people and 

attract their attention i n many ways . 

In order to get the attention of the 

prospective consumer and stimulate him or her 

on a physical and psychological level , 

advertisers have to provide the viewer with a 

sense o f involvement with the product or 

service presented . Visual advertising has all 

the properties t o create and maintain know l edge 

of any product or service By showing the 

consumer the product or service it would be 

easier to place in his or her mind the features 

and benefits o f it 



Furthermore. visual media adds credibility t o 

the product or services advertised. 

Credibility is an i mportant fact or in any ad . 

It must be used to obta i n a positive reaction 

on the prospective consumer . 

I.imitations or weakness of the Research 

After developing t h i s project it is i mportant to 

list some limitations and weaknesses experienced 

throughout this study . 

The first l i mitation confronted in this study 

was the time factor . The time was relative ly 

short to develop a more extensive project and 

inc l ude more important details . 
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The information was collected basical l y from 

books and magazines . Though attempts were 

made . it was very difficult to obtain data from 

external sources because in most of the cases 

these sources keep t his internal information 

from being accessed by third parties . 

I t was necessary to investigate from sources 

that are not directly related to the subject of 

study in order to obtain better information 

about the v i sua l media. There are not enough 

books focussed on the subject of visual media . 
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There were a l so other d iffi cul ties invol v i ng 

the application of the survey to t he public. 

I n most cases the students were not wi lling to 

part i cipa te in the survey or they just didn't 

have enough time . This limitat ion caused a 

del ay in the time it took to collect a l l the 

necessary information as well as extending the 

t ime it took to culminate the st udy . 

Future relevant work 

Visual Advertising has many other aspects that can 

be investigated in other studies. This project focus 

only on the impact of most visual elements used 

nowadays t o get the viewer's attention 

On the one hand I feel completely satisf i ed with 

the information provided in t h is study Furthermore. I 

consider t hat a compl e mentary study about the new 

techniques used t o produce o r create an ad would be 

helpful for a better understanding of this important 

issue . 

On the ot her hand I consider that it wou l d be 

helpful t o develop more extensive research abou t v i sual 

advertisi ng and i ts influences o n the viewer Visual 

advert i s ing has a fu ture un pa ralleled by any other form 

of promot ion . A survey involving not onl y students . but 

advertising agencies and more adult people as well . can 



also hel p t o establish an even more diversified source 

of information based on age group and income among 

o ther criteria . 
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Gestalt Face or Vase? 
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APPENDIX #2 

The Modern Symbolism of Color 

Color General Mental Direct Objective Subjective 

appearance associations associations impressions impressions 

Red Bnlhant. Hot, fire, heat Danger, Passionate. Intensity. rage 

intense, Chnstmas, exciting, rapacity, 

opaque. Fourth of fervid. fierceness 

dry. July, St. active. 

Valentine's, 

Mother's Day, 

Flag 

Orange Bnght, Warm, Halloween, Jovial. lively, Hilarity, 

luminous. metallic. Thanksgiving energetic, exuberance. 

glowing. autumnal. forceful. satiety 

Yellow Sunny, Sunhght cauuoo Cheerful, High spirit, 

Incandescent, Inspiring. health. 

radiant. vital. celesbal 

Green Clear, moist. Cool. nature Clear, St. Quieting, Ghastliness, 

water. Patnck's Day refreshing, disease, 

peaceful, terror. 

nascent guilt. 

Blue Transparent Cold, sky, Service, Flag. Subduing, Gloom. 

wet. water, ice. melancholy, fearfulness. 

contemplative. furtiveness. 

sober. 

Purple Deep, soft, Cool, mist, Moummg. Dignified Loneliness, 

atmospheric. darkness, Easter. pompous. desperation. 

shadow mournful. 

mystic. 

While Spatial-light Cool. snow Cteanhness. Pure. clean, Bnghtness of 

Mother's Day. frank spirit, 

Flag youthful normality 

Black Spatial-darkness Neutral, night Mourning, Funereal, Negauon of 

emptiness ominous. spirit, 

deadly, death. 

depressing 

From The Story of Color 
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APPENDIX #3 

THE IMPACT OF VISUAL ELEMENTS 
ON TODAY'S CONSUMER 

ANSWER WITH A SECJ< MARC THE ANSWER OF YOUR PREFFERENCE . 

Gender : F _ _ M_ 

1 . Preference o f advertising : 

Television 
Radio 

University : LU 
WASHU 

2 . Aspects that cause preference for the visual or 
radial advertising : 

Prefer visual advertising because : 

Provi des more information 
Provides more entertainment 

Pre f er radial advertising because: 

Message flows more rapidly 
Practical 

3 Elements that are more memor able in a commercial 
f or you : 

Figures 
Songs 
Colors 
Words or content 
Other 

4 . Visual advertising techniques that create g r eater 
impact over you : 

Illustrations 
Colors and combinations 
Figures and Shapes 
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Shine 
Other 

5. Which one you consider is more effective in 
promoting a product : 

Visua l Advertising 
Radial Advertising __ 

6 . Prefer visual advertising for the promotion of a 
product because . 

Offers more motivation to the consumer 
More complete information 

7 . Prefer radial advertising for the promotion of a 
product because : 

Reach more audience 
More economic 

8. Advertising media that is most r elated to visual 
advertising for you: 

Television 
Billboards 
Newspapers 
Magazines 
Fl yers 
Catalogs 

9 . How you qualify the visual advertising : 

Excellent 
Good 
Regular 
Poor 

10 . How you qualify the radial advertising : 

Excellent 
Good 
Regular 
Poor 
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Graph No. 1 
Preference of Visual or Radial 

Advertising 

■ Television ■ Radio 



Graph No.2 
Aspects That Cause Preference on 

Visual or Radial Advertisement 

20% 25% 

35% 

■Plo,,ldea-........... ■PNowllMI-•---·-· 
■Menage flowl more ,apjdly ■Pr8Cllall 



Graph No. 3 
Elements that are most Memorable in a 

Commercial 

10% 

25% 

[■ Figures ■ Songs D Colors ■Words or Content ■ Other" / 



Graph No. 4 
Visual Advertising Techniques that are 

most appealing to the consumers 

10°/o 

20°/o 15% 

■ Illustrations ■ Colors and Combinations ■ Figures and Shapes D Shine ■ Other" 



Graph No. 5 
Perception of Effectiveness of Type 
Advertising in the Promotion of a 

Product 

f ■ Visual Advertising ■ Radial Advertising ----



Graph No. 6 
Logig Behind Choice of Advertising 

Media 

15% 

■ Offers more motivation to the consumer ■ More complete Information 

■ More audience ■ More economic 

45% 



Graph No. 7 
Advertising Media that is most related 

to Visual Advertising 

15% 45% 

■ Television a Billboards a Newspapers ■ Magazines a Flyers □ Catalogs 



Graph No. 8. 
Current Perception of the consumer on 

Visual Advertising 

50% 

~cellent ■ Good ■ Regular o Poor 
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Graph No. 9 
Current Perception of the consumer on 

Radial Advertising 

15% 15% 
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