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SYPNOSIS

This academic exercise 1is an attempt to study the
impact of tobacco brands advertisements on television
viewers. S0 respondents are used as samples for this

study.

Chapter One is an introduction to this research study.
1= contains +the background of the tobacco brands

advertisements, purposes of this study and the literature

review.

Chapter Two deals with the research methods and
problems encountered in this study. Basically, the
research methods are observation and interview

questionaire. Library research is aslo another method.

In the third chapter, various aspects and topics
concerning advertising are discussed. Firstly, a short
history and introduction on advertising is given. Then,
the way to make an advertisement and to create an impact
is presented. Other aspects such as advertising in
Malaysia and television advertising are also brought in.
Lastly, included in this chapter are discussions about
images and attitudes and the positive and negative effects

of advertising.
The core of this study is presented in Chapter Four. In
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this chapter, the data which has been collected is
presented and analysed. The advertisements are first
categorised based on the observations and the responses of

the respondents are later analysed and discussed.

Lastly, Chapter Five rounds up this study by giving a

general conclusion of the findings of this study.
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SINOPSIS

Latihan akademik ini adalah satu percubaan untuk
mengkaji kesan iklan-iklan jenama rokok ke atas penonton-
penonton televisyen. 50 responden telah digunakan sebsgai

sampel untuk kajian ini.

Bab Satu adalah satu pengenalan kepada latihan ilmiah
ini. Ia mengandungi latarbelakang iklan-iklan jenama rokok
di televisyen, tujuan-tujuan kajian dan satu review

mengenai penulisan yang sama.

Bab Dua menghuraikan kaedah-kaedah kajian dan masalah-
nasalah yang dihadapi semasa kajian. Pada dasarnya,kaedah
kajian meliputi pemerhatian dan soal-selidik. Pengumpulan

data dari perpustakaan juga merupakan salah satu kaedah.

Dalam Bab Tiga, beberapa aspek dan topik mengenai
pengiklanan dibincangkan. Pertama, satu huraian sejarah
dan pengenalan tentang pengiklanan diberi. Selepas
ini,cara mempersembahkan sesuatu iklan dengan menghasilkan
kesan dibincangkan. Lain-lain aspek seperti pengiklanan di
Malaysia dan pengiklanan di televisyen Jjuga dibawa ke
dalam perbincangan. Akhir sekali, perbincangan tentang
imej dan sikap responden dan kesan-kesan positif dan

negatif pengiklanan juga termasuk dalam bab ini.



Inti latihan ilmish ini dipersembahkan dalam Bab Empat.
Dalam bab ini, data yang telah dikumpulkan dipersembahkan
dan disnalisakan. Iklan-iklan itu mula dikategorikan
berdasarkan pemerhatian dan penganalisaan keputusan yang

didapati dari responden puls dijalankan.

Akhir sekali, Bab Lima menyimpulkan kajian ini dengan

memberi satu pandangan yang umum dari kepustusannya.
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CHAPTER ONE

INTRODUCTION

Advertising 1is something we want to do without but
vet cannot do without. It has become so much a part of our
lives that it is almost impossible to avoid contact with
it at any time. Advertisements are everywhere - open a
newspaper, read a magazine, switch on the radio or
television, drive along the road, or see any cinema show -
the consumers will be bombarded with advertisements
tempting and persuading them to buy. (Mohd. Hamdan Haji

Adnan : 1987).

1.1 : Background of the Tobacco Brands television
advertisements

There is a reason why such a specific topic has been

chosen. Before going into the actual purposes, there is a

need to understand the background and role of the Tobacco

Companies in the Malaysian television advertisement

industry.

As we 8ll know, there is no subscription or other
charges made to listeners or viewers for the entertainment
which the stations provide. Without advertising, our

present system of broadcasting could not exist.


















influence the 1low income group childréh to expand more
effort to obtain the advertised product than a control

group of high income children.

It is sometimes said of this medium i.e. television

that
"It brings the salesman and his merchandise

right into the home." (Zacher : 1887).

But Haley (1871) once argues that:
"Television is essentially a medium for
the mass market. Everyone watches it.
People who are not interested in a
particular product simply do not

pay attention to the advertising."”

Supporting this view is Langbourne Rust (1986) who says:
"Commercial viewing is a voluntary act,
much as program viewing is. If people are
not interested in a commercial, they do

not look at it."

To him,what people say sometimes predicts what they do,
but often it does not. His study, which uses attention and
intention implies that the critical factors may be their
level of involvement. When people are not interested
enough to pay close attention to something, their
announced intentions may not matter. This result reveals a
very contrasting view of the normally accepted impact of

television commercials.



However, the conclusion can be made that television
still stands as an important advertising channel. Jain
(1875) reported in his study that printed advertisements
with subsequent screening on televisions as a back-up,
significantly increases the effect of an advertisement. On
the whole, it increases responses by 98X and reduces the
cost of advertising in generating the same level of

response by 41%.

Here, the author would 1like to conclude the
literature review. It is hoped that this chapter has

enlightened readers on what is to come.



CHAPTER TWO

RESEARCH METHODS AND PROBLEMS

The field work was carried out in the author’'s
hometown, Malacca, during the University of Malaya’'s long

vacations i.e. in April, May and June.

2.1 : Research Methods

The research methods employed for this particular
study are:
(i) Observation
(ii) Interview-Questionaire

(iii) Secondary Data

(i) Observation

Observation has been carried out on the Tobacco Brands
Television advertisements during the whole month of June
by the author herself. Eight brands have been chosen
specifically for this purpose:

a) Benson & Hedges

b) Dunhill

¢c) Kent

d) Salem

e) Marlboro

f) Mild Seven

g) Gold Leaf

h) Perilly’'s






housing estates in Bandar Hilir and Ujanb Pasir.

The structured questionaire is divided into 3 parts : -
Part (a) - a set of format to get the bio-data of the
respondents.

Part (b) - contains both close-ended and open—-ended
questions. Close-ended questions are structured to obtain
the respondents’ television—-watching habits and their
attitudes towards the advertisements. The open—-ended
questions leave them free to voice their personal opinions
and feelings.

Part (c) - is a kind of test set to test the respondents’
knowledge and memory on the advertisements and to state

their views on each advertisement.

(iii) Secondary Data
A lot of information concerning topics on advertising
can be found but the author has concentrated more on the
readings of television advertising and the effects of it.
Most of the data were obtained from the University of
Malaya's main 1library, the Anthropology and Sociology
Department library and journals from the library in the

Institute Of Higher Learning in University of Malaya.

2.2 : Categories

Before proceeding further, it is necessary to clarify
the categories used to categorize the various

advertisements. From the observations, sach advertisement
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is judged using the categories listed below :-

(i) Products advertised
New products have been created to represent the same
tobacco brand names. This category will list out what new

products, if there are any, that each brand represents.

(ii) Captions
The most important gquality of a caption is that
it can be easily remembered. The category will serve
to analyze the caption that accompanies each

advertisement.

(iii) Illustration

A given illustration may fulfill several purposes

- to attract attention to the advertisement

- to develop interest in the advertiser’ s message

- to present the major point of the sales message

- to stimulate the reader’s desire for the product

- to display the product or certain of its features

- to associate the product with a person or class.
(Zacker : 1887).

Thus, in illustrating the advertisements, these purposes

should be taken into consideration.

(iv) Manner of presentation
An advertisement can be presented in three manners
i.e. the direct manner, indirect manner or a combination

of both. (Dunn : 1884). The direct manner would be

12



informative and straightforward while thé indirect manner
would indicate & curiosity appeal with no specifie
reference to the product. A combination of both manners
would conjure a provocative thought to the specific name
of the product.

This category will see which manner of presentation

each advertisement falls into.

(v) Emotional responses
Each advertisement evokes some kind of emotion; some
more, some less. There are two types of emotional
responses to an advertisement. It can be a response to
products, as seen through the advertisements or it can be
a response to the advertisement itself. (Zeitlin : 1988).
The purpose of this category is to observe the kind
of emotions each advertisement tries to evoke, and later

to compare these responses from the audience.

(vi) Sponsored programmes
This category is necessary for understanding the
contribution of the tobacco companies to the television
industry. It will list out the kind of programmes that

each brand sponsors.

2.3 : Hypothesis

With reference to an article written by David Stewart
titled “The Moderation Role of Recall, Comprehension and

Brand Differentiation on the Persuasiveness of i S ]
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However, the author overcame this problem by putting all
the subjective answers together and making a reasonably

objective conclusion.

A slight problem is also faced during interviews.
Many respondents respond quite well but there were times
when some respondents seem to fesr revealing too much. As
a result, the author is only able to make the best out of

the responses.

Another problem concerns the categorization of the
advcertisement. The problem lies not so much in having to
explain the advertisements under each category but rather
in understanding the advertisements, especially the

ambiguous ones.

Overall, not much expenditure was involved although =a
lot of time had to be spent on the interviews and the
analysis. The other problems faced, were personal in

. nature and were overcomed personally.

The next chapter deals with information acquired
through secondary data and it is hoped that these datas
would help enlighten readers on various aspects of

advertising.

18



CHAPTER THREE

SOME GENERAL DISCUSSIONS ON ADVERTISING

3.1 : A brief historvy on advertising

The history of advertising can roughly be divided

into 4 stages :
(i) The pre-printing period prior to about 1450
(ii) The early printing period from 1450 to about 1850
(iii) The modern period of expansion from 1850 to 1911
(iv) The period of development of standards of practice
and the introduction of research methods from 1911

to the present.

The pre-printing period

The earliest advertisements started with the
Babylonians. The Babylonians made objects out of clay -
bricks and pottery. These things, for example the bricks,
would carry the name of a temple and the name of the king
who built it. The kings who did this advertised themselves

as such to their subjects.

The Babylonian merchants also used barkers, who
advertised by shouting their wares to passersby, and
signs hung over the doors of their shops displaying
Symbols of their trade. Since most people could not read,

the sign and oral advertisements were the only effective

17



media for reaching the mass market of that day.

Very soon after the invention of writing in its
crudest form, there were written advertisements. The
earliest of these were for rewards and descriptions of
runaway slaves, written on papyri more than three thousand
years ago, have been exhumed from the ruins of Thebes. The
earliest known of these advertisements rests in the
British Museum. It was written on a sheet of papyrus found
in the ruins of Thebes in Egypt, and offered a reward for
a runaway slave. It is believed to have been written about

3000 B.C.

The crier followed closely after the sign over the
stall or shop as a means of advertising.Criers were widely
used by the ancient Greeks to advertise cattles and
slaves, and plays and performances. In Carthage, which was
noted as a commercial centre, the crier was widely used.
The sandwich man was invented in Carthage, where the
gallery owner sent into the trademen’'s street a man
wearing a shirt lettered with the news of the arrival of

the galley and the nature of its cargo.

The only form of commercial advertising known to the
People of early Eygpt was the crier too. The crier’'s
announcements were used primarily to announce the arrival
of ships and to offer for sale items from the cargoes,
such as wines, spices, and metals. The Eygptian criers

sang their stories, picturing the desirability of the
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articles just arrived, and describing in florid language
the strange and remote regions from which the articles

came and the great difficulties encountered in obtaining

them.

The Romans also wused criers but there were much
Qreater evidence in their case of the use of signs and
posters also. Among Roman signboards in the time of the
Caesars there was the figure of a cherub flying with a
shoe in each hand; the painted cow of the dairyman; the
pallus, or symbol of life, which indicated the bakery; the
mule turning a mill, another sign of the bakery; the
handle of a pitcher, which was a guide to where potables
could be obtained.Besides the bush and pitcher handle
there were other wine shop signs which came in when the
bush began to be too common — a picture of slaves carrying
a jar on a pole, or a depiction of Bacchus pressing the

juice from a bunch of grapes.

The Bush—the Sign of the Wine Shop from Anclent Times to the
t . | Sixteenth Century
! (From crude drawings in old manuscripts preserved in the
British Museum.)

Szurce: Frank l“n»f.'}rey. The His-
tory ang Deveiopment of Advertising
(Garden City, NY. Daubleday & Co.,
Ine, 1329), p. G

Source : Dirksen,C.J. & Kroeger,A. Advertising Principles
and Its Problems (Homewood,Illinois : Richard D. Irwin
Inc., 1968 ) p.6
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The first advertising which cnrreépunds closely to
modern advertising is that which exists in the records of
Rome, Pompeii and Herculaneum. These advertisements
consisted of persuasive announcements of theatrical
performances, sports events, and baths, painted on walls

in black and red.

Signboé?ﬁi Found in Ruins of Pampeii
(The grain mill for the bakery and goat for the dairy,)

Source : Dirksen, C.J. & Kroeger, A. Advertising
Principles and Its Problems (Homewood, Illinois : Richard
D. Irwin Inc.,1968) p.7

The Romans used an advertising psychology not unlike
the modern times. The bath in a provincial town would
advertise that it was patterned after the baths in Rome,

and an advertiser of a play announced that his company was

"fresh from Rome."

With the fall of the Roman Empire, and the following
return to illiteracy, the use of painted announcements
disappeared, and the only forms of advertising for a

considerable period of time were the sign and the crier.

The use of the crier continued to some extent all

20






type, although to some extent they were also used to

advertise luxury products such as coffee and perfume.

The early printing period

The invention of the modern methods of printing made
possible the mass duplication of writing in print in the
form of advertising handbills, and later the resulting
publication of newspapers and periodicals comparable to
our present-day magazines. The first printed
advertisements were printed broadsides, which were either
posted in locations where crowds gathered or passed, or

were distributed in the streets.

By the latter part of the 16th century printed
handbills and posters were being wused in France and
England. A colllection of these dated 13593 exists in
London, but they are so elaborate in design and typography
that many think plainer ones had probably preceded them.
These posters were not mere announcements of the
availability of.merchandise but were definite attempts to

stimulate demand for products and services.

There also appeared in the late 16th century, in
England, another slightly different form of print
media,the pamphlet or booklet. These were often published
by trade associations and were usually designed to build
goodwill with the public, although sometimes they were

designed to sell merchandise.
It was found at that time that there were many

22



advertisements of notice or want—ad natdre in the English
papers. On the other hand, the American newpapers carried
advertisements of a nature which would heve been rejected
by the "gutter Jjournals"” of England because the

American advertisements contain a good deal of humour.

The modern period

Along with the growth of the mass print media,
newspapers, and magazines, there were a number of other
developments that contributeed to the rapid growth and
development of advertising at this time. The increase of
the circulation of newspapers and magazines brought the
need for advertising media of large circulation and wide

distribution to match the growing wider markets.

At about this time too, advertising agencies arose,
whose primary purpose was to serve as brokers of
advertising space. These early agencies were specialists

in the sale of space in newspapers and magazines.

Also, there were considerable improvement in the
quality of advertising in certain respects, such as
printing, typography, and art work. The types of
advertising that were still predominant during most of
this period were patent medicine-type advertising, with

much of it being unreliable, objectionable, and dishonest.

There were several other developments in advertising
during this period. With the change of horse-drawn

vehicles to electric cars around 1890 came a corresponding

23



increase in their use for advertising.display purposes,
in the form of the streetcar cards. Another interesting
development of the latter part of this period was a growth
of the mail-order house and mail-order advertising. The
mail-order house and other business firms began using
various forms of direct-mail material, including letters,

circulars, and catalogues.

The modern period of development

The modern period of development marks the year when
the first formal, organized movement was undertaken to
promote truth in advertising, marking a "“coming of age" of

advertising as a form of business activity.

At this time a number of advertising organizations
were formed and became active in working for the
improvement of advertisng and the raising of the ethics of
the field. Many organizations were organized in the
advertising field, in part at least for the improvement of
advertising methods, the raising of standards of gquality
of advertising, the raising of ethical standards of the
field, and for attempting to bring to the field a

professional or at least semiprofessional character.

This period also saw the continued development of the
advertising agency. The agencies had broadened the scope
of their activities and services during the latter vyears
of the third period, beginning in the late 19th century,

to write copy and select media for their clients,
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Another significant development occuring at about the
beginning of this fourth period was the increased use of
research and the attempts to make advertising more
scientific. Advertisers, agencies, and media began calling
on their research departments to develop techniques and

execute research studies for them.

This past half century has thus seen marked
developments in the field. Significant changes have also
taken place in the field of media. Great changes in the
character of magazines took place during this period. The
old type magazine disappeared, and the new mass weekly
magazines came to the fore. During this time, by the
thirties, the radio became a major factor. With the close
of World War II television began its phenomenal growth and
influence on the lives of its viewers, and has become a

primary medium for advertising up till now.

3.2 : Introduction to Advertising

Advertising is a form of communication in which the
communicator can control the character of his message and
have it delivered to either a select or a mass audience at
a very low cost. This is accomplished by the permission
which such media as newspaper, magazines, radio and
television stations grant advertisers to purchase space or
time to carry the undiluted message created by the

advertiser or his agent. (Sandage : 1960).
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The freedom to create message without fear of
alteration, combined with the availability of mass media
to distribute or broadcast such messages, gives to
purveyors of products, services, and ideas tremendous
power to influence the thoughts and actions of vast
numbers of people. The speed with which messages can be
delivered adds to this power to influence. (Sandage :

1260).

Thus, many critics of advertisements feel that
advertisers have exploited this advantagee. Some even
suggested that the influence of advertisements is
basically immoral. For example, Vance Packard (Hidden
Persuaders : 1960) has created the impression that
advertisers were engaged in a great conspiracy to hoodwink
and entrap the poor, defenseless consumer with some sort

of psychological manipulation.

Writers 1like Alan Hancock claims that the influence
of advertisements lay not only in their contents, but also
in what they leave out, and in the attitudes which they
adopt on dubious, sometimes hypocritical grounds.
Advertisements may not exercise pronounced propagandist
and persuasive effect, but they can applaud stereotyped

opinions and prejudices.

Others argue that through securing control of the
mass media, advertisers are in a position to effectively

"brainwash" the entire population. But writers like Wilbur
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considered highly successful. (Fong Seng Wah : 1980).

In order to make an impact, advertisers function to
"seduce people, to make them dissatisfied with their
standard of living, to make them want more and to make

them work for it." (Bell : 1960).

Before an impact can be created, the advertiser must be
able to attract attention to the advertisement. The next
step, of course, is to hold the attention so that the

Sales message, whatever it is, can be communicated.

To achieve this, advertisements are made as attractive,
entertaining, amusing, startling, unique, persuasive,
inviting, tempting, etc. as possible. Whichever way it

is, they are all designed to create the fullest impact.

3.4 : Advertising in Malaysia

Advertising in Malaysia, like other any other
Countries, dis controlled to a certain extent by the

government.

The Malaysian Code of Advertising Practice (MCAP) comes
up with various codes that advertising agencies must
follow in regard to broadcasting commercials. For example;

"All advertising should be legal,
decent, honest and truthful. Every
advertisement should be prepared with

due sense of social responsibility....

28



Advertisement should be so framed as
not to abuse the trust of the
consumer or exploit his lack of
experience of knowledge."

This is to ensure that the consumers’ vulnerability is

not exploited.

Aside from that, there is also a code that says:
" Advertisements must project the
Malaysian culture, identity, reflect
the multi-racial character of the
population and advocate the philosophy
of 'Rukunegara’(Belief in God, Loyalty
to King and Country, Upholding
the Constitution, Rule of Law, Good
Behaviour and Meorality)."”
These regulations are aimed at protecting the national

language, religion, culture and traditions of Malaysia.

In Malaysia, all television scripts and storyboards
must be approved by the government’ s censor board before
they can be produced. The government has also laid down
conditions for television advertisements i.e. all
television commercial must be in Bahasa Malaysia in the
National and Network One of Radio and Television Malaysia
(RTM). On Network Two, commercials can be in any other
languages including Bahasa Malaysia. Commercials claiming
medical performance must go through a Medical Board for

approval.
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budgets are able to afford this medium.

The television commercial is a type of advertising
presentation distinct from all other forms. One must take
into consideration that television viewers are usually at
home, relaxed and free to engage in other activities at
his discretion. They feel no compulsion to watch the
commercial and are likely to turn away completely, or even
leaye the room, while it is on the screen. (Zacker :
19467). In order to hold attention, television commercials

have to be more entertaining than other medias.

It is true that television is a popular advertising
media despite the expenses needed for it. In my opinion,
this popularity increases according to man’'s dependence on
the television as a form of entertainment. The agencies
have probably deduced that television is a good way to
reach the consumers because of the amount of time that
they spend watching television. A television
advertisement, I believe, claims its "staying power" from
its originality. That is, if a television advertisement is
Particularly striking, one would be able to remember it

although one has only seen it once or twice.

3.6 : Images and Attitudes

The objective of advertising is to help mold a product
image (personality, character, reputation). Product image

is the sum total of all attitudes which people have
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the main focus of an advertisement. It is often associated
with the use of social or psychological symbols such as
the cowboy chosen to represent masculinity and ruggedness
in the case of Marlboro cigarettes. Another example is the
"Nescafe" advertisement where class and style is
associated with drinking "high-class" coffee and acquiring

"the natural taste of Nescafe".

There is a fear that these images play too important a
Part on the attitudes of the consumers. In my opinion,
these fears may be unfounded. I still believe, no matter
how advertisers try to attract their consumers through a
Play of images, the freedom still remains a lot on the
Consumers to choose to listen or not; or to acquire the

image or not.

3.7 : Positive and negative effects of advertising

There are many views on the effects of advertisements.
Many view advertisements as having more negative effects,
Such as creating false needs and sometimes causing us to

deviate from approved cultural norms.

A wvery critical view is that not only has advertising
diverted economical resources away from basic needs,
Caused a deterioration in health, and subverted indigenous
Culture and products - it has also altered men’'s and
Women's perceptions of what is worthy of emulation and

admiration in life and on people. Advertising, in other
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to RTM and TV3. Along with the cigarette advertisements
there came a series of very good movies on television.
Consumers should focus on the entertaining role of the
advertisements.Simply as a result of heavy advertisements,
in the case cigarettes, consumers get good entertainment.
In fact,it was reported that there is a drop in video
business following the months of good movies on

television. (Rokiah Talib : 1987).

Personally, I feel advertisements should not be
Viewed as something totally negative, as done by certain
asspciations and parties. One should always be objective
and open when viewing advertisements. Viewers should learn
to be aware of how advertisements can influence, yet be
able to appreciate what the advertisements can offer. The
Claim made by Vance Packard that the consumer is "poor,
defenseless" is not altogether true. They are defenseless
only if they make themselves so because "being aware" is
Weapon enough to protect themselves from the influence of

advertisements.

To sum up this chapter, two samples (Sample A and
Sample 'B) have been chosen to give an idea on how

advertisements portray product images.
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SAMPLE A

THE PRECISE PASSAGE OF TIME IS MEASURED IN
THE STRENGTH OF SAPPHIRE AND STEEL BY DUNHILI

Everything that carries the Dunhill name has to be the best of its kind. It has to have a
lasting beauty and be both useful and dependable. To this end the skills of the finest craftsmen are
used to work the most precious metals or supple leathers. Dunhill has become a hallmark not

just of inherent British values but of quality the world over.
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CHAPTER FOUR
RESULTS AND DISCUSSIONS

Before actually touching on the findings of the
interview questionaire, it is necessary to categorize the
advertisements according to various categories. (Refer
2.2). This is to ensure understanding of the
a8dvertisements and to see if a kind of similar pattern

Cccurs.,

4.1 : Categorisation

All eight types of tobacco brand names” advertisements

will be categorised under each category.

(i) Products that are advertised

As we all know, new products have been produced by the
Various tobacco companies to replace the cigarettes, using
the same brand names. Although some of the products are in

tangible form, some remain vague or unknown as seen in the

advertisements.

The following is a list of products produced by each

brand
Benson & Hedges vague, unknown
Dunhill clothes, watches, pens, ties,

cologne, briefecases, pens,ete,
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b) A couple sitting under the tree Emiling at each other -
she takes off her hat and gives her hair a shake - they
chase about the trees - he helps her scross a tree trunk -

from the peak, they enjoy the view smiling at each other.

Both these advertisements do not contain any dialogue
too. They are similar in the sense that they appeal to

romance in a relaxing countryside atmosphere.

Marlboro

A group of men driving horses through a desert st sun-set
- exhausted, break for food - sitting around the fire -
drink (coffee) brewing in the kettle - men get up - riding
again - one man chasing a loose horse - brings it back on

trail with the rest.

What is actually advertised here is vague , The
crestion of a Western way of life is foreign. No dialogue

is involved.

Mild Seven

A gush of water,like a fountain, spurts up before a
background of blue calm - slow movements - a fishing rod
is thrown in - a slide with the words “Mild Seven"” then

Comes up.

This advertisement is as mysterious as can be to the
8udience. There is no dialogue or any human actions. Aside
from a cooling(from the sense of colour) effect, it is

difficult to associate the advertisement with anything.
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Gold Leaf

Blue staircase ascending with the word "Gold Leaf" at the
end of the stairs - slide shows sponsored Chinese movies;
action-packed, love stories and comedies on Sunday, 3.30
P.m.

This advertisement obviously does not hide the fact
that it is not advertising anything besides its brand
name. There is no indication that a new product is being
advertised. It only advertises through its sponsored

Programmes.

Perilly’s
A wide road narrowing, a black porsche car appearing
foliowed by black sunglasses, blaeck pens ,ete. They are

called the black collection.

Like Mild Seven, this advertisement has the effect of
the colour. Black is an indieation that Perilly’s has the

intention of projecting style and “coolness".

(iv) Manner of presentation
Now that we have illustrated the advertisements, there

is a need to see if they are presented in the direct,

indirect or a combination of both manners. [Refer
2.2(iv)].

Benson & Hedges Indirect

Dunhill Combination

Kent Combination

Salem Combination
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Marlboro Indirect

Mild Seven Indireet
Gold Leaf Indirect
Perilly’'s Combination

All the advertisements use the indirect or combination
manner of presentation, indicating the purposes of these
advertisements to evoke a curiosity appeal and to provoke
thoughts to the specific names only. There is a lack of
direct information on the products. This seems to show a
disinterest in promoting the functional use of the new

Products.

(v) Emotional Responses
This category reports the kind of emotions that is

evoked from the audience through these advertisements.

Benson & Hedges A feeling of success
Dunhill A feeling of success
Kent Sentimentality
Salem Sentimentality
Marlboro Excitement

Mild Seven Calmness

Gold Leaf Nil

Perilly's Curiosity

Aside from Gold Leaf, all the rest of the
advertisements evoke a strong feeling according to how
they are presented. Most of these feelings stem from

watching the advertisements rather than a desire for the
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Products. However, for want of these feelings, the
audience might unconsciously tend to reach out for the
Products to acgquire these feelings. The advertisements are
such that they create a hidden desire but on the other
hand, other factors like the audience’s association with
the advertisement or their awareness must be taken into

consideration.

(vi) Sponsored programmes

The following is & list of the kind of programmes
Sponsored by the tobaceco companies. The programmes are
used to advertise the brand names, normally at the

beginning and the end of the programmes.

Benson & Hedges Sports, movies, live telecast
entertainment programmes

Dunhill Sports, movies

Kent Regular entertainment

programmes (L.A.Law)

Salem Musical programmes
Marlboro None

Mild Seven None

Gold Leaf Regular movies (Sunday

afternoon Chinese movies)

Perilly’s None

From the asuthor’s obversation, tobacco companies are
the biggest sponsors for television programmes, compared

to other types of companies. It is obvious that these
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companies have moved into the television industry and

dominated a big part of it.

4.2 : Respondents’” biodata

The statistiecs will be stated in numbers rather +than
Percentage to ensure more clarity. There are 50

respondents altogether.

All the 50 respondents are above 21 years of age; this
being the official adult age. 40 out of the 50 respondents
are between 21 - 30 years old while the other 10 are
above 30 vyears. In all 3 age groups i.e. 21 - 25 years
old, 26 -30 years old, above 30 vears old (Table I), the
males exceed the female respondents by a small number.
Both male and female respondents have the greatest number
in the first age group i.e. 21 -25 years old followed by
the second group 28 -30 years old and lastly comes the

above 30 years old age group.

[ e e e ——— e \
¢ { 21 - 25 | 26 = 30 |Above 30 | Total |
i { yrs.old | yrs.old | yrs old | i
e e S e e S e {=——————— :
i Female ; 11 : 8 . 3 | 20 }
e ——— (o= o i e § H
i Male H 15 H 8 ' 7 g 30 !
| ———— j=———————— | —— o —— Rt i 1
' | 26 ! 14 s 10 ; 50 i
= e e e ———— ———— —————————— /

More than 25 of the respondents are students. This is

Perhaps due to the fact that the time of research being
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is very much minimised.

Table III : Respondents’ education level

A T e T S R e e e e et o e i e g g \
1 'University! College |Form 6 or! Total !
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St ot REE =it e SpERT f == ey - 4
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Only 5 out of the 50 respondents are married i.e. 3
female respondents and 2 male respondents. All the married
respondents are working. Out of the 45 single respondents,

17 are females while 28 are males. (Table IV).

On the whole, the number of non-smokers is bigger i.e.
of which this number is divided between both sexes almost
equally. Of the 13 smokers, there is only 1 female smoker.
Although the number of non-smokers exceed the smokers by
Quite a large amount, the results do not show a biased

View. (Table V).

Table IV : Respondents  marital status
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cigarettes rather thanmn the new products.

Out of the 13 smokers (refer Table V), only 2 male
smokers admit that they think of cigarettes while watching
the advertisements. On the other hand, cigarettes come
into the mind of 13 non-smokers while watching the

advertisements.

On the whole, only 15 out of the 50 respondents i.e.
30% have cigarettes crossing their minds while watching

the advertisements.

However, it must be taken into consideration that the
smokers may not want to admit that they think of
cigarettes for fear of admitting the cigarettes are
actually having an influence on them. As for the non-
smokers who still think of cigarettes, the idea of smoking

may still prevail but there is no inclination to start

smoking.
Since the statistic for this is relatively low (i.e.
30%4), it may suggest that the idea of smoking is not so

apparent anymore. What is more dominant is the images that

are being created by these advertisements.

4.6 t Respondents’ views on the effects of these

advertisements on children and youths

Almost all the respondents think that these

advertisments would hardly have any effect on children
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The other half of the respondents feel that the
advertisements will not have a bad effect on the vyouths
because it is hardly encouraging, in the sense of smoking.
They also feel that the impact of the advertisments is not
great enough. It is too indirect and "distant", meaning
that the advertisment does not have a personal touch that
the middle-class group can feel a link to. The youths will
not fall for this because of the lack of intimacy.
Besides, many will go for the sponsored shows and probably

treat these advertisements as pure entertainment.

4.7 : Respondents’' views on the contribution of ¢the

tobacco brands advertisments

Out of the 50 respondents, only 2 feel that the
television would be able to bring its viewers sponsored
shows, events, sports, etc. without these advertisements.
The impression of these advertisements sponsoring
programmes, on the respondents i1s so great that they are
almost totally sure of the dependency of the television on

these advertisements to bring in the sponsored shows.

The respondents do not judge the tobacco companies
very harshly for bringing in these advertisements and

camouflaging the cigarettes because they feel that it is

entirely up to the individual to interpret the
advertisement and to allow it to influence him or her. In
fact, the respondents feel that their contribution is a

Nnecessity as far as the television industry’s economy is
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concerned. The respondents are happy as long as good
programmes are coming in. However, there are a few
respondents who feel very strongly against the tobacco
companies for being irresponsible in their disregard to
the danger of society and causing overindulgence and
addiction by continuing in their cigarette brand names

advertisements.

A majority of the respondents feel that these
advertisements should not be banned totally from appearing
on television. The main reason given is that there will
not be sponsored shows anymore. This reason implies that
the respondents tend to think of what the tobacco
companies can offer rather than desiring the products they
advertise. Hence, it 1is a good sign that the
advertisements do not actually have an impact on the
lifestyles of this group of people except to provide them

entertainment.

4.8 : Recall test

The author would 1like to refer to the hypothesis
explained in Chapter 2, Part 2.3. Based on this
hypothesis, the author would like to form a method to
analyse the results of test given in the questionaire

(Part c).

The purpose is to see how effective the advertisement

has been. What the author is doing here is to test how
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Hedges advertisement sponsors.

(iii) Immediate reaction when the brand names are said -
This shows whether their response is a reaction from the
cigarette brand names or from the advertisements.
According to Zeitlin, there are 2 types of responses i.e.
a) response to product as seen through the advertisement.
b) response to the advertisement itself.

The result is deduced from reactions such as if a
respondent’s first reaction is "holidays"” or "cigarettes”,
then it is product response., For eg., for Benson & Hedges
advertisement, B80% or 40 of the respondents respond by
saying "classy society” or something to that effect, then
it is a advertisement response. The other 20% or 10
respondents reacted by saying “cigarette" which is a

product response.

(iv) Captions - 2L  is equivalent to a brand
differentiating message. This is to see the difference
between the advertisements that has an obvious caption and

those that do not.

More than 50% will be considered high levels of
recall; 50% will be an average score and less than 50%

will be considered a low level score.

While analysing Table IX, the author shall alsoc bring
in personal views of the respondents on each advertisement

[from Questionaire Part C(3)].
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programmes Benson & Hedges sponsbr. This high score
reflects the respondents’ more keen interest in the
programmes than the products advertised. Thus, the
persuasion score on the product is relatively lower than
the programmes that are offered. This is further proved by
the score of the immediate reactions. 80% respond to the
advertisement and only 204 respond to the product. This
indicates the respondents’ lack of interest in the
product. So, although the Benson & Hedges has an obvious
caption, it is only effective as an advertisement but not

as a product-persuader.

The respondents’ personal views on this advertisement
is that it projects a high-class society. Though
impressive, it sets the middle-class society apart. Many
of them are also awed by the high technology of this
advertisement. Relatively, very few feel that they can

relate to the advertisement.

Dunhill

74% of the respondents recall the products that they
are being advertised in the Dunhill advertisement. This,
the author, feels is due to the nature of the
advertisement i.e. the products are clearly shown. It also
has a relatively high score of 924 for recalling the kind
of shows that are sponsored. The high recall scores
reflect Dunhill advertisement as effective persuaders as
proven in the immediate reaction scores. Immedfiate

reaction to both advertisement and product ié almost equal
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where they all score above 50%. However, the only brand
that is successful in response to its product is the
Marlboro advertisement. But even that, the score is pretty
low i.e. 60% only. This shows in genersal, all the
advertisements do not succeed in evoking a reaction to

their products.

As a conclusion to this chapter, three samples of
cigarette advertisements taken from a magazine (See Sample
C, D, E) will be presented as a comparison to the same
brand advertisements on television. Basically, they all
créate the same impressions. The only difference is that
the samples from the magazine have pictures of cigarettes
and the models smoking very obviously. On the other hand,
the advertisements do not, in any way, show any of these
acts simply because it is not allowed. It would be good if
respondents could be tested on their response to the
advertisements in the magazine compared to their response
to the television advertisements; Unfortunately, this
cannot be done because it would be going outside the
limitations of this study. Nevertheless, it is interesting

to note similar impressions.
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CHAPTER FIVE .

CONCLUSION

This chapter deals with the general findings of this
study. Suggestions and implications for further research

will also be presented.

The overall results (as seen from the guestionaire)
appear not to give full support to the view that the idea
of smoking still persists in the cigarette brands
television advertisements. As far as some of the
respondents are concerned, this idea has ceased to become
a primary thought when they watch the advertisement.
The statistics shows that only 30% still hold on to this

idea.

The images and impressions of the advertisements
seem more dominant as an impact on the respondents.
They have shown a keener  response to the kind
of 1image the tobacco brands ¢try to create. Almost
all the tobacco brands under study have a certain
kind of image and impression to portray. And the more
popular the brand it is, the more significant the image
is.For instance, the image created by the Benson & Hedges
advertisement seems more felt by the respondents than the

Perilly‘s advertisement. Ultimately, the impact on the
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respondents seems greater.

Each advertisement emphasizes on a certain kind of
image. Benson & Hedges and Dunhill advertisements give a
high-class society image while Kent and Salem
advertisements touch on a holiday atmosphere image.
Marlboro advertisement portrays a rugged cowboy 1life
image. The Mild Seven advertisement, on a milder scale
than Kent or Salem, too projects a holiday atmosphere
image. Gold Leaf does not project any image at all because
it is not a proper product advertisement in the true
sense. Perilly’s advertisement tries to create a classy
image too although it is a rather poor imitation. These
images do create an impact on the respondents because the
respondents tend to associate a certain brand with that
certain kind of class. For eg., many claim Benson & Hedges
as a classy brand while Perilly’'s is considered an

inferior brand.

All the advertisements actually have a single similar
purpose — to advertise their names. Since they were banned
from being allowed to advertise cigarette directly, these
tobacco companies have used other ways to advertise their
names. However, some of them have found this a good way to
introduce new products. Unconsciously, the government by
banning them from advertising have given them a chance to

widen their scope of products.

Whichever way it is, it seems like the tobacco
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one of the limitations of this study. To prove if smoking
has increased amongst the viewers resulting from these
advertisements, further research has to be done.
Personally, the author feels that cigarette advertisements
in other medias eg. magsazines, posters, etc., play =a

bigger role in the increase of smoking among people.

Another 1limitation of this study is the nature and
number of respondents. The number of respondents are not
only too small, they are also from the same income group.
Hence, the findings are not substantial enough to make a
generalisation on behalf of the society. It would be
interesting if other income groups are also interviewed
and perhaps,more smokers should be taken in as respondents

to see the effects of these advertisements.

A more complete understanding of the impact of these
advertisements can be achieved if a research is done on
the sales of these brands” products (whether cigarettes or
the new products) in the market. Also, further research
should include these brand advertisements in other

advertising medias.
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