APPENDIX 1 - VAKRATSAS AND AMBLER SUMMARY OF

ADVERTISING RESEARCH CLASSIFICATIONS
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1. Adverlising elasticities range from @ to
20

2. Advertising elasticities for durables
are higher than those for nondurables.

3. Promotional elasticities are up 10 20
times higher than advertising
elasticities.

4. Advertising elasticities are dynamic
and decrease during the product life
eycle. Advertising elasticities are
theretore higher for new than for
established brands.

5. Purchase reinforcement and habitual
layalty effects are stronger than
advertising carryover effects.

6. 90% of the advertising effects
dissipate after three to fifteen months.

7. Returns to advertising are usually
diminishing; the first exposure is the
most influential for shori-term sales or
share gains, ;

8. For frequently purchased package
goods, share returns to advertising
diminish fast, typically after the third
exposure. After the third exposure,
advertisers should focus an reach
rather than frequency.

9. Agvertising is more eftective far
axperience than search (ambiguous)
gods. Furthermore, advertisements
for search goods contain mare
product-oriented infermation than do
experience goads advertisements.

10. Increased advertising signals high
quality when costs of producing
quality are low and consumers are
less responsive to advertising.

11. Price advertising increases price
sensitivity, whereas nonprice
advertising decreases price
sensitivity. Furthermore, price
sensitivity leads to lower prices.

12. When consumers rely on memory to
retrieve product information,
advertising increases price sensilivity;
when consumers rely on point-of-
purchase information, advertising
decreases price sensitivity

13. Advertising need not be informative to
be effective, nor need be verbal only,
emational and visual elements
enhance preference.
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