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Abstract - The research study is done with reference to insurance industry. Three companies are taken for
the study, first one is LIC, second is ICICI Prudential and third one is ING Vysya life insurance. The impact
of advertising message was seen on the brand image of these companies. Six print ads were taken for
each company and data was collected from five hundred and forty respondents and forming a sample size
of thirty. Three questionnaires were prepared one for brand image before showing advertising; second
one for advertising message and third one for brand image after showing ads. Through this study these
three companies were also compared on the ground of which company has the effect on its brand image
by showing ads of that company before and after.

INTRODUCTION

Brand identity and brand image are related concepts.
They are essential ingredients of strong brands. In
order to build and maintain brand loyalty, it is
imperative that these two be in harmony. Value for the
firm as well as the consumer can be created only
when the consumer understands and appreciates the
brand message. The brand also has to be perceived to
be addressing consumer needs better than the
competition. In an over-communicated marketing
environment it is very easy for brand identity (created
by the company) and brand image (created by
consumer perceptions) to be out of sync. When this
happens, consumers will move on. They live in a world
of multiple options — there are countless other
competitive brands waiting to entice them with their
own alluring messages. From a communications
perspective it is logical to believe that a strong link
between brand identity and brand image will lead to
enhanced brand loyalty. Congruency between image
and identity implies that the consumer has great
understanding of (and agreement with) the brand
message and is, therefore, likely to be loyal to the
brand. Traditional notions of increasing sales through
aggressive  persuasion and generating repeat
purchases through stimulus—response approaches
such as classical and instrumental conditioning are
doomed to failure. In addition, mass media will be less
effective. Connections between the brand and
consumer have to be established through dialogue
and more customized interactions that relate
consumer needs, motivations and dreams to the core
benefits provided by the brand. Areas crucial for brand
identity—brand image congruence are highlighted.

The study will result in to a two standardize measures
to evaluate advertising message and the brand image.
The study will result to in two regression equations

reflecting the casual relationship between each of the
two independent variables taken separately with the
dependent variable. These equations can be used to
evaluate how much the independent variable effects
the dependent variable i.e. Brand image.

Casual relationships would be evaluated between the
independent variable and the dependent variable
(brand image) through multiple regression equation.
Interaction between independent variable would also
be worked out and its effect would be evaluated.

The gaps in knowledge regarding brand image
development will be brought out clearly after
comprehensive review of literature. This will indicate
areas for further research. The relationship
developed between independent and dependent
variables would become the basis for deeper analysis
of the effect of this variable on dependent variable in
various conditions.

REVIEW OF LITERATURE

Many marketing and advertising studies have
examined ways of advertising execution. Among
these approaches, message framing has emerged as
one of the most significant models of media effects in
the past decade (Price and Tewksbury, 1997).
Researchers pay attention to how advertising
messages are presented to consumers because the
way information is framed or executed may
significantly influence consumers' judgment and
decisions about products (for a review of framing
research, see Levin, Schneider, and Gaeth, 1998).
For example, a message could accentuate potential
gain to consumers resulting from product use (i.e., a
positively-framed message). Alternatively, a message
could emphasize possible loss if the product is not
chosen (i.e., a negatively-framed message). The
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research stream regarding the persuasive effects from
the use of positive or negative framing is not
conclusive, and there still exist some unresolved
issues in framing research on choice behaviors (e.g.,
Rothman and Salovey, 1997; Smith, 1996). In this
article, perceived risk associated with product use and
individual differences in mood are proposed as
potential moderators on framing effects. Healthcare
contexts are emphasized because of the market value
{Business Wire, 2005) and the importance for public
policy and communication (Moorman and Matulich,
1993). How should advertisers frame messages that
are intended to promote healthcare products of varying
degrees of perceived risk? Should they emphasize
potential gains resulting from using the product or the
negative consequences of not buying it?

Support for the belief that advertising effectiveness is
moderated by the program environment has been
reported in the marketing literature (cf. Kennedy, 1971;
Wright, 1974, 1981; Yuspeh, 1979). For example,
Kennedy (1971) found that advertising presented in
the context of a situation comedy induced greater
recall than when the same messages were shown in
the context of a suspense thriller. Yuspeh (1979)
observed that the recall of advertising was affected by
the television programs in which they were placed and
that this outcome occurred for different types of
programs. These findings establish the program
environment as a factor that can affect the audience's
responses to advertising placed within the program.
But the findings are not informative about when or why
programs produce particular advertising effects.

The idea that it is desirable to develop an advertising
message that clearly distinguishes a product from its
competitors has been advocated by American
advertising practitioners for many years. Throughout
the history of modern advertising, industry leaders
have recommended that the advertising message be
used as a way to differentiate the advertised brand
from competitive brands (Stewart and Furse 1986, pp.
11-12; Aaker, Batra, and Myers 1992, pp. 370-405).
For example, Borden (1942), an early pioneer in the
field of advertising research, was a proponent of brand
differentiation through effective advertising. David
Ogilvy (1963) shared the belief that advertising should
be used to clearly distinguish a brand from its
competitors by creating a unique image. More
recently, Ries and Trout (1972, 1981) have
popularized the idea of using advertising to stress a
unique product benefit, thus distinguishing the brand
from its competitors and increasing advertising
effectiveness.

It is well Known that both the nature of the advertising
message and the amount of information attached to it
vary with the medium used (Tirole, 1988). It is
generally the case that advertising in electronic media
(i.e. television (TV) and radio) is characterized by
rather low informational content. On the other hand,
newspapers and magazines are utilized for advertising
campaigns conveying significant amounts  of

information on the attributes/characteristics of the
product (Barnett, 1966; Nelson, 1970; Comanor and

Wilson, 1974). Adequately manipulating and
measuring a person's involvement in advertising
message content is becoming an increasingly

important issue in experimental research today. The
Attitude-Toward-the-Ad Model (Lutz 1985; Mitchell and
Olson 1981; Shimp 1981) A soimd manipulation of
involvement will help to enhance internal validity (i.e.,
the ability to draw cause and effect inferences) and
rule out confounding extraneous variable explanations
(Carlsmith, Ellsworth, and Aronson 1976; Cook and
Campbell  1979). However, manipulations of
involvement in advertising message content vary
greatly, including instructions for the memorization of
ad content, expectations of purchase decisions,
implications of purchases influenced by brand
differences, expectations of local product availability,
and distraction to reduce involvement (Laczniak,
Muehling, and Grossbart 1989; Leigh and Menon
1987; Park and Young 1986;). To be successful,
however, researchers must manipulate differing
levels of involvement in ad content, while holding all
other factors constant (Andrews 1988; Apsler and
Sears 1968).

Brand image attributes are those pieces of
information that are linked to the brand in consumer
memory and thus make up part of the brand's image
(Keller 1993). These attributes may take the form of
anything that is experienced in the same context as
the brand, and can come from a variety of sources,
including consumer experiences with the brand,
marketing communications or word of mouth
(Krishnan 1996). Particular types include descriptive
information (e.g. has four doors), benefits (e.g. low in
fat) and usage situations (e.g. can eat when | am
walking) (Joyce 1963; Holden &c Lutz 1992).
Anything that is encountered with the brand may, if
sufficiently processed, become linked to the brand
name in memory and thus become part of that
brand's image. Given the wide variation in
substance, many researchers have attempted to
classify these attributes into useful categories.
Establishing expected empirical patterns is of
importance, since it allows future researchers to
employ prior knowledge in an aid to understanding
what to expect when measuring the perceptions that
consumers hold. Given that we know very little about
the negative perceptions about brands that people
hold and how these negative perceptions influence
decision making, this application of prior knowledge
is an important foundation step.

OBJECTIVES OF THE STUDY

1. To develop and standardize the measures to
evaluate advertising message, and brand image.

2. To develop relationship between individual
independent variable and dependent variable.
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METHODOLOGY OF THE STUDY

Types of Study: The study was exploratory in nature
& Survey Method was used to conduct the study.

Sampling Population: The population for the purpose
of study was all the residents of Gwalior region
between the age groups of 18 to 60 years.

Sample Frame: The sample frame included all
elements in the population who were present in the
city during the data collection period/ phase.

Sampling Techniques: Purposive  sampling
technigues were used to select sample elements.

Sample Size: Thirty elements were selected from
each emotion for each company, it means six
emotions were taken for each company that makes
total sample size for each company equals to one
hundred and eighty and there are three companies to
be compared that makes total sample equals to five
hundred forty.

TOOLS TO BE USED

Data collection tools: self-developed questionnaires
were used to collect data on both the variables used in
the study. The elements in the questionnaire were
selected after detailed review of literature & in
discussions with experts in the area of study. A seven
point numerical scale was used to elicit responses.
The scale had values from 1 to 7 where 1 indicated
minimum value of the variable, & 7 the maximum value
of the variable. Tools used for data analysis:

The causal relationship between the individual
independent variable & the dependent variable was
evaluated using simple regression. Partial least
square method was used to develop a simple model
indicating the relationship of independent & dependent
variables.

DATA ANALYSIS AND INTERPRETATIONS
Regression Analysis

Simple linear regression analysis was applied to
investigate the relationship between advertising
message as independent variable and brand image as
dependent variable. The relationships between both
the variables (dependent and independent) were
established by using Regression analysis with the help
of SPSS-16.0 software.

Table 1: Linear Regression Model Summary for all
the Three Insurance Brands

Model Summary

Model [R R Adjuste | Std. Error [ Change Statistics

Square |d R | of the

R Square | F dfl | di2 | Sig. F

Change

Square | Estimate

Change Change

1 0.689 | 0.474 0.473 7.25142 0.474 485.445

3 | .000

a. Predictors: (Constant), VAR00002

b. Dependent Variable: VAR0O0001

Table 2: Linear Regression Coefficients for all the
Three Insurance Brands

[CoefTicients

05% Confidence
Unstandardized |Standardized
Interval for B

Coefficients  |Coefficients

Std

Model B Error Beta [t Sig.  |Lower Bound |Upper Bound

1 (Constant) 36.706[4.095 8.963 |.000 [28.661 44.751

[VARO00002 .709 10.032  [0.689 22.033|.000  [0.646 0.772

la. Dependent Variable: VAR0O0001

The cause and effect relationship between the
advertising message and brand image is significant
as indicated by beta value of 0.689 and t value of
22.033 significant at 0 level of significance. R®
indicates the percentage error of the dependent
variable exglained by the independent variable.
Coefficient r* value is 0.474 indicating that change of
100% in advertising message will make 47.4%
changes in the brand image. Thus advertising
message is a strong predictor of brand image. The
regression equation on the basis of linear regression
can be framed as given below:

Y=a + bx +e

Y=36.706 + 0.709 x + e

X=Independent Variable (advertising message)
Y= Dependent Variable (Brand image)

E = Error Term

Throughout the history of modern advertising,
industry leaders have recommended that the
advertising message be used as a way to
differentiate the advertised brand from competitive
brands (Stewart and Furse 1986; Aaker, Batra, and
Myers 1992). For example, Borden (1942), an early
pioneer in the field of advertising research, was a
proponent of brand differentiation through effective
advertising. David Ogilvy (1963) shared the belief that
advertising should be used to clearly distinguish a
brand from its competitors by creating a unique
image. Rosser Reeves (1966), another early
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advocate of brand differentiating strategies,
emphasized the use of a specific product benefit as a
way to sell the brand.

Before applying regression analysis the relationship
between the two variables was checked through curve
fitting. The results of curve fitting analysis displayed in
table 4.15 above show that the R, R?, F and Beta
values of Linear curve are among the highest for all
the curves. Some of the other curves have higher
values on some parameters and low on others;
whereas linear curve has consistently high values.

Therefore, linear regression was applied to evaluate
the relationship between the independent variable
(advertising message) and the dependent variable
the (brand image) of LIC brand.

Table 3: Linear Regression Model Summary for LIC

Model Summary

Model | R R Adjusted | Std Change Statistics
Square | R Error of
R F dfl [d2 [Sig. F
Square the
. Square | Ch - ct N
Estimate | ~ 000 nange hange
Change

1 0.674 | 0455 [ 0452 6.83398 | 0455 148.403

178 | .000

a. Predictors: (Constant), VAR00002

b. Dependent Variable: VAR00001

Table 4: Linear Regression Coefficients for LIC

CoefTicients
Model Unstandardized Standardized|t Sig.
Coefficients Coefficients 95% Confidence Interval for B
B Std. Error (Beta Lower Bound Upper Bound
1 (Constant
44.156 (6462 6.834 |.000 |31.405 56.907
)
VARO0DD
- 0.636 0.052 0.674 12,182 {000 ]0.533 0.739
a. Dependent Variable: VAR00001

Y=a+ bx +e

Y=44.156 + .636 x + e

X=independent variable (advertising message)

Y= dependent variable (Brand image)

E = error term

The cause and effect relationship between the
advertising message and brand image is significant as
indicated by beta value of 0.674 and t value of 12.182

significant at O level of significance. R? indicates the
percentage error of the dependent variable explained

by the independent variable. Coefficient r* value is
0.455, indicating that change of 100% in advertising
message will make 45.5% changes in the brand
image. Thus advertising message is a strong predictor
of brand image.

Table 5: Linear Regression Model Summary for
ICICI Prudential

Model Summary

Model | R R Adjusted | Std. Change Statistics

Square | R Error of
R F dfl | df2 | Sig. F
Square | the =
. Square Change Change
Estimate
Change
1 0.679 | 0.461 | 0.458 5.15370 | 0461 152298 | 1 178 | .000

a. Predictors: (Constant), VAR00002

b. Dependent Variable: VAR00001

Table 6: Linear Regression Coefficients for ICICI

Prudential
Coefficients
Model Unstandardized | Standardize |t Sig. | 95% Confidence Interval for
Coefficients d B
Coefficient
s
B Std. Beta Lower Bound | Upper
Error Bound
1 (Constant | 47.26 | 6.431 7.349 [ .00 |34.571 59.951
) 1 0
VARO00 |0.625 | 0.051 0.679 12.34 | .00 J0.525 0.725
02 1 0
a. Dependent Variable: VAR00001

Y=a+ bx +e

Y=47.261+0.625x + e

X=independent variable (advertising message)
Y= dependent variable (Brand image)

E = error term

The cause and effect relationship between the
advertising message and brand image is significant
as indicated by beta value of 0.679 and t value of
12.341 significant at O level of significance. R®
indicates the percentage error of the dependent
variable exg)lained by the independent variable.
Coefficient r* value is 0.461, indicating that change of
100% in advertising message will make 46.1%
changes in the brand image. Thus advertising
message is a strong predictor of brand image.

Table 7: Linear Regression Model Summary for
ING Vysya
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Model Summary

Model|R R Adjusted|Std. [Change Statistics
Square|R Error of
the R Square|F Change [df1 |df2 |Sig. F|
Square Change Change
Estimate|
1 0.633]0.401 (0.397  |8.91308 0.401 118918 |1 178 |.000
a. Predictors: (Constant), VAR00002

b. Dependent Variable: VAR0O0001

Table 8: Linear Regression Coefficients for ING

Vysya
Coefficients
Model t Sig. |95% Confidence
Unstandardized |Standardized
Coefficients Coefficients Interval for B
Std. Lower Upper
B Error  |Beta Bound  |Bound
1 (Constant) |38.099 |8.538 4.462 [.000 [21.249  |54.948
VAR00002 |0.711 0.065 [0.633 10.905].000 |0.583 0.840
a. Dependent Variable: VAR00001

The cause and effect relationship between the
advertising message and brand image is significant as
indicated by beta value of 0.633 and t value of 10.905
significant at 0 level of significance. R? indicates the
percentage error of the dependent variable explained
by the independent variable. Coefficient r* value is
0.401, indicating that change of 100% in advertising
message will make 40.1% changes in the brand
image. Thus advertising message is a strong predictor
of brand image.

Y=a + bx +e

Y=47.261+0.625x + e

X=independent variable (advertising message)
Y= dependent variable (Brand image)

E = error term
CONCLUSIONS OF THE STUDY

The objective was to find out the relationship between
advertising message as independent variable and
brand image as dependent variable using simple linear
regression. Before applying regression analysis the
relationship between the two variables advertising
message and brand image was checked through curve
fitting for all the three insurance companies separately.

The results of curve fitting shows that the R, R? F and
Beta values of Linear curve are among the highest for
all the curves. Some of the other curves have higher
values on some parameters and low on others,
whereas linear curve has consistently high values.
Therefore, linear regression was applied to evaluate
the relationship between the independent variables (ad
message) and the dependent variables the (brand
image) of all the three brands included in the study.
The relationship was found to be high for all the three
Insurance brands.

REFERENCES:

1. Aaker, David A., Rajeev Batra, and John G.
Myers. Advertising Management, 4" ed. Englewood
Cliffs, NJ: Prentice-Hall, 1992.

2. Andrews, J. Craig (1988), “Motivation, Ability
and Opportunity to Process Information: Conceptual
and Experimental Manipulation Issues,” in Advances
in Consumer Research XV, Michael J. Houston, ed.,
Provo, UT: Association for Consvuner Research,
219-225.

3. Apsler, Robert and David O. Se.-irs (1968),
“Warning, Personal Involvement, and Attitude
Change,” Journal of Personality and Social
Psychology, 9, 162-166

4, Berlyne, Donald E. (1970), “Novelty,
Complexity, and Hedonic Value,” Perception and
Psychophysics. 8, 279-86. i\91\). Aesthetics
andP.sychobiology. New York: Appleton Century-
Crofts.

5. Batra, Rajeev and Michael Ray (1986),
“Situational Effects of Advertising Repetition: The
Moderating Influence of Motivation, Ability and
Opportunity to Respond,” Journal of Consumer
Research. 12 (March), 432-45.

6. Becker, G. S. and Murphy, K. M. (1993) A
simple theory of advertising as a good or bad,
Quarterly Journal of Economics, 108, 941+64.

7. Carlsmith, J. Merrill, Phoebe C. Ellsworth,
and Elliot Aronson (1976), Methods of Research in
Social Psychology, Reading, MA: Addison- Wesley.

8. Cacioppo, John T. and Richard E. Petty
(1979), “Effects of Message Repetition and Position
on Cognitive Response, Recall and Persuasion,”
Journal of Personality and Social Psychology, 37
(January), 97-109.

9. Levin, 1. P., G. J. Gaeth, J. Schreiber, and M.
Lauriola (2002), A New Lwik at Framing Effects:
Distribution of Effect Sizes, Individual Differences,

Mahavir Singh

www.ignited.in

(&)



Role of Advertising in the Development of Brand Image With Reference To Insurance Industry ||}

and Independence of Types of Effects, Organizational
Behavior and Human Decision Processes 88(1), 411-
29.

10. McCullough, James L. and Thomas Ostrom
(1974), “Repetition of Highly Similar Messages and
Attitude Change,” Journal of Applied Psychology. 59
(2), 395-7.

11. Price, V., and D. Tewksbury (1997), News
Value and Public Opinion: A Theoretical Account of
Media Priming and Framing, in Progress in the
Communication Sciences, G, Bamett and F. J. Boster,
eds. New York: Ablex, 1997.

12. Rethans, Amo J., John L. Swasy, and
Lawrence J. Marks (1986), “Effects of Television
Commercial Repetition, Receiver Knowledge, and
Commercial Length: A Test of the Two-Factor Model,”
Journal of Marketing Research, 23 (February), 50-61.

13. Smith, G. and Saunders, J. (1990), “The
application of marketing to British politics”. Journal of
Marketing Management, Vol. 5, No. 3, pp. 295-306.

14. Rethans, Amo J., John L. Swasy, and
Lawrence J. Marks (1986), “Effects of Television
Commercial Repetition, Receiver Knowledge, and
Commercial Length: A Test of the Two-Factor Model,”
Journal of Marketing Research, 23 (February), 50-61.

15.  Tirole, J. (1988) The Theory of Industrial
Organization, The MIT Press, Cambridge, MA

www.ignited.in

o)}

Mahavir Singh



