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ABSTRACT

Brand managers seeking for a loyal customer base need to build an emotional
connection between the brand and consumers (Brady et al., 2004) particularly
in a marketplace defined by heightened competition and commoditization.
To the extent that advertising plays a key role in forging these bonds, there
is a growing recognition that advertisers have an incomplete understanding
of what it means when an emotional component is incorporated into their
persuasive communication message. The present study tries to find out the
preference of Chinese consumers for an emotional or rational appeal used
in Television advertisements. The findings of the study emphatically proved
that emotional appeals used in Television advertisements were preferred more
and had a positive impact for respondent with different demographic and
psychographics profiles. This was more profound among female respondents
from lower age group and among respondents having achievement as their
highest priority need. However, a mixed response was found for Television
advertisements dominated with emotional appeals when a cross comparison
was made across demographic and psychographics profile along with product
life stage. In some case emotional appeal was preferred over rational appeal
while rational appeal was preferred by respondents under some specific
situation proving the fact that impact of appeal is situation specific. The
present study hopes to provide direction to the advertising agencies in the
matter of developing an appropriate ad message. This study in the Chinese
context also aims to provide a cue for a proper mix of appeals in designing
effective advertising messages.

INTRODUCTION

Globalization created more scope for researchers to
explore influence of advertising on consumers (Kanso &
Nelson, 2007). Advertising is a paid non-personal form
of communication, usually structured and persuasive
about products, services or ideas by an identified
sponsor through an assortment of media (Bovee &
Arens, 1992). Ha, John, Janda, and Muthaly (2011)
viewed advertising spending as imperative for firms to
retain customers. Hence, the purpose of advertising is to
assist the consumer to make informed purchase decision
by creating awareness about the product. Television’s
share of the global ad market rose from 37% in 2005 to
39.9% in 2010. Television advertisements expenditure

is expected to rise to $193.7 billion in 2012 to represent
40.4% of the market. However, a slight decline is
forecasted to 40.3% in 2013 and 40.2% in 2014. Even
so Zenith predicts Television advertisements spend to
contribute 41.1% of new ad dollars between 2011 and
2014. Chinese Ad spend will grow by $ 1,571 million by
2014 vs. 2011.

Unfortunately, most of the corporations do not
conduct in-depth research on advertising effectiveness
which creates barriers for corporations in developing
effectiveadvertisingstrategies(Tai,2007). Consequently,
it becomes critical for advertisers to ensure customers
are attracted and persuaded by ad message. For instance,
Obermiller, Spangenberg, and MacLachlan (2005)
commented that consumers get irritated by over-




















