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FACTORS EFFECTING READING DECISION OF PRINT ADVERTISEMENT: AN EXPLORATORY AND
EXPERIMENTAL STUDY

ANUPAMA SUNDAR
ASST. PROFESSOR
DEPARTMENT OF MANAGEMENT STUDIES
SRI JAYACHAMARAJENDRA COLLEGE OF ENGINEERING
MYSORE

JATIN PANDEY
MBA STUDENT
DEPARTMENT OF MANAGEMENT STUDIES
SRI JAYACHAMARAJENDRA COLLEGE OF ENGINEERING
MYSORE

The paper identifies the factors that affect the reading decision of students in print advertisements. A preliminary study was conducted to identify the constructs
followed by questionnaire design, analysis and interpretation. The three factors identified were font effect, source effect and content effect. An experimental
study investigated how font size and font type would influence the appeal of advertisements based solely on appearance, and if that would impact the likelihood
that the advertisement would be viewed. Two ways to achieve this goal is use the best Font size and font type. If the advertisement is not readable, then the
subjects will not be able to appreciate the advertiser’s effort or may not decide to look further into the advertisement details. The experiment revealed a
significant impact of font size and type. The most proffered combination is of big font size in normal font type.

KEYWORDS

Advertisement readability, Font effect, Font size, Font type, Source Effect.

INTRODUCTION

merican marketing association Defines marketing as “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering,

and exchanging offerings that have value for customers, clients, partners, and society at large.”(Approved October 2007)

The definition deals with communicating which is also the promotional part of marketing mix. Promotion mix is defined as the various communication
techniques such as advertising, personal selling, sales promotion, and public relations/product publicity available to a marketer that are combined to achieve
specific goals.

In the promotion mix advertising plays an important role. Any announcement or persuasive message placed in the mass media in paid or donated time or space
by an identified individual, company, or organization.

For advertisement to reach people mass media is essential, print media is one such medium which serves the purpose. The print media is not intrusive like radio
and TV, and they generally require some effort on the part of the reader for the advertising message to have impact. For this reason it is often referred to as high
involvement media'.

Since it is referred as high involvement media it demands greater conviction to make audience read the intended message. The message in print media is usually
through the use of characters and images.

Characters form the unit of the message therefore must be clear and appealing the two factors that can make or break the attention of the audience are Font
size (also referred as point) and font type which can be termed as “Font Effect”.

CSS defines the font size to be the size of the font when set solid. This means that the height of the font is the distance from the highest point in the highest
glyph to the lowest point in the lowest glyph

Font Type here refers basically to the presentation of characters and has been classified into simple that are easy to read and complex those are not very legible
An evaluation of popular print advertisements brought to notice that the font type and size varies to a large extent in print advertisements. A large part of the
print space remains unutilized still the fonts are not legible in terms of size and font type these observations led the researcher to consider the font effect in the
evaluation of print media.

Gary L. Clark, Peter F. Kaminski, Gene Brown uses Gunning's Fog Index to compare the readability levels of 101 trade journal advertisements to the readability
levels of articles in 13 trade journals randomly selected for analysis.iii

Steven B Leichter, Janice A Nieman, Robert W Moore, Peggy Collinsand Anne Rhodes conducted a study on the readability of written instructional materials
for diabetic patients ait argues assessment should be carried out by multiple formulas to produce a more representative index of reading difficulty than the
application of a single test.”

DC Spadaro, LA Robinson, and LT Smith described tests that provide relatively simple methods for assessing readability levels.”

RESEARCH METHODOLOGY

A preliminary study with 10 students was conducted to identify the constructs that might affect the reading decision of an advertisement by students. A
questionnaire was prepared and administered to 30 students the standard deviation of the responses was substituted in the formula

Sample size = ((Z* S)/e)?

The required sample size was 110.The questionnaire was analyzed using SPSS. The reliability of the questions was found to be .89 which is above .7 hence the
questions are reliable.

An exploratory factor analysis was done on the responses to find the predominant factors that affect the reading decision. The Kaiser-Meyer-Olkin Measure of
Sampling Adequacy had the value of .810 which is greater than .5 hence the sample was adequate for factor analysis. Three factors were extracted based on
Eigen values greater than 1.The factors were named Font Effect, Source Effect and Content Effect by the researcher after the analysis of the questions that
compose each factors

Next and experiment was conducted to test the font effect identified through factor analysis

PARTICIPANTS

A total of 30 participants, from the JSSCMS Mysore, completed a questionnaire for this experiment. The reason they were chosen were due to their aptitude to
look at the advertisement from the rational view and allocate score without biases.
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DESIGN

This study used two 2 (Font type: Times New Roman (Simple), Informal Roman (complex)) x 3 (font size: 8-point font (Small), 12-point font (medium), 16-point
font (Large)) within design. The dependent variable was rating score.

The study uses Factorial Design with two factors experimental design. This type of design is employed when we have two or more independent factors in the
present study font type and font size are the independent factors and the score is the dependent factor.

MATERIALS

Six custom made advertisements were created using the font size and font type combinations Containing same general content and format. The questionnaire
included rating those advertisements with maximum 10-point.

PROCEDURE

The study took place at JSSCMS in the SICE Campus Mysore. The 3 semester MBA class were included to participate in the experiment. The packs of
advertisements with different font type and size combinations were given to thirty students randomly. Each participant rated each advertisement that he/she
received.

Experiment took approximately ten minutes.

RESULTS

At 95% confidence level

Font size had a significant main effect, F = 231, p<.05; 16-point font (large) (M=7.3) was rated most positive.

Font type had a significant main effect, F = 61.5, p<.05; Times New Roman font (Simple) (M=4.867) was rated most positive.

The 2 (font type) x 3 (font size) has a significant interaction effect=4.455, p<=.05;

The advertisement with Times New Roman font (Simple) and 16-point font (large) (M=8.6) was rated most positive.

The means score plot shows a steep upwards bent as font size is increased from medium to large thus indicating the chances of reading an advertisement
increases drastically as font size is increased from medium to higher size.

| SSN 2231-5756

CONCLUSION

The study identifies three factors that influence the reading decision of an advertisement. The factors are font effect, Content Effect and Source effect. The study
also shows that large and simple font size and type combination are preferred by audience of a print advertisement. It brings into concern the complex font and
small font sizes used in many print advertisements to give additional information is not effective. Many observations showed that inspire of the existence of free
space small font sizes have been used instead the free space can be efficiently utilised for bigger font sizes.
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APPENDIX
TABLE 1: RELIABILITY STATISTICS
Cronbach's Alpha N of Items
.899 25
TABLE 2: KMO AND BARTLETT'S TEST

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .810
Bartlett's Test of Sphericity Approx. Chi-Square 296.833

df 15

Sig. .000

TABLE 3: ROTATED COMPONENT MATRIXA
Component
1 2 3

| prefer big font size in print advertisements 778
| prefer coloured fonts in print advertisements 718
| prefer simple fonts to complex fonts in an advertisement .891
| prefer newspaper advertisement than other print advertisements .758
| prefer magazine advertisement than other print advertisements 0.767
The paper quality decides my reading decision of an advertisement 0.657
The heading has an impact on my reading decision 571
| prefer images to text in a print advertisement .605
| like cartoon characters in an advertisement .559
Italics in an advertisement attract my attention .538
Bold letters in an advertisement attract my attention 771
Underlined letters in an advertisement attract my attention .853
The background colour of a print advertisement attracts my attention .630
The justification of text in an advertisement affects my reading decision 778
Highlighted text in an advertisement attracts my attention 718
The number of paragraphs in an advertisement have an impact on my reading decision .891
The spacing between the words have an impact on my reading decision .510
| prefer the pictures in an advertisement to be on the left side of the ad space 741
The headlines of the print ad should be attractive 0.784
The information in the ads should be of larger font 0.679
| don’t read print ads if it’s not in normal font. 729
The headlines in a print ad should be in large font size .842
The amount of information given in the ad should be less. .894
The emphasis of information should be only on key /attributes/USP points .526
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Estimated Marginal Means

TABLE 4

Tests of Between-Subjects Effects

Dependent wariable: Score

Twpe I Surm
Source of Sguare=s [=1g Mean Sguare F S5ig.
mModel BFs5. 2009 (=1 112533 206 909 oo
FontSize 1E59. 400 =2 24. 700 221 .000 ooo
FontTwvpe 22 533 1 22 533 B1 455 oo
FontSize = FontTwvpe 2.267 =2 1.68232 4,455 oz2z
Error =.200 =4 EET
Total E=24 000 =20
AH. R Sguared = 987 (Adjusted R Sguared = 9547
TABLE 5

Estimated Margimnal Means

1. FomSize

Cependent wariable. Scaoare

G952 Confidence Inters-al
FontSize LU E=T=T gl =tdd. Error Lowvwer BEournd Upper BEound
=rmall 1.=00 191 1.405 2195
hAediurm 2,900 131 Z.50o =295
Large F.=200 131 5. 90oS F.eg9s

2. FommtTwpe

DChependeaent wYariable Score

A5°% Confidence Intersal
FontType hMean =tol. Errar Lowwer Eourndd Ulpper Eaound
Simple 4 867 i ) = a4 5449 5139
Cormp e 2122 ASE Z2.211 2456

F. FontSize - Font Type

Cependeaent wWariable: Score

9520 CTonfidence Intercal
FontSize ForntType rMean =tcl. Errar Lowwer Eound Upper BEound
Srmall Simple 2. BO0 =2 A 2. 041 2159
Cormples 1.000 e | A a1 1.559
hAediurm Simple =400 271 Z.=241 2959
Zormples 2. 400 =2 A 1.241 2. 4959
Larao= Simple 2500 =21 =2.041 9,159
Cormples S.000 e | S.441 B5.559
FIGURE 1
Estimated Marginal Means of Score
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