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ABSTRACT Advertising is a form of promotion, and, as one of the four pillars of marketing (along with product, place, 
and price), promotion encompasses the variety of techniques an advertiser uses to communicate with current 

and potential consumers. The type of promotional effort employed by the firm depends on several things. Advertisers create ads with 
a variety of objectives in mind from getting people to sample a product, to donate money for an environmental cause. Advertisements 
work because they make an effective appeal to some need or desire in the people who view, read or listen to them. Once the advertising 
objectives and appeals have been decided, the creative advertising team must decide how to present the product so that the message 
will have the maximum impact on the target market. Advertisers are constantly trying to define how advertising works, and from ad-
vertising models reviewed in this paper; they often try to pick meaningful communications objectives. This paper reviews the current 
and past literature of advertising models; several different models will be examined in greater detail with an empirical comparison 
using advertisements.

FCB model of Advertising Strategy

Introduction
Advertising is a form of promotion, and promotion is the face of 
a company. As one of the four pillars of marketing (along with 
product, place, and price), promotion encompasses the variety 
of techniques an advertiser uses to communicate with current 
and potential consumers. The goal of promotion is to ensure 
that targeted customers know and like a company’s products. 
This paper will focus specifically on advertising. There are many 
tools available to communicate a brand message to potential 
consumers, including ads on television and radio, print ads in 
newspapers and magazines, on the World Wide Web, outdoors 
on billboards and bus shelters, as well as in store promotions, 
coupons, direct mail, and many others.Ogilvy (1985) suggests 
that the average American family has the television turned on 
for six hours a day, and is exposed to 30,000 television commer-
cials annually.

While advertising is usually involved in selling a company’s 
goods or services, there are other purposes of advertising in-
cluding selling ideas, gaining political support, persuading peo-
ple or firms to take an action or so on. This article, however, will 
focus on advertising and how it relates to selling a company’s 
goods or services. The type of promotional effort employed 
by the firm depends on several things. One of the preliminary 
questions that should be addressed is whether the firm should 
adopt a push or pull strategy. A push strategy is one where a 
firm focuses its promotions on wholesalers or retailers and en-
courages these companies to push the products directly onto 
consumers. By contrast, a pull strategy occurs when a firm cre-
ates demand at the customer end and relies on this demand to 
pull products through the marketing channel as customers ask 
retailers, and retailers ask wholesalers, and wholesalers ask a 
firm for the product (Bovee et at., 1995). In addition, different 
products, at different stages of the product life cycle, require 
different promotional strategies to achieve different objectives. 
To pull buyers to a store or to push the distribution channel to 
stock and sell, there are five general categories of promotion:

•	 Advertising
•	 Personal selling
•	 Sales promotion
•	 Public relations and publicity
•	 Direct selling

Given the tremendous expenses involved in the typical advertis-
ing campaign, it will be useful to understand how advertising 
works, which message strategy is appropriate for certain prod-
ucts, or generally how to increase the return on the advertis-
ing investment. The conventional wisdom is that most cases, 
more advertising is preferable to less, and that advertising takes 
a long time (many months, or in some cases even years) to in-
crease sales. Abraham and Lodish (1990) disagree and suggest 
that the actual return on advertising investment is extremely 
low “…only 16% of trade promotions are profitable – and for 
many, the cost of an extra one dollar of sales is greater than one 

dollar”. The famous suggestion that “half of the money spent on 
advertising is wasted, but it is not clear which half” indicates 
that pursuing effective advertising can be a challenge.

Advertising purpose, appeal and message strategies
Advertisers create ads with a variety of objectives in mind from 
getting people to sample a product, to persuading them to do-
nate money for an environmental cause or vote for a political 
candidate. Here are six categories of advertising purpose, ar-
ranged from most direct to most indirect (Jones 1992 and Bovee 
et al., 1995): 

To prompt action: Direct action advertising is designed to moti-
vate people to act. It involves ads that try to persuade people to 
make a purchase, call a phone number, or mail/fax/email an or-
der form, and includes many of the common ads consumers see 
in newspapers, in-store advertising and package advertising.

To encourage information search: In some cases, it is unreason-
able to assume that a consumer is ready to make an immediate 
purchase based solely on advertising. In these cases, consumers 
need more information – a test drive or a demonstration – be-
fore making up their minds. This is often the case for big-ticket 
items and such ads often include a telephone number or website 
so the consumer can seek more information.

To relate product to needs: A less direct form of advertising, this 
category includes those ads that draw a link in the consumers’ 
minds between the product and their needs as a consumer.

To encourage recall of past product satisfaction and prompt a 
repurchase: Ads of this nature are designed to summon memo-
ries of past satisfaction and get customers to purchase a product 
again.

To modify attitudes: One of the more challenging objectives fac-
ing advertisers is to modify attitudes towards a product. This 
is often appropriate when a firm’s product has received a bad 
reputation for one reason or another or if a firm is attempting 
to recapture customers they lost to a competitor. Tylenol em-
ployed this strategy after its headache medication was sabo-
taged with cyanide.

To reinforce attitudes: The final category of advertising objec-
tives seeks to reinforce attitudes that customers already have 
towards a product. Market leaders (such as Coke or McDon-
ald’s) often use this to maintain their market share and volume. 
Advertisements work because they make an effective appeal to 
some need or desire in the people who view, read or listen to 
them. The advertising appeal is an attempt to draw a connec-
tion between the product and the audience. At the broadest lev-
el, there are two main types of appeals: logical and emotional. 
Logical appeals aim for the buyer’s head, while emotional ap-
peals aim for the buyer’s heart. Appeals can be either positive or 
negative. The most common types of appeals are based on price 
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or value; quality; star identification; ego; fear and/or anger; the 
five senses; sex, love and social acceptance; and novelty (Jones 
1992).

Once the advertising objectives and appeals have been decided, 
the creative advertising team must decide how best to present 
the product so that the message will have the maximum impact 
on the target market. Some of the more common message strat-
egies used for creative execution are (Tuckwell 1998):

Testimonials: In a testimonial ad, a typical user of the product 
presents the message. Since ordinary people are used, (as op-
posed to models or celebrities), the message is usually per-
ceived as being believable.

Endorsements: An endorsement is essentially a celebrity tes-
timonial, where the advertiser attempts to capitalize on the 
popularity of the celebrity. Some of the more prominent celeb-
rities endorsing products include Amitabh Bacchan for Binani 
Cement, Shahrukh Khan for Dish T.V, Sachin Tendulkar for Coke.

Product demonstration: The use of a product demonstration 
is quite common in advertising and centers on product perfor-
mance. Several execution formats are available including the 
“before and after”, which is often appropriate for diet related 
products, or a simple demonstration of the product at work, 
which is regularly used for many household products.

Product as Hero: In the case of product-as-hero, the advertiser 
presents a problem situation (using a negative appeal strategy), 
which is quickly solved when the product comes to the rescue. 
For example, television commercials always show Sensodyne 
tooth pest for cure to Sensitive Teet.

Torture test: In a torture test, a product is exposed to exaggerat-
ed punishment or abuse in order to substantiate a product claim 
that is known to be of interest to consumers. The MRF Tyre is a 
classic case of the creative execution of a message strategy that 
uses torture testing.

Product comparisons: A final message strategy compares one 
product against another in the same category. To be success-
ful, the attribute singled out must be important to consumers. 
A successful comparison campaign is the one used by JK Wall 
Putty against ordinary Putty. Product comparisons are illegal in 
some markets (Ogilvy 1985).

How Advertising Works: Models of advertising
Advertisers are constantly trying to define and model how ad-
vertising works, and from these models, they often try to pick 
meaningful communications objectives (Bovee et al.1995). This 
section reviews the current and past literature of advertising 
models. Several different models of advertising are presented 
and two models will then be examined in greater detail with an 
empirical comparison.

2- The FCB Model of Advertising Strategy
An admired paper by Richard Vaughn (1980, see also Vaughn 
1986) researched how advertising works, and how best to es-
tablish communications objectives. This introduced the Foote, 
Cone, Belding (FCB) strategy matrix, suggesting that advertising 
works differently depending on the product involved. Vaughn’s 
work allows advertisers to select the communication method 
based on the type of product they are advertising, and the at-
titudes that consumers are likely to have towards the product. 

Vaughn (1980) suggests: Not all advertising works in the same 
way. Sometimes communication of key information and salient 
emotion will be needed to get a sale; at other times, consumers 
will need one, but not both; and often, a purchase may occur 
with little or no information and emotion. The purpose of strat-
egy planning is to identify the information, emotion or action 
leverage for a particular product, build the appropriate adver-
tising model and then execute it. These differences are summa-
rized in the popular FCB Matrix reproduced below:

The matrix divides advertising strategy into two dimensions 
based on thinking versus feeling, and low involvement versus 
high involvement. Vaughn points out “… this suggests there are 
purchase decisions where thinking is most involved and others 
where feeling dominated; there are situations that require more 
involvement and those that require less.”

The model is powerful because it accommodates different ver-
sions of the learn-feel-do sequence and suggests different ad-
vertising strategies for each of the four quadrants. This grid 
delineates four primary advertising strategies – “informative”, 
“affective”, “habitual” and “satisfaction” – with their most ap-
propriate traditional and variant hierarchy-of-effects models. 
Vaughn identified 250 product categories for recently pur-
chased products on the basis of involvement and the think – feel 
dimensionality. Representative product categories are illustrat-
ed below:

The grid suggests a different advertising strategy based on the 
level of thinking / feeling and involvement associated with each 
of the four quadrants. Vaughn is careful to point out that the 
dashed line separating the quadrants should not be interpreted 
as a black and white distinction between thinking and feeling or 
high involvement and low involvement. Rather, it simply repre-
sents a guideline. The strategy for each quadrant is discussed 
separately below.

Quadrant 1 – High involvement / Thinking (Informative)
This quadrant implies that a large amount of information is 
necessary because of the importance of the product. Many ma-
jor purchases qualify, (cars, homes, electronic equipment), and 
these are likely to include almost any product which needs to 
convey what it is, its function, price and availability. The basic 
strategy model is to adopt the Learn – Feel – Do sequence where 
information is designed to build attitudinal acceptance and 
subsequent purchase. Vaughn (1980) suggests, “… consumers 
may be thought of as thinkers. Creatively, specific information 
and demonstration are possibilities. Long Time ads and reflec-
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tive, involving media may be necessary to get through with key 
points of consumer interest”.

Quadrant 2 – High involvement / Feeling (Affective)
This product decision has high involvement but requires less 
specific information, therefore and attitude or feeling towards 
the product is more important. This is a psychological model, 
because the importance of the product is connected to the con-
sumers’ self esteem. Perfume, expensive watches, and sports 
cars are product examples that might fall into this quadrant. The 
advertising strategy requires emotional involvement on the part 
of the consumers so that they become connected with the prod-
uct being advertised and subsequently become “feelers”. There-
fore, the proposed model is Feel – Learn – Do. Vaughn (1980) 
suggests “Creatively, executional impact is a possible goal, while 
media considerations suggest dramatic print exposure or “im-
age” broadcast specials.”

Quadrant 3 – Low involvement / Thinking (Doer)
Products in this category (including many common household 
items such as razors, insect repellant and household cleaners) 
involve little thought and a tendency to form buying habits for 
convenience. The hierarchy model is a Do – Learn – Feel pattern 
suggesting that simply inducing trial (through coupons or sam-
ples) can often generate subsequent purchases more efficiently 
than “undifferenting copy points”, leading in turn to increased 
brand loyalty. According to Vaughn (1980), the most effective 
creative strategy is to stimulate a reminder for the product.

Quadrant 4 – Low involvement / Feeling (Self-satisfaction)
This product decision is emotional but requires little involve-
ment, and is reserved for those products that satisfy personal 
taste (for example, cigarettes, candy, beer or snack food). This is 
a Do – Feel – Learn model where imagery and quick satisfaction 
are involved, and the consumer is considered a reactor whose 
interest will be hard to hold.

Vaughn (1980) argues that the creative objective is to get atten-
tion with some sort of consistency, and suitable methods may 
include billboards, point-of-sale or newspaper advertising. This 
paper will now focus on a several advertisements and analyze 
them from the Perspective of the two advertising models dis-
cussed.

Empirical examination of advertisements
This paper now focuses on evaluating several different adver-
tisements. Each brand will be discussed generally, and each ad 
will be described briefly before discussing how the advertising 
strategies previously discussed may affect the proposed mar-
keting communication. 

Surf Excel’s Advertisement
(Brother & Sister Duo)

Hindustan Unilever Limited introduced Surf in 1959, introduc-
ing the first detergent powder into the country. At the time, 
housewives used laundry soap bars to wash clothes. Surf of-
fered them significantly better clean, with much less effort. The 
promise of ‘superlative whiteness’ – the articulation of a great 
clean at the time, connected with consumers and helped to es-
tablish the brand. Surf was the first national detergent brand on 
TV; the brand used TV to effectively educate their consumers 
on how to use detergent powders in a bucket for a better wash. 
Surf Excel made a big “splash” with their “Daag Achhe Hain” ad-
vertising campaign. The following is an analysis of the first such 
commercial.

The advertisement features a brother and sister duo walking 
home from school, when the little girl falls into a puddle of mud. 
Crying, she looks to her brother for help. Her brother gets an 
idea and starts “beating up” the puddle of mud, demanding an 
apology. After a time and a lot of mud on his uniform, he stands 
up and says, “Sorry bola.” The narrator then removes all appre-
hensions of dirt and stains and says,“Daag Acche Hain.”

This advertisement is universally well-loved. This is so because 
it does a lot of things right. It makes use of children’s appeal 
to get the advertising message across. The advertisement does 
what seldom others do – cater to the emotions and sentiments 
of the viewers – and succeeds with it. Not only do the chil-
dren lower your guard to the advertisement, but the story, too, 
warms the heart of the viewers. The advertisement generates a 
sense of bonding. Viewers without siblings, too, can relate to the 
advertisement and the actions of the little boy. 

FCB Grid
The FCB grid places Detergent products in quadrant 3: low in-
volvement, thinking (habit forming). The FCB model suggests 
products in this category adopt a Do Learn Feel hierarchy of 
consumer behaviour, and that product decisions in this area in-
volve minimal thought and consumers tend to form buying hab-
its for convenience. Although for many consumers brand loyalty 
will be a function of habit, it is possible that consumers have 
several acceptable brands in the same product category. 

Mercedes-Benz

FCB Grid
The FCB grid places vehicle purchases in quadrant 2: high in-
volvement, affective (feeling). There is a lot of consumer in-
volvement in these decisions, but specific information is less 
important than an attitude or holistic feeling. This suggests the 
product is important and this relates to a consumer’s sense of 
self-esteem. The recommended strategy requires emotional 
involvement on the part of consumers so that they become 
“feelers” about the product. Therefore, the FCB model suggests 
products in this category adopt a Feel Learn Do psychological 
hierarchy of consumer behaviour. Vaughn (1979) argues that 
media considerations suggest dramatic print exposure or “im-
age” broadcast specials. The spot captures the emotional link-
age between the consumer and Mercedes-Benz. Those who are 
interested in purchasing a sport utility vehicle are likely to seek 
the off road potential that vehicle allows; whether the customer 
actually ever takes the car off road is another story. The FCB 
model of advertising strategy emphasizes the importance of es-
tablishing an emotional connection to the brand and this Mer-
cedes-Benz advertisement is consistent with the FCB theory.

Conclusion
This paper explored several advertisements and evaluated them 
on the practicality and consistency with the advertising models 
presented. Despite widespread popularity and near universal 
acceptance, the standard hierarchical advertising model sug-
gesting consumers move from a level of awareness, to interest, 
to desire and finally to action appear to be inconsistent with the 
actual communication strategies employed by the firms in this 
paper. A more appropriate model is the FCB grid that recognizes 
that different categories of products involve different stages of 
consumer action and therefore require different advertising 
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strategies to achieve the desired objective. This grid divides 
category purchases into four quadrants with low involvement 
versus high involvement on one axis and thinking versus feeling 
on the other.
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