GE-International Journal of Management Research
Vol. 4, Issue 4, April 2016

IF- 4.88

ISSN: (2321-1709)

© Associated Asia Research Foundation (AARF)
Website: www.aarf.asia Email : editor@aarf.asia , editoraarf@gmail.com

HAVE I SEEN IT? HAVE I NOT - A PERSPECTIVE ON AD AWARENESS OF
PERSONAL CARE PRODUCTS

Divya Soni
Assistant Professor
Management
New L J Commerce College, Ahmedabad

ABSTRACT
Most advertisers aim at creating advertisements that have a long lasting impression on the
minds of the viewers. Researchers have highlighted the importance of advertisement
awareness for long. The author throws light on the TV advertisement awareness of select
products. The category chosen for the research is personal care which is the most advertised
product category on TV. The three FMCG giants (HUL, ITC and P&G), which are the
biggest spenders on TV advertisements have been selected for this study. A survey of 512
respondents from the state of Gujarat was done. The findings provide interesting insights in
what the viewers see and what they remember of TV advertisements. This study is helpful in
understanding the advertisement effectiveness through advertisement awareness.
Key Words: TV advertisements, FMCG, Aided Advertisement Awareness, Unaided
Advertisement Awareness, Ad Spends.
Review of literature:
Researchers around the world have realised that memorability of TV advertisements is one of
the indicators of impact of advertisement. For evaluating advertisement it is important for the
ad makers to know, whether the advertisement has some connection with the target audience
or not. Advertisement awareness acts as an indicator of its success in influencing the viewer
and registering its presence. Various studies, some of them mentioned below, highlight the
same:
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Romaniuk, Sharp et.al (2004) in a study involving tracking data, observed that awareness
measures are used by most researchers to understand brand performance. The two highly
used awareness measures are brand awareness and ad awareness.
Heath & Nairn (2005) have observed that advertisement awareness is mostly measured by
asking if the respondent remembers seeing the select advertisement or not. The underlying
belief is that if the respondent remembers, the advertisement has had a long term effect on the
respondent’s memory. When the respondents remembers the ad, its influence on purchase
behaviour increases.
Alhaddad (2015) in his study states that advertising awareness significantly affects brand
image, brand equity and brand awareness. He further observes that awareness of
advertisement may enhance brand awareness and brand image.
This study attempts to study the advertisement awareness of select products. The sample size
was 512. The study was conducted in the period of 2014-15. The sample consists of 278
males and 234 females, in the age group of 17 to 22 years. The data was collected with the
help of a questionnaire. All the steps undertaken for the research are mentioned below:
Selection of Media of Advertising:
From all the other media TV was selected for this study. TV advertising in India has shown a
continuous rise. The amount of money spent on TV ads is increasing like never before. The
following figure will add more credibility to the statement.
Figure 1 Year wise Ad Spending (in Billion US Dollars) of India
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The impressive growth witnessed in TV advertising has given it a dominating position in the
entertainment industry with 45 % market share. Television and print are expected to remain
the largest contributors to the advertising pie in 2018 as well (CII- PwC). If the experts are to
be believed this growth with continue in the future and increase the market share to 50 % by
2018. This growth is accounted to many factors: Broad reach (India has world’s second
largest TV viewership market), enhanced memorability, ability to impact, DTH, better and
bigger TV screens, omnipresence of TV, increasing number of television channels,
entertainment carryover effect, highly preferred entertainment medium, possibility of
demonstration, ample scope for creativity, universal appeal etc.
Selection of Product category:
The next step was selection of product category for the study. Compared to all the other
categories, the highest spender on TV ads was the FMCG segment. Sarkar (2015) has stated
that ad spends on TV have shown a steep rise of 21% in the period of January to June,
2015.TV ad spends have hit a total revenue of Rs. 8,200 crores. The following table shows
how FMCG accounts for highest ad spends on TV.
Table 1 Big Spenders on TV
Category

2014 (Contribution)

FMCG_HH

29.5%

FMCG_Personal Care

16.2%

Ecomm( Including telecom, internet, DTH)

13.6%

Auto companies

7.2%

HH Durables

4.1%

Political Ads

2.3%

Travel and Tourism

1.5%

Source: Pitch Madison Media Advertising Outlook 2014.
As per TAM AdEx reports a hike of 13% was seen in TV advertising volumes of personal
care sector during Q1 of 2014 compared to Q1 of 2013. The personal care market in India is
of about Rs. 30,000 crores. Pitch Madison (2014) reports that, FMCG continues to be the
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biggest spender on television, accounting for over 50% of the ad spends. FMCG, E
commerce companies and Auto companies were the three biggest drivers behind the steep
increase in TV ad spends in the year 2015. The second highest advertised category of product
for 2014, was Personal care category. Personal care in FMCG was selected for this study as it
shows the highest growth of TV ad spends.
Brand Selection:
This step involved selection of the brands from the personal care category. The selection of
brands was done based on two criteria. Figure 2 states the criteria for selection of brands.
Figure 2 Criteria for Selection of Brands

Ad Spends

New Product

• The organisations which spent most on TV
advertisements were the natural and logical choice
for the purpose of this study.
• Organisations:
• - HUL
• - ITC
• - P&G
• Only those products which were launched in the
recent past were selected, to effectively measure
communication effect.
• Products
• -Close-up Diamond Attraction
• -Ponds Men Face Wash
• -Vivel Bathing Soaps
• -Engage Deo Sprays
• -Vicks Multi Pain Relief Gel

Criteria 1- Advertisement Spends:
To identify the highest advertisement spenders of the year extensive search was done. The
sources which are considered credible for advertising data were referred. As per TAM AdEx
(year2013) the list of companies which were the top 5 advertisers on TV were:
1. Hindustan Unilever
2. ITC.
3. Cadburys India.
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4. Reckitt Benckiser (India).
5. Procter and Gamble.
From the above mentioned companies, three were selected, namely Hindustan Unilever, ITC
and P&G.
Criteria 2 - Latest/ new product launched by the company:
After identifying the highest advertisement spenders the next logical step was to identify the
brands. In order to actually measure the impact of an ad only those ads and brand should be
chosen which have been launched recently. When some brand is recently launched its
communication effects can be measured in a better way. Thus products which were recent
launches of the three highest advertisement spenders, namely HUL, ITC and P&G, were
selected:
Figure 3 Brands
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Ad Selection:
In this step those TV advertisements (of selected brands) which were aired nationally during
the period of the study were selected. The selected ads were (URL included in references):

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE-International Journal of Management Research (GE-IJMR) ISSN: (2321-1709)
293 | P a g e

1. Close-Up Diamond Attraction:
The advertisement of this brand shows
a couple dancing on a dance floor,
mesmerized by the white glow on the
models teeth. The emphasis in this
advertisement is on the sparkling white
teeth which are shown glowing. Also the commercial uses a musical appeal,
the models are young, stylish, and are seen dancing together.
2. Ponds Men’s Face Wash:
This product is endorsed in India by
bollywood actor Varun Dhawan. The
commercial shows how at the end of
the day his face looks dull, which when
washed with ponds face wash, is charged with its unique coffee bean formula.
3. Vivel Soaps:
The commercial shows a woman, who
keeps getting kisses throughout the
advertisement. She is being kissed for
her beautiful skin, after the use of Vivel
soaps.
4. Engage Deo Sprays:
This offering of ITC is for both the
sexes in form of Engage Deo Sprays.
The following advertisement shows a
couple dancing on the escalator,
mesmerized in each other’s company.
The advertisement has a sex appeal, which is enhanced by a catchy musical
background score.
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5. Vicks Multi Pain Relief Gel:
The product is endorsed by India’s
famous youth icon and celebrated
cricketer, Virat Kohli. In the following
advertisement, Virat is shown tired
after a match and his mother applies
Vicks Multi Pain Relief Gel.
Findings and Analysis:
The respondents were asked to quantify the amount of television viewing. The responses of
the respondents can be known form the following figure
Figure 4 Time Spent on Television Viewing
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Figure 5 Comparison of Aided and Unaided Advertisement Awareness
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Figure 5 shows that as far as advertisement awareness goes, Engage Deo Sprays and Pond’s
Men’s Face Wash have satisfactory level. The performance as far as advertisement awareness
goes is almost same for Closeup Diamond Attraction and Vicks Multi Pain Relief Gel. The
least aided awareness was seen for Vivel, the respondent felt they had seen the ad, when they
actually had not.
In order to understand the level of advertisement awareness respondents were asked if they
had seen the TV advertisement of select products (unaided recall). The respondents who
answered in affirmative were further asked to select the statement that best described the TV
advertisement of select products (aided recall). The respondent was given three statements of
which one was correct and two were incorrect. The statements were such that some of them
also described ads of other brands, which were similar. To understand the results of level of
TV advertisement awareness, a cross tabulation was done. This cross tabulation classified the
respondents into four categories. For the purpose of the study, four categories were developed
and named as under:
A. The Savvy: This category represents those respondents who had seen the
advertisement of brand and remembered it, without being given any
cue/hint. They also correctly remembered the advertisement, and they gave
a right answer when given a cue/hint (i.e. in unaided and aided recall). (In
the table this category is shown where the aided and unaided recall is YesYes)
B. Aware: This category represents those respondents who could not recall
the advertisement without a cue/hint. But could recall the advertisement
with some help in form of cues. (In the table this category is shown where
the unaided recall is absent but the aided recall is present No-Yes).
C. Wrong number: This category represents those respondents who were
mistaken and unaware. They believed they were aware of the
advertisement. When asked whether they had seen the TV advertisement,
they answered in affirmative. But when they had to choose the correct
statement, they could not give the right answer. (In the table this category
is shown where unaided recall is present but the aided recall is not there
Yes-NO).
D. The Know not: This category represents those respondents who were
completely unaware of the advertisement of the brand. They could not
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remember the ad and even after being given a cue, they could not answer.
(In the table this category is shown where the unaided as well as the aided
recall is absent No-No).
The cross tabulation can help in identifying how many respondents fall in each category for
all the five products. The best position for an organisation would definitely be the Highly
Aware, followed by Aware, Misinformed and Unaware.
Following tables show us the level of advertisement awareness for each brand:
Table 2 Closeup Diamond Attraction
•The Savvy

•Aware

•Wrong
Number

291

149

40

32
•The Know
Not

Closeup Diamond Attraction Toothpaste, though launched in 2014, enjoys a good level of
advertisement awareness. 291 respondents showed both types of advertisement awareness
.i.e. they could recognize the advertisement without a cue/hint and even when given a cue. .
However, there are 149 respondents which have not seen the advertisement but feel that they
might have seen the advertisement, they fall in the category of Misinformed. We can assume
that the Wrong Number respondents may have recalled some advertisement of Closeup, but
not of Diamond Attraction. 40 respondents showed aided awareness, i.e. they could identify
the advertisement only after being given a cue/hint. Thus, a good 331 respondents know the
advertisement of this brand. The reasons behind this awareness could be the fact that it is an
extension product. Close up is a very popular toothpaste brand of India. Its new offering in
form of Diamond Attraction is also receiving good attention. Also the advertisement does not
use any celebrity endorser, or an Indian context. Still it seems to have left an impact on the
memory of respondents.
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Table 3 Pond’s Men’s Face Wash
•The Savvy

•Wrong
Number

254

112

97

49

•Aware

•The Know
Not

As we can see in the above table, 254 respondents (50 %) fall in the category of The Savvy
and 49 respondents (9%) fall in the category of The Know Not. The awareness level of this
new face wash is good. Interestingly as many as 97 respondents (19%) fall in Aware
category. We can assume that the category of aware customers could recognise the
advertisement when an important cue of Varun Dhawan was given. This cue helped them
recall the advertisement which they could not recall without any aid. It also highlights the
importance of celebrity endorsements. The concern area is the categories of Know nots and
Wrong numbers (which has 112 i.e.22% respondents).
Table 4 Vivel Soaps
•The Savvy

•Aware

•Wrong
Number

219

220

30

43
•The Know
Not

As we can see in the above table, 219 respondents (43%) fall in the category of The Savvy
and 43 respondents (8%) fall in the category of Know Nots. There is a very large section of
220 respondents (43%) who fall in the category of Wrong Numbers. They think they have
seen the advertisement but cannot recall the advertisement. There can be many reasons
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behind this large section of Wrong Number respondents, like the current advertisement is not
effective enough to attract attention, or they remember a previous advertisement or they have
confused the brand with some other brand of soap etc.
Table 5 Engage Deo Sprays
•The Savvy

•Aware

•Wrong
Number

350

95

48

19
•The Know
Not

As we can see in the above table, Engage Deo Sprays enjoys a very good level of
advertisement awareness. 350 respondents (68%) fall in the category of The Savvy and 48
respondents (9%) do not recall the advertisement without a cue but can recall after being
given a cue. The organisation’s main concern should be the category of The Know Nots with
19 respondents (4%) and the category of Wrong Numbers with 95 respondents (19%). The
reasons behind the excellent level of advertisement awareness of a product, which has been
launched only in 2013 could be many. The increasing interests of youngsters in self grooming
has made this segment thriving. This brand uses a strategy involving, use of sex appeal, a
musical background score, which seemed to have struck the right cord with its target
customers. Also this segment has been wrongly associated with males only. With Engage, the
focus has shifted from the only male category positioning. Engage has used the positioning of
being a brand for couples. This strategy seems to be doing wonders for ITC.
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Table 6 Vicks Multi Pain Relief Gel
•The Savvy

•Wrong
Number

286

143

57

26

•Aware

•The Know
Not

As we can see from the above table, 286 respondents (56%) fall in the category of The Savvy
and 57 respondents (11%), fall in the category of Aware. However, there is a gap where, 143
respondents (28%) who think they have seen the advertisement, but are Wrong Numbers. We
may assume that when the respondents were asked to recall Vicks Multi Pain Relief Gel, they
may have just read Vicks and would have given their answers.
Recommendations:
Closeup Diamond Attraction has a very good level of advertisement awareness. Thus, the
brand is attracting attention, though the brand is not very aggressively promoted. The product
advertisement is shown on limited channels, mostly English channels. The advertisement
should be shown across general entertainment channels. This product is a cross over between
oral care segment and beauty segment. The uniqueness of the product, as claimed by the
brand has not come across. The target audiences should be demonstrated the uniqueness of
this product, which is created by cosmetic dentists.
Pond’s Men’s Face Wash has been able to attract a lot of attention since its launch. This
product category is the most recent one. Male grooming products are showing an increasing
presence and demand. This is the best time for the brand to establish itself. The brand,
basically, being a male product, has attracted more attention from the females. It may be said
that the brand ambassador, though popular among all youngsters, has attracted more attention
of the fairer sex. It may be suggested that the advertisement should have a female character to
attract male attention. The brand also needs to work on improving the attitude towards the
brand.
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Vivel Soaps enjoys good levels of awareness. In the top of the mind awareness, this brand is
sharing space with stalwarts, who have been in business for decades. The repositioning of the
brand seems to be working. However, the brand needs to improve the attitude towards the
brand. The brand must focus of creating some differentiation, which helps in attracting more
attention and demand. The advertising needs to done on a continuous basis. In the personal
care product category continuous advertisement campaigns can help even new brands to lead
the markets. This brand primary uses female appeal. The brand seems to be focusing on
female consumers. It is suggested that the brand may use a unisex appeal to attract male as
well as female consumers.
Engage Deo Sprays have been very impressive in its short journey. The brand has good
awareness levels, and favourable attitude towards the brand. The positioning of Engage is
very different from its counterparts, seems to be going the right way. Where most brands, in
this male dominated segment are offering products for the males or the females, Engage has
made an appeal for both. The advertisement has become very successful, the background
score and the images have had an impact on the viewers. The example of Fogg brand has
made it clear that right positioning and advertising can turn new brands into market leaders.
Thus, aggressive advertising with multiple advertisements (with the current elements of sex
appeal and music) may further improve its popularity.
Vicks has probably the highest popularity as a household brand. Vicks Multi Pain Relief Gel
though new has attracted good amounts of attention. This brand though popular, will have to
advertise and let people know that Vicks also has a solution for body pain. The rub market of
India is one of the biggest markets. To leave a mark and attract attention, when other brands
are enjoying immense popularity, the positioning of the brand has to be worked on. The
choice of brand ambassador though apt, the advertisement campaign compared to others is
the least impressive. The advertisement can hardly be seen on TV. The use of the brand and
its benefits needs to be highlighted, to enjoy the carryover benefit of the brand name – Vicks.
References:



Alhaddad, A. A. (2015). The Effect of Advertising Awareness on Brand Equity in
Social Media. International Journal of E-Educaiton, E-Business, E- Management
and E-Learning.



Closeup. Retrieved from https://www.youtube.com/watch?v=l6VqjsHfuyo



Engage. Retrieved from https://www.youtube.com/watch?v=6iHGO8w6Vjo

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE-International Journal of Management Research (GE-IJMR) ISSN: (2321-1709)
301 | P a g e



Indian Entertainment and Media Outlook (2014). CII-PWC.



Media Advertising Outlook (2014). Pitch Madison



Nairn, H. (2005). Measuring Affective Advertising Implications of Low Attention
Processing On Recall. University of Bath School of Management.



Romaniuk, J. S. (2004). Romaniu Brand and Advertising Awareness: A
Replication and Extension of a Known Empirical Generalisation. Romaniuk, J.,
Sharp, B., Paech, S., & Driesener, C. (2004). Brand and Advertising Awareness:
Australasian Marketing Journal, 70-80.



Ponds. Retrieved from https://www.youtube.com/watch?v=hQOwnrBlyak



Sarkar, J. (2015, September). TV Ad Spends Increases by 21% in Jan-June 2015.
Times of India. Retrieved from http://timesofindia.indiatimes.com/business/indiabusiness/TV-ad-spends-increase-by-21-in-Jan-June2015/articleshow/48781950.cms



TV Advertising Spending in India from 2006 to 2016. (2015). Retrieved from
http://www.statista.com/statistics/314690/tv-ad-spend-india/



Vicks

Multipain

Relief

Gel.

Retrieved

from

https://www.youtube.com/watch?v=HCL6-I4pGdk


Vivel. Retrieved from https://www.youtube.com/watch?v=SxZ18FrTidl

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories.

GE-International Journal of Management Research (GE-IJMR) ISSN: (2321-1709)
302 | P a g e

