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Source: Batra and Ray in How Advertising Works (Alwitt, ed.)
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TABLE 1
MEANS OF VARIATION STUDIES

——

Conditions
Low product relevance High product relevance
Single Moderate High Single Moderate High
Experiments exposura exposura exposura exXposura exMposure eXposure
Ciosmetic variation study;

Product recall:

Single ad 1.41 1.20

Same ad 1.50° 1.87° 1.70#® 1.76"

Different ads 1.86% 1.79% 1.81° 1.90"
Attitude toward product;

Single ad 2.00 2.38

Same ad aga- 1.03 1.60 1.59

Different ads 210" 1.38 1.69 1.83
Attitude toward campaign:

Single ad B3 1.09

Same ad —.64%" —.46 -.13 - 52

Different ads A5% —1.348% - .11 .07

Substantive variation study:

Product recall:

Single ad 1.30 1.70

Same ad 1.85° 1.90 1.85 1.95

Differant ads 1.792 1.90% 1.80 2.00"
Attitude toward product:

Single ad .80 1.20

Same ad 1.25 1.50 1.80% 1.55

Different ads 1.85 1.70 255" 2.05
Attitude toward campaign:

Single ad A0 - 05

Same ad —-.12 —.80 =1.05** —.15

Different ads —.45 -.B0 1.15* —.30

" Significantly different from the control condition (o < J05).
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