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

Abstract
This paper provides a model of the effects of radio advertising and present empirical evidence of the model. The
model links buying intention to ad investment and ad attitude, which is in turn linked to ad content, ad emotions and ad
presents results from 441 radio advertising campaigns, and the analysis indicates strong support for the proposed model.
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Introduction
Published research on the effectiveness of radio advertising is accumulating rapidly. In 2002, the Radio Ad

categorization of content, and behavioral related effects in terms of purchase intention or actual sales. In addition to this

of attention toward the advertisement and sometimes affective responses toward the advertisement.

are studied in a set of multiple regression models. However, the variables are not studied simultaneously and it is not
equation model approach.
On this background, the current paper builds on and integrates previous research to examine the effect of radio

included in the advertising processing. A structural equation model is proposed, empirically estimated and tested. The

Theoretical framework
The theoretical framework is based on the widely acknowledged communication model proposed by Holbrook
ad attitude. Here, ad emotions have a partially mediating role in advertising processing. This is a credible model which
emphasizes the importance and relevance of including emotional responses in advertising communication models. This is

We suggest broadening Holbrook and Batra’s model in two ways. First, we include purchase intention and moves

Second, Holbrook and Batra’s model is limited to the effect of ad content, i.e., the quality of the advertisement.
we include advertising investment in the proposed model.

If we add these issues to Holbrook and Batra’s original model we get the proposed model depicted in Figure 1.

intention has been examined simultaneously in a framework as proposed in Figure 1, which also include ad emotions, ad
attitude and ad attention as mediating variables.
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Figure 1: The conceptual model
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Data
The present study is based upon campaign effect measurements collected from 441 radio advertising campaigns
run on important Danish commercial radio stations over four years.
For each campaign we have information on
ad investment, measured by ad spending, Gross Rating Points, spot length, number of radio stations and number of
recognition), evaluation of ad content, ad emotions, ad attitude and purchase intention, all measured in the last campaign
Data was collected electronically using TNS Gallup Denmark’s online panel of persons aged 15-59 years, with a gross
sample per campaign of 1000.
Radio recall is measured by asking: “Do you remember hearing radio advertisements for [brand] in the last
recognized them from the radio.
Ad content is measured by four items regarding the listener’s perceived quality of the ad, rated on a 5-point scale.
Emotions are measured by asking the respondent which of 10 positive and negative feeling words they felt best applied to

Purchase intention is measured by the question: “How likely would you say you are to purchase [brand] next time

Methodology

the latent variables in the model is operationalized by a set of 2-5 indicators.
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originally developed by Professor Christian M. Ringle, University of Hamburg, Germany, at the beginning of this century
and since improved with newer versions.
The latent variable ad spending is measured by formative indicators, and the six other latent variables are
1994).

Analyses and results

evaluated. This sequence allows researchers to ensure that latent variables have adequate reliability and validity before
1999).

Evaluation of the measurement model
When assessing the measurement model, one must demonstrate satisfactory level of reliability and validity

eliminated for parsimony purpose, and the following results are based on the retained 20 indicators. All factor loadings for

the associated indicators relative to the amount due to measurement error. To use a latent variable, the AVE should be
greater than 0.50, which meets the criterion that a latent variable’s AVE should be at least 50% to guarantee more valid
AVE values in the model are 0.54 or above, which are greater than the threshold of 0.50. That is, also the AVE values
demonstrate composite reliability for all latent variables indicating that all the items of each latent variable form a single,
strongly cohesive and conceptual construct.
Discriminant validity concerns the degree to which measures of conceptually distinct latent variables differ. To
variables. It is recommended, that the square root of AVE of a latent variable should be greater than the correlations between
that the square root of AVE is greater than the correlation between it and all other latent variables, which indicates that all
the latent variables in this study both conceptually and empirically distinct from each other. Thus, discriminant validity is
evidenced.
These initial results provide clear evidence of item reliability and composite reliability as well as discriminant validity.

Estimation, testing and evaluation of the structural model
The PLS estimation is carried out by including all hypothesized relationships in Figure 1, and the relationships are

62 - ISSN 1961-7798 - © 2020, International Marketing Trends Conference

JOURNAL OF MARKETING TRENDS - ADVERTISING

emotions.

purchase intention are 0.16 and 0.33, respectively, indicating reasonable explanations. Overall, our empirical application
provides strong support for the proposed model and the associated measurement system, and the quality of the model is
good.

implications.

Figure 2: The estimated model
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Discussion

investment, ad attention and purchase intention.

impacts. The total impacts of ad content and ad investment on purchase intention are 0.355 and 0.099, respectively. Based
on these results, i.e., overall for the 441 analyzed radio advertising campaigns, the impact of ad content is approximately
three and a half times greater than the impact of ad investment.
content but also by the ad spending.
Moreover, ad attention is a mediating variable between ad investment and purchase intention, i.e., ad attitude is
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the model.
The evaluation of the model shows that the proposed division between positive and negative ad emotions is a
good idea, since the impact from these two ad emotions is quite different, and it is possible to study the effect of ad content

Figure 3: Four categories of radio advertisements
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Conclusions

evident that ad content is more important than spending.

advertisements. Advertisers should take this into account in the advertising budgeting and the allocation of the budget on
development/production and radio advertising space.

spending on the listener’s ad attitude and purchase intention. In this way, our study contributes to the advertising
effectiveness literature. Also the role of emotions in advertising processing is demonstrated.
The empirical results are based on a structural equation modeling approach. The application of the model provides
each of the included variables and underscores the need to adopt more holistic view in advertising effectiveness measuring.
Data collection will have to continue over the next years and more cases will be accumulated, that will include

framework, composed of these three genre dimensions developed from advertising executive theory, genre theory and
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