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ABSTRACT 

 

The aim of this research is to analyze the effectiveness of print advertising, to the male audience 

of today, by studying the various factors that results in advertisement recall and popularity of the 

medium amongst the male audience. To fulfill the objectives of the study, an exploratory and 

causal research had been carried out. This study would largely benefit those male oriented target 

consumer industries and companies, as the study would provide an insight into the right medium 

for advertising. Findings of the study suggest that companies should focus their advertising 

around the interests of their target audience, as this greatly impacts the reception of 

advertisements, more so than frequency of viewing the advertisements. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

ACKNOWLEDGEMENT 

 

The success of this project is through the guidance of Professor Ms. Julie Vardhan, without 

whom this project would not have reached its fullest potential. I would also like to thank Manipal 

University, Dubai Campus, and in particular the Department of Media and Communications, 

from which I was nurtured, educated, molded and taught to always give my best. The steady 

support from the university, Department of Media and Communications, and it’s faculty have 

provided me with the required tools and opportunities to help me reach my current potential and 

have taught me to push on further to reach my fullest. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

Table of Contents 

 

 

 

Abstract                                                                                                                                          iv 

 

Acknowledgement                                                                                                                          v 

 

Table of Contents                                                                                                                          vi 

 

List of Tables                                                                                                                                vii 

 

 

 

CHAPTER I                                        INTRODUTION                                                              1 

CHAPTER II                         THEORETICAL BACKGROUND                                             4 

 

CHAPTER III                         RESEARCH METHODOLOGY                                             13 

 

CHAPTER IV                     ANALYSIS AND INTERPRETATION                                      16                                                                                              

 

CHAPTER V                            LIMITATIONS OF THE STUDY                                          40   

 

CHAPTER VI                                      CONCLUSION                                                             41 

 

REFERENCES 

 

APPENDIX 

 

 

 

 

 

 

 

 
 

 
 



List of Tables  

 

  

 
S. No.                                       Title                         Page No. 

  
 

1.                                                  Table.1. Age                                                                      16           

 

2.                                                  Table.2. Observatioins-Batch-1A                                     16 

 

3.                                                  Table.3. Observations-Batch-1B                                       17 

 

4.                                                  Table.4. Observations-Batch-2A                                      18 

 

5.                                                  Table.5. Observations-Batch-2B                                       19 

 

6.                                                  Table.6. Medium                                                               20 

 

7.                                                  Table.7. Print Medium Duration                                       21 

 

8.                                                  Table.8. Interest                                                                22 

 

9.                                                  Table.9. Source of Interest                                                23 

 

10.                                                  Table.10. Advertisement Recall                                  24-26 

 

11.                                                  Table.11. Ted Baker Ad Recall                                         28 

 

12.                                                  Table.12. Samsung Galaxy Ad Recall                              28 

 

13.                                                  Table.13. Guess Ad Recall                                                28 

 

14.                                                  Table.14. Billabong Ad Recall                                          29 

 

15.                                                  Table.15. Emporio Armani Ad Recall                              29 

 

16.                                                  Table.16. Marks & Spencer Ad Recall                             29 

 

17.                                                  Table.17. Fitness First Ad Recall                                      30 

 

18.                                                  Table.18. Airplay Ad Recall                                             30 

 

19.                                                  Table.19. Lulu Ad Recall                                                  30 

 



20.                                                 Table.20. Al Wasl, Charter and Fishing Ad Recall           31 

 

21.                                                 Table.21. Oasis Palm Ad Recall                                        31 

 

22.                                                 Table.22. Gulf Gate Hair Fixing Ad Recall                       31 

 

23.                                                 Table.23. Tour Dubai Sahara Ad Recall                            32     

 

24.                                                 Table.24. RockportAd Recall                                            32 

 

25.                                                 Table.25. Seiko Ad Recall                                                 32 

 

26.                                                 Table.26. Elite Model Look Ad Recall                              33 

 

27.                                                 Table.27. Orient Star Ad Recall                                         33     

 

28.                                                 Table.28. Casio Ad Recall                                                 33 

 

29.                                                 Table.29. Diesel Ad Recall                                                34 

 

30.                                                 Table.30. Raymond Weil Ad Recall                                  34 

 

31.                                                 Table.31. Rivoli Ad Recall                                                34     

 

32.                                                 Table.32. Overall Factor Distribution                                35 

 

33.                                                 Table.33. Factor Distribution-Batch-1A                            35 

 

34.                                                 Table.34. Factor Distribution-Batch-1B                            36 

 

35.                                                 Table.35. Factor Distribution-Batch-2A                            36    

 

36.                                                 Table.36. Factor Distribution-Batch-2B                            37 

 

37.                                                 Table.37. Recommend                                                       39 

 

 

 

 

   



                               

 

 

 

 

 

 

 

 

 

 

 

 



P a g e  | 1 

 

 | EFFECTIVENESS OF PRINT ADVERTISING AMONG MALE AUDIENECE  
 

INTRODUCTION 

In a fast-paced global economy, where businesses are developing, growing, maturing and falling, 

each demand for some form of their consumers attention. Today’s economy see’s a ‘perfectly 

competitive’ market. A perfectly competitive market is one where in there are many buyers and 

sellers, with many products that are similar in nature, and thus have many substitutes. This 

means that if a consumer does not wish to purchase a product from one producer, due to various 

reasons, there are many other options available to the consumer, for them to satisfy their needs. 

This situation has thus resulted in the development of a number of theories, tactics, tools and 

techniques to combat this problem and find a solution.  

However, just as the various businesses are evolving, so are its consumers. Consumers today are 

no longer passive. News and information about the world and its happenings are at the finger tips 

of modern society, as the wave of technology and the online space becomes an added addition to 

the mix of traditional mediums of information, i.e. radio, print, television and outdoor. 

Technological advancements have, therefore, not only increased the rate and ease of accessibility 

of information, but have also created a platform from which consumers are now able to make a 

more conscious effort in being aware of their purchase. This has resulted in a smarter, more well-

informed, consumer who would no longer be directly influenced by the old techniques of 

marketing. Yesterday saw the age of consumers searching for companies to satisfy their needs. 

Today sees companies searching for consumers to buy their products. 

Hence, with the growth of business and the age of technology, the struggle for the consumer’s 

attention has reached new highs. The outcome of this ‘information overload’ for the consumer 

has inevitably caused them to react in an unconscious manner, wherein consumer would function 

on what is called ‘automatic pilot’ mode, selectively taking in those information they see of use 

or interest to them. Influencers of purchase have therefore, more so, become the consumers.  

One solution, (a tactic that has existed for some time, but is more in force today) to the issue of 

this tug-of-war, is to reach out to a select few or the main target audience. Companies are now 

searching for newer avenues to reach out to their consumer and advertise their products and 

services. Most companies are largely getting integrated with the online platform, to further the 

effectiveness of their campaigning on traditional media, with the added new media. 

Additionally, in this scenario of competition, there is a rise in the emergence of new sectors in 

society. Due to exposure of information and increased availability of choice, consumers have 

become more specific with their wants and needs. As society develops, so do the individuals in 

it. Representation of the male and female gender in the current media has seen a drastic change 

from the past, with regards to the way society recognizes the needed characteristics for both 

genders. The stereotypical man of the past who was defined by words such as ‘strong’, ‘rugged’, 

‘macho’, ‘hard-working’ and the ‘breadwinner’ of the family, is now being defined by words 

such as ‘sensitive’, ‘intelligent’ and ‘charming’. This change in perception of stereotypes has 
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resulted in the emergence of a new section in society, the ‘metro-sexual’ man. The new age of 

the ‘metro-sexual man’, who is aware of his looks, sees just as much need to take care of his 

looks as women do. It is necessary to take note that these changes were not only because of the 

media, but because of the change in times. 

This puts the companies in a rather advantageous position, as the market becomes even more 

selective. Businesses can now accurately target their audience, therefore fulfilling the specific 

needs of the consumer and increase their overall profit. Conversely however, if businesses do not 

use the new available mix of mediums today to its fullest potential, their campaigning would 

backfire, resulting in no obvious change in sales, or even decline. 

 

1.1. Need for study 

We therefore come to a conclusion that there are many opportunities and platforms for 

companies to their selected target audience; however, which would be the most effective medium 

for doing so?  

An advertisement is said to have been effective if the audience, at a minimum, remembers the 

name of the brand, the product or some feature that would have stood out in the advertisement. 

While there has been in-depth research carried out on the subject of recall of advertising through 

various mediums, especially online and gaming advertising, and the development of today’s 

society, in particular the metro-sexual man, there is a lack of research that has been conducted on 

the effectiveness of advertising to the male audience through the specific medium of print 

advertising, as a pose to other forms of media advertising. 

The aim of this research is to therefore analyze the effectiveness of print advertising, to the male 

audience of today, by studying the various factors that results in advertisement recall and 

popularity of the medium amongst the male audience. 

This study could largely benefit those companies who are targeting the male audience, as the 

study would provide an insight into the right medium for advertising. 

 

1.2. Objectives 

Following are the research questions that are posed by the study, on the basis of which research 

has been carried out, to find answers to them and gain insight: 

Q1- Should companies place advertisements in print? 

Q2- What factors influence the effectiveness of print advertisements? 
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Q3- What frequency of advertisement best helps in print advertisement recall? 

Q4- Does other context surrounding/in close proximity with the advertisement effect the 

influence of the advertisement? 

Q5- What factor has the most impact with regards to advertisement recall? 
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THEORETICAL BACKGROUND 

Learning 

From the previous section, we therefore see that for an advertisement to be effective, at the most 

basic level, some aspects of an advertisement need to be recalled by the target audience. This 

recall of advertisements is a resultant of a step-wise process of interpretations. 

Learning has been defined as a relatively permanent change in behavior or mental state based on 

various experiences. This means that an individual learns through experiences which result in a 

change of behavior, such as change in response to a particular situation, object or event, and 

change in the mental state, such as one’s knowledge, attitudes and beliefs. This change is said to 

be ‘relatively permanent’, suggesting that an individual’s learning is not static, but rather 

continuous, as future learning can alter past changes that resulted through prior learning 

experiences. 

“I believe that (the) educational process has two sides – one psychological and one 

sociological…profound differences in theory are never gratuitous or invented. They grow out of 

conflicting elements in a genuine problem.” – John Dewey, In Dwrokin, M. (1959) Dewey on 

Education pp.20, 91 

People have been trying to understand learning for over 2000years. Learning theorists have 

carried out a debate on how people learn that began at least as far back as the Greek 

philosophers, Socrates (469 - 399 B.C.), Plato (427 - 347 B.C.), and Aristotle (384 – 322 B.C.). 

The debates that have occurred through the ages reoccur today in a variety of viewpoints about 

the purposes of education and about how to encourage learning. The nineteenth century brought 

about the scientific study of learning. Working from the thoughts of Descartes and Kant, and 

especially the influence of Charles Darwin, psychologists began conducting objective tests to 

study how people learn, and to discover the best approach to teaching. The 20
th

 century debate 

on how people learn has focused largely on behaviorist vs. cognitive psychology. Psychologists 

have asked, “Is the human simply a very advanced mammal that operates by a stimulus response 

mechanism, or actually a cognitive creature that uses its brain to construct knowledge from the 

information received by the senses?” (Hammond, Austin, Orcutt and Rosso, How People Learn: 

Introduction to Learning Theories, Standford University School of Education, p.2 to p.5) 

Behavioral Learning Theory vs. Cognitive Learning Theory 

Two schools of thought had therefore emerged from the Learning theory: the Behavioral learning 

theory and the Cognitive learning theory. 

Behavioral learning theory, also known as the Environmental learning theory states that changes 

in the individual’s behavior or mental state is in response to something in the environment. 

Therefore, by controlling the environment, one’s learning can be controlled. Only those 
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behaviors we can directly observe, are therefore, worthy of study. Behavioral learning theory 

was further divided into two categories on the basis of the various theories that surrounded it; a) 

Classical Conditioning and b) Operant Conditioning. Classical Conditioning stated that learning 

took place through the linking of two stimuli in a way that helps one anticipate an event to which 

there is a reaction. Operant Conditioning, on the other hand, states that learning takes places 

when there is a change in behavior that results from choices in response to consequences. 

Behavioral theories were the main tool for psychologists from the 1960s to the 1980s. The basic 

premise of behavioral theories is that human nature is completely reliant on the environment. 

Modern psychologies have since abandoned behavioral theories for the most part, because these 

theories are severely limited. (Damon Verial, eHow Contributor) 

The following are the basis for which the Behavioral theories were rejected: 

a) Ignorance of genetics: behavioral theories completely rejected the idea of genetics having an 

influence on human behavior.  

b) Generalization: psychologists that developed behavioral theories backed these theories on 

experiments containing stimuli that are not easily relatable. These experiments consisted of 

artificial environments that were constructed to condition subjects into associating these 

normally not relatable stimuli, such as food and electric shock. The psychologists then 

generalized their results to all sets of stimuli, no matter how easily the relationships between 

these stimuli were made. The limitation in this case was that such a generalization could not 

scientifically follow such experiments. 

c) Cognitive Issues: behavioral theories also ignore the cognitive aspects of human psychology. 

Since behavioral theories take into consideration only those elements that are directly 

observable, ideas like memory and thought processes cannot enter the behavioral explanations of 

human actions. 

d) Psychopathology: because these behavioral theories treat the human mind as a ‘black box’, 

they have no place in explaining diseases that are associated with abnormal thought processes 

such as schizophrenia. Behavioral theories can therefore not assist in the treatment processes of 

those mental diseases. 

Two events marked the transition from a radical behavioral or environmental perspective on 

learning to one that involved cognition. The first event was when Noam Chomsky published a 

critique of Skinner’s perspective on language development. Skinner proposed that all language 

was learned through conditioning; Chomsky proposed that the high degree of creativity, diversity 

and inconsistency in any individual’s language negated a strictly behavioral approach. The 

second event that marked this transition was the development of the computer as a way to 

process information. This led to the recognition that information can be transformed in 

representation, processed, and reproduced in the original form. Researchers and scholars used the 
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computer as a metaphor for conducting research on the mental processes viewed as inaccessible 

by behaviorists. 

Cognitive theory is a learning theory of psychology that attempts to explain human behavior by 

understanding the thought processes. The assumption is that humans are logical beings that make 

the choices that make the most sense to them. This theory is greatly concerned with the topics of 

memory, problem solving, decision making and intellectual skills; all activities that are internal 

and unique to an individual. 

Memory 

Memory refers to the process by which individual’s take in information they receive from the 

outside world, impart meaning to it and store it in our brain. It is that information processing 

movement from short-term to long-term storage that depends on rehearsal and encoding. 

From an information processing perspective, there are three main stages in the formation and 

retrieval of memory: 

a) Encoding: also called registration, refers to the receiving, processing and combining of 

received information from the environment. 

b) Storage: creation of a permanent record of the encoded information. 

c) Retrieval: recall or recollection of stored information in response to some cues for use in a 

process or activity. 

In 1968, Atkinson and Shiffrin proposed a classic model of memory, called the ‘multi-store 

model’. This model, which is sometimes referred to as the modal model or the dual process 

model, broke down the various stages and elements involved in information processing. 

According to this model, information from the environment is first detected by our sense organs 

and enters the Sensory Memory. If attended to, this information then gets transferred, or moves 

to, the Short-Term Memory. Information from the Short-Term Memory is then transferred to the 

long-term memory, only if that information is rehearsed. If rehearsal does not occur, then 
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information is forgotten and lost from the Short-Term Memory, through the processes of 

displacement or decay. Information is then retained in the long-term memory in the form of a 

schema, which is a total package of associations. This information is stored episodically, by 

order in which it is acquired and/or semantically, according to significant concepts. Once in the 

long-term memory, information can then be retrieved. 

Following are the duration, capacity and encoding of information for the various stages of 

memory: 

a) Sensory Memory: duration, ¼ to ½ second; capacity, all sensory experience; encoding, sense 

specific (e.g. different stores for each sense) 

b) Short-Term Memory: duration, 0 to 18 seconds; capacity, 7 +/- 2 items; encoding, mainly 

auditory 

c) Long-Term Memory: duration, unlimited; capacity, unlimited; encoding, mainly semantic (but 

can be visual and auditory) 

However, just because information is stored in the Long-Term Memory, it does not guarantee 

that one would be able to easily recover information from long-term storage. Instances of 

‘forgetting’, which refers to failure of the retrieval system, may occur when information in the 

Long-Term Memory has not been accessed over a long period of time. Another instance wherein 

retrieval may be an issue could be due to the cause of ‘interference’, where new learning 

interferes with old learning. 

Fight for Attention and Automaticity 

With the rise of competition in the market today, companies now seek the help of professional 

advertising agencies even more so to gain the attention of their audience. Today we live in a 

world filled with gadgets, electronic devices and information at our finger tips. These resources 

are enjoyed by the consumer to its fullest and are used as a tool for success by companies. This 

phenomenon has not just taken over our work, but also the way we function on a daily basis. For 

every small action, we rely on any particular gadget to help us fulfill these tasks at hand. 

Companies all over the world are finding ways to use this dependence of the consumer on 

electronic devices, to their advantage. The age social media and the age of electronics, the smart 

phone and the internet, had resulted in a significant shift in the marketing cycle. The new-age 

consumer does not approach companies anymore; the companies approach them. Social media 

websites such as Facebook, LinkedIn, Twitter, MySpace etc. have given consumers a platform to 

be exposed to and get more information about the world and the various brands available. This 

has resulted in a rise of competition between companies to win over their consumers. 

Besides the new platform and the integration of both players of the market involved in it, we find 

another topic of concern which is directly related. As companies try to gain more and more 
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attention of their consumers, their consumers are more likely to receive their information less 

willingly. ‘Automatic-pilot’ or ‘Automaticity’ is what media literates use to explain how society 

processes information today. Individuals were always accustomed to take in information they see 

fit, or of interest. As a new medium of online, was introduced to the medium mix of print, radio, 

billboard and television, there was a sharp rise in the amount of information that consumers 

received on a daily basis. While this new avenue of reaching out, advertising and campaigning to 

audience was seen as a golden opportunity, it posed a threat. Individuals today are more likely to 

not register have the information they receive due to ‘information overload’. That is, to cope 

with the amount of information present today, individuals put themselves on a daily habit which 

helps them to cope with the amount of information they receive. Therefore, if an individual is 

accustomed to getting up in the morning, having a cup of coffee and listening to the radio, s/he 

will not change their routine mid-way and not listen to the radio. Conversely, if the individual is 

accustomed to reading the newspaper and not listen to the radio in the morning, s/he will 

disregard the radio and attend to only that medium they are habituated to, regardless of whether 

or not the radio may or may not be playing in the background. 

Literature in advertising and Information Systems suggests that advertising in both traditional 

media and the Internet is either easily ignored by the audience or is perceived to have little value. 

Bogart (1985) argued that chances of careful processing of advertisements are lowered by the 

high number of advertisements competing for individuals’ attention on a daily basis. Limited 

time and mental resources make it difficult for the audience to dedicate sufficient attention to 

most advertisements. The development of the Internet is resulting in great growth of online 

advertising. This is making the competition for attention more intensive. The intrusive tactics 

advertisers employ when competing for consumers’ attention can be “annoying” to the 

audiences. Consequently, studies tend to show a generally negative public attitude towards 

advertising. However, the above findings are not sufficient to deny the value of advertising as a 

vehicle of conveying information to the intended audiences. Ducoffe (1996) argues, “The vast 

majority of advertising exposures reach individuals when they are not shopping for the product 

or service being advertised, so most messages are simply not relevant to consumer concerns at 

the time of exposure”. Therefore, the importance of an advertising strategy that caters to 

consumers’ needs has emerged. (Wang, Zhang, Choi and D’Eredita, Understanding Consumer 

Attitude Toward Advertising, Syracuse University, 2002, p.1143) 

From previous studies, we find the following factors to be the reason for recall rate of an 

advertisement. They are: medium through which the advertisement is shown, frequency of 

viewing the advertisement, target audience and their interest in the advertisement, stimulus 

(visuals, audio, smell etc.), text/copy crafted, company popularity, advertisement placement in 

magazine, colour combination, graphics, celebrity endorsements, model used, product features, 

emotions shown through the advertisement and finally price of the product, if shown, in the 

advertisement. 
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Brand Loyalty vs. E-Loyalty 

 “When consumers hear about a product today, their first reaction is ‘Let me search online for 

it.’ And so they go on a journey of discovery: about a product, service, an issue, an opportunity. 

Today you are not behind your competition. You are not behind the technology. You are behind 

your consumer.” – Rishad Tobaccowala, Chief Strategy & Innovation Officer, VivaKi  

Brand loyalty has been the traditional aim for most marketers since time immemorial. It refers to 

the consumers’ commitment to purchase and repurchase only a particular brand of a company 

and choose to ignore all other competition. In an ideal situation, this would be possible. 

However, with more and more tools at the hands of the company and modes of information 

gathering by the consumer, competition is vastly increasing. Today, a new element of importance 

has come into play that makes the whole game of advertising and marketing different and 

tougher, ‘e-loyalty’. With the rapid growth of E-commerce and online consumer shopping 

trends, the importance of building and maintaining customer loyalty in electronic marketplaces 

has come into sharper focus in marketing theory and practice. (Eberly College of Business and 

Information Technology, Indiana University of Pennsylvania, U.S.A.) 

Google had conducted a study to find out the various ‘Moment’s of Truth’, that is when a 

consumer makes their decisions to purchase or not to purchase a product. These decisions are 

based on various ‘mental models’. Mental models are explanations and representations of the 

thought process of an individual. Based on these models, an individual shapes their views and 

ideas about the world. With these mental models, individuals then accordingly tackle a particular 

task at hand in certain ways. Their behavior is therefore shaped on these mental models. 

For a very long time, the perceived mental model of a consumer on the process of buying was 

conceptualized as the following: 

 

 

 

 

 

Stimulus: The consumers initial exposure to the product. Example, Consumer ‘X’ watches 

advertisement for brand ‘Y’ on television. Consumer ‘X’ likes the advertisement they are 

exposed to 

First Moment of Truth (FMOT): The consumer makes their decision to buy the product in front 

of the shelf, where one brand competes beside many other brands. Example, Consumer ‘X’ 
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decides to choose and purchase brand ‘Y’ from the many other brands available, because of 

success in initial stimulus. 

Second Moment of Truth (SMOT): The consumer tries the product. Based on the satisfaction 

level derived from the final exposure and usage of the product, s/he will accordingly purchase 

the product again or not. 

However, after the study conducted by Google, a new ‘moment of truth’ was found in the mental 

model of the consumer, the ‘Zero Moment of Truth’ (ZMOT). According to Google, there is a 

particular ‘moment of truth’, between the ‘First Moment of Truth’ and the ‘Second Moment of 

Truth’, when the consumer seeks the reviews of others on the product and basis their buying 

decision accordingly. 

Therefore, the conceptualization of the new mental model is: 

 

 

 

 

 

 

 

 

 

Zero Moment of Truth: from the study, Google concluded the following. Our economy has not 

yet recovered to completion after its great downfall. With the economy suffering and needs 

increasing, expenditure has become very selective. Today, an average person would search for as 

much information online about a product of initial interest, before buying the product. In simple 

words, a consumers buying behavior is shaped not by the company alone, but now increasingly 

by known and unknown people.  

Audience of Dubai and the ‘Metro-sexual’ Man 

Dubai is a city born of the globalization era, where the current leadership’s desires for modernity 

and openness have resulted in an implied embracing of more Western values, values traditionally 

associated with both materialism and vanity. The resulting environment has often been described 

as a culture of excessive consumerism and marketing. (Tarek Mady, Hélène Cherrier, Dennis 
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Lee & Kaleel Rahman (2011): Can Sentiment Toward Advertising Explain Materialism and 

Vanity in the Globalization Era? Evidence From Dubai, Journal of Global Marketing, 24:5, 453-

472). Men are increasingly becoming avid consumers of once taboo goods and services such as 

grooming products, salon services and fashion goods. This consumer, labeled by the popular 

press as the metrosexual, is purported to signal a departure from traditional notions of 

masculinity. Marketers are taking notice by increasingly creating goods to target this lucrative 

consumer. (Linda Tuncay, Conceptualizations of Masculinity among a “New” Breed of Male 

Consumers, Loyola University, Chicago) 

Dubai and the Online Medium 

Over the past 15 years, the Arab region has witnessed major technology-led transformations 

which changed the norms of doing business, practicing governance and carrying out 

development efforts in the region. There are more than 125 million individuals using the Internet 

in the Arab region. More than 53 million are actively using social networking technologies. The 

Arab region see’s a growth rate close to 30% of internet users, on average annually. In 2012, 

countries like the UAE, Bahrain, Qatar and Kuwait achieved penetration rates above 50 percent, 

while on average regional penetration rates stood around 28 percent. Though countries like 

Morocco, Sudan and Yemen have some of the lowest penetration rates in the region, they also 

had some of the highest growth rates in the region. However, studies show that regardless of the 

global shift of companies to the online platform, and the rise of internet activity in the Arab 

region, there is a lack of participation from most of companies in the Arab region.   

It appears that organizations in the UAE are yet to fully recognize the potential of using social 

media as a tool to implement its marketing strategies. Marketing in social media sites will be of 

benefit to them as the number of online social networking users in the UAE are increasing 

rapidly (Menon, V, 2008).  

Stance of Print Medium: Globally and Locally 

A trend is coming into focus: while the electronic media of television and the internet are 

developing into an entertainment-oriented platform for obtaining information, print media are 

consolidating their role as a contextual information platform. In the future, television and the 

internet will primarily meet the need for large quantities of rapidly available information. By 

contrast, print media will continue to satisfy the longer-term wish for higher quality, sustainable 

information at a slower, “decelerated” pace. In other words, print enables sustained reception of 

information and therefore also allows advertising to have a longer-term, more profound impact 

(A joint study project by the Print Media Academy of Heidelberger Druckmaschinen AG and the 

Faculty of Advertising and Marketing Communication of Stuttgart Media University (winter 

semester 2007/2008))  

According to the Arab Media Outlook 2009 – 2013, In spite of these major issues, on the whole, 

the print industry is looking healthier in this region than most other parts of the world. Overall 
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daily circulation and total number of titles are continuing to increase year on year in the region, 

while in most developed markets circulation levels and number of titles have consistently 

decreased. Over the past few years, the number of titles in the Arab Region has been steadily 

increasing, supported by new licenses being awarded – for example, a total of 10 new licensees 

have been awarded in Kuwait since 2006 which led to a flood of new titles in 2007 and 2008. In 

fact, 2009 was the first time in many years that the number of newspaper titles in the region has 

actually remained almost constant. However, there has been some movement, with the number of 

titles closing down in 2009 almost equaling the number of new titles launched. Internationally, 

however, the picture is much bleaker. In the US, the number of newspaper titles available has 

been decreasing steadily since 2004. Overall daily circulation in the Arab Region is also 

continuing to increase, contrary to the developments being seen in many other markets. For 

example, the US saw a 4% decline in total circulation between 2003 and 2008. Meanwhile in the 

Arab Region, in spite of the total number of daily newspaper titles stalling between 2008 and 

2009, circulation has continued to increase. While other markets are struggling to maintain, let 

alone increase circulation of newspapers, in the Arab Region we expect the circulation of daily 

newspapers to continue to grow over the next five years, albeit at a slower pace than before. 

Following a growth rate of 5.5% CAGR between 2007 and 2009, we expect the rate to slow to 

2.3% from 2009 to 2013. (Arab Media Outlook 2009 – 2013, 3
rd

 edition)  
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RESEARCH METHODOLOGY 

From prior research, we therefore come to a conclusion that while the global scenario of the print 

medium is not fairing so well, the print medium in the Arab region is soaring. However, the 

growth of the print medium in the Arab region cannot keep pace with the growth of its Online 

medium, as more and more individuals are getting integrated with the online platform. This study 

therefore aims to understand the best medium to advertise to the male audience, and the factors 

that contribute to the recall of the advertisement. 

Hypothesis 

H1 – That the print medium is not preferred over the online medium among the male target 

audience of Dubai. 

H0 – That the print medium is preferred over the online medium among the male target audience 

of Dubai. 

H2 – That more frequency of viewing advertisements increases recall rate of advertisements. 

H0 – That more frequency of viewing advertisements has no effect on recall rate of 

advertisements. 

Research Design 

To comprehensively understand the subject of concern, a quantitative research was carried out, 

using exploratory and causal methods of research, through secondary data research, surveys and 

a short experiment. 

Data Sources 

For the aid of research, secondary data sources were referred. To further clarify the research 

problem, primary data was also collected from participants who part took in the survey and 

experiment. 

Sampling Design 

A total of 32 male participants were selected at random to participate in the study. All 

participants first took part in a short experiment after which they were asked to fill a 

questionnaire. The following table explains how participants were divided: 

 (A) (B) 

BATCH NUMBER PER BATCH NUMBER OF VIEWS PROMPTED NOT PROMPTED 

BATCH 1 16 1 8 8 

BATCH 2 16 2 8 8 
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Data Collection Instrument 

A questionnaire and experiment was designed on the basis of the factors effecting recall rate of 

advertisements, found through prior research, to get the required information for the purpose of 

the study. They are medium through which the advertisement is shown, frequency of viewing the 

advertisement, target audience and their interest in the advertisement, stimulus (visuals, audio, 

smell etc.), text/copy crafted, company popularity, advertisement placement in magazine, colour 

combination, graphics, celebrity endorsements, model used, product features, emotions shown 

through the advertisement and finally price of the product, if shown, in the advertisement. 

To understand the effects of the factors, a leading men’s magazine in the UAE, ‘Alpha’ 

magazine was selected for the aid of research process, on the basis of which the experiment was 

carried out. The questionnaire included all 22 advertisements that were placed in the magazine, 

on the basis of which questions were asked. A total of 8 questions were posed to the participants 

in the questionnaire. 

Following are the details of the experiment: 

Environment – controlled. The room was filled with one table, a chair, a laptop [connected to the 

internet], newspapers and a magazine. 

At the start of the experiment, participants were informed that this experiment is purely for academic 

purposes and that no information would be misused in any way. 

All participants were informed that the experiment is conducted to understand how people interact with 

media in a given environment. This is done so that the participants do not feel pressured to view the 

advertisements in the men’s magazine more specifically. 

Batch 1 (A)- 

Each participant was asked to come in one by one, into the room. They were informed that there is a 

men’s magazine in the room and to please take their time to leisurely go through it, apart from tending to 

just the other options of media available in the room. 

Following their reviewing of the men’s magazine once, they were asked to step outside the room and fill 

in a questionnaire. 

Batch 1 (B)- 

Each participant was asked to come in one by one, into the room. They were not informed that there is a 

men’s magazine in the room and to interact with the media available to them in the room. 

For the first 10 minutes, if the participant had not interacted with the men’s magazine, they were 

prompted to please do so. 
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Following their interaction with the men’s magazine once, they were asked to step outside the room and 

fill in a questionnaire. 

Batch 2 (A)- 

Each participant was asked to come in one by one, into the room. They were informed that there is a 

men’s magazine in the room and to please take their time to leisurely go through it, apart from tending to 

just the other options of media available in the room. 

Following their reviewing of the men’s magazine once, they were asked to step outside the room and wait 

to be called again. After 1 hour, the participant was called again and was asked to go through the 

magazine once again. 

Following their reviewing of the men’s magazine for the second time, they were asked to step outside the 

room and fill in a questionnaire. 

Batch 2 (B)- 

Each participant was asked to come in one by one, into the room. They will not be informed that there is a 

men’s magazine in the room and to interact with the media available to them in the room. 

For the first 10 minutes, if the participant had not interacted with the men’s magazine, they were 

prompted to please do so. 

Following their reviewing of the men’s magazine once, they were asked to step outside the room and wait 

to be called again. After 1 hour, the participant was called again and was asked to go through the 

magazine once again. 

Following their reviewing of the men’s magazine for the second time, they were asked to step outside the 

room and fill in a questionnaire. 

At the end of the experiment and questionnaire, all participants were thanked and asked to leave. 
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ANALYSIS AND INTERPRETATION 

Following the research methodology explained in the last chapter, following were the data 

collected from the study: 

AGE NUMBER OF PARTICIPANTS PERCENTAGE 

10-18 6 19% 

19-24 26 81% 

TOTAL 32 100% 

Table.1. (Age) The above table explains the distribution of the total number of participants, on 

the basis of age.  

Of the total 32 participants who part took in this study, 19% of the participants were thus 

between the age group of 10-18. The rest 81% of participants fell between the age group of 19-

24. 

From the experiment conducted, following were the observations and results of Batch 1 (A): 

BATCH 1 (A) 

SUBJECT READING DURATION 

    

SUBJECT 1 1 minute and 14 seconds 

SUBJECT 2 4 minutes and 56 seconds 

SUBJECT 3 1 minute and 10 seconds 

SUBJECT 4 8 minutes and 19 seconds 

SUBJECT 5 29 seconds 

SUBJECT 6 4 minutes and 24 seconds 

SUBJECT 7 3 minutes and 56 seconds 

SUBJECT 8 7 minutes and 10 seconds 

Table.2. (Observations-Batch-1A) The above table shows the observations gathered from 

participants who were in ‘Batch 1 (A)’ of the experiment.  

We find that the maximum ‘reading duration’ in ‘Batch 1 (A)’ was 8 minutes and 19 seconds. 

The average ‘reading duration’ was 3 minutes and 57 seconds. The minimum ‘reading duration’ 

was 29 seconds. 
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BATCH 1 (B) 

SUBJECT OBJECT RECOGNITION READING DURATION 

      

SUBJECT 1 

picked up newspaper 'X', read for 

3 minutes. Then magazine 'X', 

read for 4 minutes. Then 

magazine 'Y', read for 3 minutes 

3 minutes and 30 seconds 

SUBJECT 2 9.40 seconds 1 minute and 48 seconds 

SUBJECT 3 3 seconds 7 minutes and 42 seconds 

SUBJECT 4 
picked up magazine 'X', read for 3 

minutes 
1 minute and 56 seconds 

SUBJECT 5 
picked up newspaper 'X', read for 

5 minutes 
3 minutes and 55 seconds 

SUBJECT 6 10 minutes - had to be prompted 5 minutes and 41 seconds 

SUBJECT 7 
picked up magazine 'X', read for 5 

minutes 
6 minutes and 32 seconds 

SUBJECT 8 
picked up magazine 'X', read for 6 

minutes 
4 minutes and 15 seconds 

Table.3. (Observations-Batch-1B) The above table shows the observations gathered from 

participants who were in ‘Batch 1 (B)’ of the experiment. 

From the above data, we gather that minimum ‘object recognition time’ was 3 seconds. 2 of the 

participants in ‘Batch 1 (B)’ did not have to be prompted. During ‘object recognition time’, 2 

participants used the medium of ‘Newspaper’ and 3 participants viewed ‘Magazine ‘X’’. All 

participants then went on to viewing the magazine of study, ‘Alpha’, except one participant who 

had to be prompted after time limit for object recognition was complete. The minimum ‘reading 

duration’ for ‘Alpha’ magazine was 1 minute and 48 seconds and maximum ‘reading duration’ 

was 7 minutes and 42 seconds. The average ‘reading duration’ of participants in this batch was 4 

minutes and 25 seconds. 
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BATCH 2 (A) 

SUBJECT 
READING DURATION 

FIRST READ SECOND READ 

SUBJECT 1 14 minutes and 29 seconds 5 minutes and 43 seconds 

SUBJECT 2 4 minutes and 58 seconds 4 minutes and 58 seconds 

SUBJECT 3 13 minutes and 56 seconds 1 minute and 17 seconds 

SUBJECT 4 5 minutes and 38 seconds 2 minutes and 32 seconds 

SUBJECT 5 4 minutes and 15 seconds 2 minutes and 23 seconds 

SUBJECT 6 8 minutes and 4 seconds 3 minutes and 4 seconds 

SUBJECT 7 8 minutes and 39 seconds 2 minutes and 59 seconds 

SUBJECT 8 2 minutes and 51 seconds 3 minutes and 23 seconds 

Table.4. (Observations-Batch-2A) The above table shows the observations gathered from 

participants who were in ‘Batch 2 (A)’ of the experiment. 

From the above data, we find that during the ‘first read’, the ‘reading duration’ on an average 

was 7 minutes and 51 seconds. The maximum ‘reading duration’ was 14 minutes and 29 seconds 

and the minimum ‘reading duration’ was 2 minutes and 51 seconds. Upon second reading of the 

participants of ‘Batch 2(A)’, the average ‘reading duration’ was 3 minutes and 17 seconds, 

maximum was 5 minutes and 43 seconds and minimum was 1 minute and 17 seconds. 
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BATCH 2 (B) 

SUBJECT OBJECT RECOGNITION 
READING DURATION 

FIRST SECOND 

SUBJECT 1 

picked up magazine 'X', read for 1 

minute and 30 seconds, picked up 

newspaper 'X', read for 1 minute 

and 30 seconds, picked laptop, 7 

minutes- had to be prompted 

5 minutes and 20 

seconds 

6 minutes and 34 

seconds 

SUBJECT 2 
picked up newspaper, read for 6 

minutes 

4 minutes and 57 

seconds 

3 minutes and 11 

seconds 

SUBJECT 3 10 seconds 
6 minutes and 52 

seconds 
5 minutes 

SUBJECT 4 

picked newspaper 'X', read for 2 

minutes, picked magazine 'X', 

read for 2 minutes 

5 minutes and 21 

seconds 

5 minutes and 1 

second 

SUBJECT 5 No prompting 6 minutes 
5 minutes and 38 

seconds 

SUBJECT 6 No prompting 5 minutes 
3 minutes and 16 

seconds 

SUBJECT 7 
picked newspaper 'X', read for 10 

minutes- had to be prompted 
8 minutes 

5 minutes and 24 

seconds 

SUBJECT 8 
picked laptop, 10 minutes- had to 

be prompted 

5 minutes and 40 

seconds 

3 minutes and 6 

seconds 

Table.5. (Observations-Batch-2B) The above table shows the observations gathered from 

participants who were in ‘Batch 2 (B)’ of the experiment. 

The above observations show that 3 of the 8 participants in ‘Batch 2(B)’ did not need to be 

prompted. 3 of the participants opted for the ‘Newspaper’ before following up to ‘Alpha’ 

magazine and 1 participant opted for another magazine before viewing ‘Alpha’ magazine. Only 1 

participant had to be prompted, as he was on the laptop for 10 minutes. Upon first reading, the 

maximum duration was for 8 minutes and minimum was for 4 minutes and 57 seconds. The 

average ‘reading duration’ was 5 minutes and 54 seconds. After the second reading, the 

maximum ‘reading duration’ was 6 minutes and 34 seconds, minimum 3 minutes and 6 seconds 

and an average of 4 minutes and 39 seconds. 
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Following the experiment, participants were asked to fill up a questionnaire. Below are the results of the data gathered from the filled 

questionnaires: 

MEDIUM ONLINE % PRINT % RADIO % TV % OUTDOOR % TOTAL % 

Don't use 1 3% 7 22% 5 16% 6 19% 7 22% 26 16% 

Daily 26 81% 10 31% 9 28% 12 38% 8 25% 65 41% 

2 to 3 days 1 3% 2 6% 3 9% 6 19% 7 22% 19 12% 

3 to 5 days 2 6% 7 22% 2 6% 1 3% 4 13% 16 10% 

Weekly 1 3% 3 9% 10 31% 3 9% 4 13% 21 13% 

Monthly 1 3% 3 9% 3 9% 4 13% 2 6% 13 8% 

GRAND TOTAL 32 100% 32 100% 32 100% 32 100% 32 100% 160 100% 

Table.6. (Medium) The above data shows the frequency of participants who access various mediums for information satisfaction. In 

the table, ‘TV’ stands for ‘Television’ and ‘%’ stands for ‘Percentage’. 

Overall, 41% of the participants access the various mediums on a ‘Daily’ basis. 16% don’t use or access these various mediums. 13% 

access all mediums on a ‘Weekly’ basis, 12% on a frequency of ‘2 to 3 days’, 10% on a frequency of ‘3 to 5 days’, and 8% access all 

mediums on a ‘Monthly’ basis. 

We find that the highest used medium on a daily basis is ‘Online’, with 81% of the participants who use it. This is followed by the 

next popular medium of ‘TV’ which is accessed by 38% on a daily basis. 31% of the participants access ‘Print’ on a daily basis, 28% 

access ‘Radio’ on a daily basis and 25% are exposed to ‘Outdoor’ mediums. 22% don’t use ‘Print’ or ‘Outdoor’ mediums to gather 

information. 19% do not access ‘TV’ to gather information. 16% do not access ‘Radio’ and only 3% do not access ‘Online’. 

The ‘Print’ medium is accessed the highest on a ‘Daily’ frequency, which is then followed by a frequency of ‘3 to 5 days’, by 22% of 

the participants, and a lowest a basis of ‘2 to 3 days’. ‘Radio’ is accessed the highest on a ‘Weekly’ basis, with 31% of the participants 

saying they do so and lowest on the basis of ‘3 to 5 days’. ‘TV’ is accessed the lowest on a frequency of ‘3 to 5 days’, with only 3% 

saying they do. 22% of the participants are exposed to ‘Outdoor’ on a frequency of ‘2 to 3 days’, and only 6% of the participants are 

exposed to it on a ‘Monthly’ basis. 
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DURATION NP % TJ % MAG % TOTAL % 

Don't use 6 19% 14 44% 6 19% 26 27% 

0 to 5 min 9 28% 13 41% 7 22% 29 30% 

6 to 15 min 10 31% 2 6% 10 31% 22 23% 

16 to 30 min 4 13% 1 3% 5 16% 10 10% 

45 min 1 3% 1 3% 1 3% 3 3% 

1 hour 1 3% 0 0% 0 0% 1 1% 

2 and more 1 3% 1 3% 3 9% 5 5% 

GRAND TOTAL 32 100% 32 100% 32 100% 96 100% 

Table.7. (Print Medium Duration) The above table represents the distribution of participants on the basis of the time spent per print 

medium available. In the table, ‘NP’ stands for ‘Newspaper’, ‘TJ’ stands for ‘Trade Journal’, ‘Mag’ for ‘Magazine’ and ‘%’ for 

‘Percentage’. 

From the above data, we find that 30% of the participants spend a maximum duration of ‘0 to 5 min’ on all print mediums. 27% do not 

access any of the print mediums. 23% of the participants spend a maximum duration of ‘6 to 15 min’ on all print mediums, 10% spend 

’16 to 30 min’, 3% spend ’45 min’, 1% spends ‘1 hour’ and only 5% spends ‘2 and more’. 

 Overall, ‘NP’ reading duration amongst the participants is seen at a maximum of ‘6 to 15 min’ by 31% and a lowest reading duration 

of 3% for ’45 min’, ‘1 hour’ and ‘2 and more’ each. ‘TJ’ reading duration is seen by 41% of the participants at ‘0 to 5 min’. Minimum 

reading duration for ‘TJ’ is between ’16 to 30 min’, ‘45 min’ and ‘2 and more’, seen by 3% of the participants each. No participants 

read ‘TJ’ for ‘1 hour’. Maximum reading duration for ‘Mag’ is seen at ‘6 to 15 min’ by 31% of the participants, and a minimum of ’45 

min’, seen by 3% of the participants. 0% spend ‘1 hour’ on ‘Mag’  
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INTEREST NUMBER OF PARTICIPANTS PERCENTAGE 

Tech 11 34% 

Entertainment 7 22% 

F and B 6 19% 

Sports 5 16% 

International 1 3% 

Business 1 3% 

Lifestyle and Fashion 1 3% 

Local 0 0% 

National 0 0% 

Home Town 0 0% 

Political 0 0% 

Crime 0 0% 

Health and Fitness 0 0% 

Travel and Tourism 0 0% 

GRAND TOTAL 32 100% 

Table.8. (Interest) The above table represents the distribution of participants amongst various areas of interest categories of 

information. In the table, ‘Tech’ stands for ‘Technology’ and ‘F and B’ stands for ‘Food and Beverages’. 

From the above table, we find that overall, 34% of the participants have an interest in information pertaining to the category of ‘Tech’ 

for which they access various mediums to gather information. 22% of the participants have an interest in information pertaining to 

‘Entertainment’. 19% of the participants are interested in ‘F and B’ and 16% in ‘Sports’. Only 3% of the participants were interested 

in information pertaining to ‘International’, ‘Business’ and ‘Lifestyle and Fashion’ each. 0% of the participants had interests in 

information relating to ‘Local’, ‘National’, ‘Home Town’, ‘Political’, ‘Crime’, ‘Health and Fitness’ and ‘Travel and Tourism’, each. 
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SOURCE OF INTEREST NUMBER OF PARTICIPANTS PRECENTAGE 

Online 17 53% 

Magazine 4 13% 

Radio 4 13% 

TV 4 13% 

Newspaper 2 6% 

Outdoor 1 3% 

Trade Journal 0 0% 

GRAND TOTAL 32 100% 

Table.9. (Source of Interest) The above table shows the distribution of participants among the various mediums, pertaining to source 

of interest. In the table, ‘TV’ refers to ‘Television’. 

From the above results, we find that the maximum used medium as a source for information that is of interest to the participants is 

‘Online’, with 53% of the participants citing it. This is then followed by ‘Magazine’, ‘Radio’ and ‘TV’, at 13% each. Only 6% of the 

participants refer to ‘Newspaper’ as a source of their interest of information to be fulfilled. Finally, a low of 3% of participants look to 

‘Outdoor’ to as a source of interest of information.  
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ADVERTISEMENTS DETAIL 

TOTAL 

1A % 

TOTAL 

1B % 

TOTAL 

2A % 

TOTAL 

2B % GROUPTOTAL % 

Ted Baker 

Not 

recall 99 95% 93 89% 95 91% 91 88% 378 91% 

Recalled 5 5% 11 11% 9 9% 13 13% 38 9% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Samsung Galaxy 

Not 

recall 85 82% 89 86% 79 76% 87 84% 340 82% 

Recalled 19 18% 15 14% 25 24% 17 16% 76 18% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Guess 

Not 

recall 97 93% 94 90% 98 94% 97 93% 386 93% 

Recalled 7 7% 10 10% 6 6% 7 7% 30 7% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Billabong 

Not 

recall 98 94% 92 88% 98 94% 85 82% 373 90% 

Recalled 6 6% 12 12% 6 6% 19 18% 43 10% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Emporio Armani 

Not 

recall 99 95% 92 88% 96 92% 85 82% 372 89% 

Recalled 5 5% 12 12% 8 8% 19 18% 44 11% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Marks & Spencer 

Not 

recall 99 95% 94 90% 96 92% 99 95% 388 93% 

Recalled 5 5% 10 10% 8 8% 5 5% 28 7% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Fitness First 

Not 

recall 97 93% 94 90% 100 96% 95 91% 386 93% 

Recalled 7 7% 10 10% 4 4% 9 9% 30 7% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 
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Airplay 
Not 

recall 98 94% 97 93% 98 94% 103 99% 396 95% 

Recalled 6 6% 7 7% 6 6% 1 1% 20 5% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Lulu 

Not 

recall 96 92% 94 90% 97 93% 97 93% 384 92% 

Recalled 8 8% 10 10% 7 7% 7 7% 32 8% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Al Wasl, Charter and 

Fishing 

Not 

recall 99 95% 96 92% 103 99% 103 99% 401 96% 

Recalled 5 5% 8 8% 1 1% 1 1% 15 4% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Oasis Palm 

Not 

recall 97 93% 97 93% 102 98% 102 98% 398 96% 

Recalled 7 7% 7 7% 2 2% 2 2% 18 4% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Gulf Gate Hair Fixing 

Not 

recall 97 93% 99 95% 103 99% 103 99% 402 97% 

Recalled 7 7% 5 5% 1 1% 1 1% 14 3% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Tour Dubai Sahara 

Not 

recall 99 95% 93 89% 103 99% 102 98% 397 95% 

Recalled 5 5% 11 11% 1 1% 2 2% 19 5% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Rockport 

Not 

recall 97 93% 94 90% 102 98% 101 97% 394 95% 

Recalled 7 7% 10 10% 2 2% 3 3% 22 5% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 
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Seiko 
Not 

recall 98 94% 90 87% 92 88% 98 94% 378 91% 

Recalled 6 6% 14 13% 12 12% 6 6% 38 9% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Elite Model Look 

Not 

recall 100 96% 95 91% 104 100% 99 95% 398 96% 

Recalled 4 4% 9 9% 0 0% 5 5% 18 4% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Orient Star 

Not 

recall 99 95% 96 92% 94 90% 100 96% 389 94% 

Recalled 5 5% 8 8% 10 10% 4 4% 27 6% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Casio 

Not 

recall 96 92% 87 84% 92 88% 98 94% 373 90% 

Recalled 8 8% 17 16% 12 12% 6 6% 43 10% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Diesel 

Not 

recall 96 92% 90 87% 96 92% 90 87% 372 89% 

Recalled 8 8% 14 13% 8 8% 14 13% 44 11% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Raymond Weil 

Not 

recall 97 93% 90 87% 102 98% 94 90% 383 92% 

Recalled 7 7% 14 13% 2 2% 10 10% 33 8% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Rivoli 

Not 

recall 100 96% 92 88% 95 91% 97 93% 384 92% 

Recalled 4 4% 12 12% 9 9% 7 7% 32 8% 

Total 104 100% 104 100% 104 100% 104 100% 416 100% 

Table.10. (Advertisement Recall) The above table shows the distribution of participants on the basis of the various experiment 

groups and their recall rate of advertisements, as well as the overall rate of recall of advertisements by all participants. 
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Participants were asked to select the advertisements they remembered, after viewing the magazine, and what they recalled of the 

advertisement they remembered and/or reasons for remembering them. 

Overall, the highest recalled advertisement amongst the participants was ‘Samsung Galaxy’, recalled by 18% of the participants. This 

was followed by the advertisement of ‘Emporio Armani’ and ‘Diesel’, which was recalled by 11% of the participants. 10% of the 

participants overall recalled the advertisement of ‘Billabong’ and ‘Casio’. 9% of the participants recalled the advertisement of ‘Ted 

Baker’ and ‘Seiko’. 8% recalled the advertisement of ‘Rivoli’, ‘Raymond Weil’ and ‘Lulu’. 7% recalled the advertisement of ‘Guess’, 

‘Marks & Spencer’ and ‘Fitness First’. 6% of the participants recalled the advertisement of ‘Orient Star’. 5% of the participants 

overall recalled the advertisement of ‘Airplay’, ‘Tour Dubai Sahara’ and ‘Rockport’. 4% of the participant remembered the 

advertisement of ‘Elite Model Look’, ‘Al Wasl, Charter and Fishing’ and ‘Oasis Palm’. Only 3% of the total participants recalled the 

advertisement by ‘Gulf Gate Hair Fixing’. 

In ‘Batch 1(A)’, overall, the highest recalled advertisement was ‘Samsung Galaxy’, with 18% of the total participants in the batch who 

remembered the advertisement. This was followed by ‘Diesel’, ‘Casio’ and ‘Lulu’, which was remembered by 8% of the total 

participants of the batch, each. The lowest recall rate of advertisement by ‘Batch 1(A)’ was for ‘Elite Model Look’ and ‘Rivoli’, which 

was remembered by 4% of the participants of the batch. 

In ‘Batch 1(B)’, overall, the highest recalled advertisement was ‘Casio’, with 16% of the total participants in the batch who 

remembered the advertisement. This was followed by ‘Samsung Galaxy’ at 14%. The lowest recall rate of advertisement was for ‘Gulf 

Gate Hair Fixing’, which was remembered by 5% of the participants of the batch 

In ‘Batch 2(A)’, overall, the highest recalled advertisement was ‘Samsung Galaxy’, with 24% of the total participants in the batch who 

remembered the advertisement. This was followed by ‘Casio’ and ‘Seiko’ at 12%. The lowest recall rate of advertisement was for 

‘Tour Dubai Sahara’, ‘Gulf Gate Hair Fixing’ and ‘Al Wasl, Charter and Fisihing’, which was remembered by 1% of the participants 

of the batch and ‘Elite Model Look’ at 0%. 

In ‘Batch 2(B)’, overall the highest recalled advertisement was ‘Billabong’ and ‘Emporio Armani’, with 18% of the total participants 

in the batch who remembered the advertisement. This was followed by ‘Samsung Galaxy’ at 16%. The lowest recall rate of 

advertisement was for ‘Airplay’, ‘Al Wasl, Charter and Fishing’ and ‘Gulf Gate Hair Fixing’ at 1%. 
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Ted Baker 

BATCH RECALL RATE 

BATCH 1 (A) 5% 

BATCH 1 (B) 11% 

BATCH 2 (A) 9% 

BATCH 2 (B) 13% 

Table.11. (Ted Baker Ad Recall) 

 

Samsung Galaxy 

BATCH RECALL RATE 

BATCH 1 (A) 18% 

BATCH 1 (B) 14% 

BATCH 2 (A) 24% 

BATCH 2 (B) 16% 

Table.12. (Samsung Galaxy Ad Recall) 

 

Guess 

BATCH RECALL RATE 

BATCH 1 (A) 7% 

BATCH 1 (B) 10% 

BATCH 2 (A) 6% 

BATCH 2 (B) 7% 

Table.13. (Guess Ad Recall) 
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Billabong 

BATCH RECALL RATE 

BATCH 1 (A) 6% 

BATCH 1 (B) 12% 

BATCH 2 (A) 6% 

BATCH 2 (B) 18% 

Table.14. (Billabong Ad Recall) 

 

Emporio Armani 

BATCH RECALL RATE 

BATCH 1 (A) 5% 

BATCH 1 (B) 12% 

BATCH 2 (A) 8% 

BATCH 2 (B) 18% 

Table.15. (Emporio Armani Ad Recall) 

 

Marks & Spencer 

BATCH RECALL RATE 

BATCH 1 (A) 5% 

BATCH 1 (B) 10% 

BATCH 2 (A) 8% 

BATCH 2 (B) 5% 

Table.16. (Marks & Spencer Ad Recall) 
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Fitness First 

BATCH RECALL RATE 

BATCH 1 (A) 7% 

BATCH 1 (B) 10% 

BATCH 2 (A) 4% 

BATCH 2 (B) 9% 

Table.17. (Fitness First Ad Recall) 

 

 

Airplay 

BATCH RECALL RATE 

BATCH 1 (A) 6% 

BATCH 1 (B) 7% 

BATCH 2 (A) 6% 

BATCH 2 (B) 1% 

Table.18. (Airplay Ad Recall) 

 

Lulu 

BATCH RECALL RATE 

BATCH 1 (A) 8% 

BATCH 1 (B) 10% 

BATCH 2 (A) 7% 

BATCH 2 (B) 7% 

Table.19. (Lulu Ad Recall) 
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Al Wasl, Charter and Fishing 

BATCH RECALL RATE 

BATCH 1 (A) 5% 

BATCH 1 (B) 8% 

BATCH 2 (A) 1% 

BATCH 2 (B) 1% 

Table.20. (Al Wasl, Charter and Fishing Ad Recall) 

 

Oasis Palm 

BATCH RECALL RATE 

BATCH 1 (A) 7% 

BATCH 1 (B) 7% 

BATCH 2 (A) 2% 

BATCH 2 (B) 2% 

Table.21. (Oasis Palm Ad Recall) 

 

Gulf Gate Hair Fixing 

BATCH RECALL RATE 

BATCH 1 (A) 7% 

BATCH 1 (B) 5% 

BATCH 2 (A) 1% 

BATCH 2 (B) 1% 

Table.22.(Gulf Gate Hair Fixing Ad Recall) 

 

 



P a g e  | 32 
 

 | EFFECTIVENESS OF PRINT ADVERTISING AMONG MALE AUDIENECE  
 

Tour Dubai Sahara 

BATCH RECALL RATE 

BATCH 1 (A) 5% 

BATCH 1 (B) 11% 

BATCH 2 (A) 1% 

BATCH 2 (B) 2% 

Table.23. (Tour Dubai Sahara Ad Recall) 

 

Rockport 

BATCH RECALL RATE 

BATCH 1 (A) 7% 

BATCH 1 (B) 10% 

BATCH 2 (A) 2% 

BATCH 2 (B) 3% 

Table.24. (Rockport Ad Recall) 

 

Seiko 

BATCH RECALL RATE 

BATCH 1 (A) 6% 

BATCH 1 (B) 13% 

BATCH 2 (A) 12% 

BATCH 2 (B) 6% 

Table.25. (Seiko Ad Recall) 
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Elite Model Look 

BATCH RECALL RATE 

BATCH 1 (A) 4% 

BATCH 1 (B) 9% 

BATCH 2 (A) 0% 

BATCH 2 (B) 5% 

Table.26. (Elite Model Look Ad Recall) 

 

Orient Star 

BATCH RECALL RATE 

BATCH 1 (A) 5% 

BATCH 1 (B) 8% 

BATCH 2 (A) 10% 

BATCH 2 (B) 4% 

Table.27. (Orient Star Ad Recall) 

 

Casio 

BATCH RECALL RATE 

BATCH 1 (A) 8% 

BATCH 1 (B) 16% 

BATCH 2 (A) 12% 

BATCH 2 (B) 6% 

Table.28. (Casio Ad Recall) 
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Diesel 

BATCH RECALL RATE 

BATCH 1 (A) 8% 

BATCH 1 (B) 13% 

BATCH 2 (A) 8% 

BATCH 2 (B) 13% 

Table.29. (Diesel Ad Recall) 

 

Raymond Weil 

BATCH RECALL RATE 

BATCH 1 (A) 7% 

BATCH 1 (B) 13% 

BATCH 2 (A) 2% 

BATCH 2 (B) 10% 

Table.30. (Raymond Weil Ad Recall) 

 

Rivoli 

BATCH RECALL RATE 

BATCH 1 (A) 4% 

BATCH 1 (B) 12% 

BATCH 2 (A) 9% 

BATCH 2 (B) 7% 

Table.31. (Rivoli Ad Recall) 
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From the data gathered, we found that the rate of factors responsible for advertisement recall overall, were as follows: 

Factors Visuals Product Colour Model Font Text Popularity Graphics Price Features Article Celebrity Emotions 

Total % 26% 15% 9% 8% 8% 8% 8% 6% 5% 4% 1% 1% 1% 

Table.32. (Overall Factor Distribution) The above table shows the distribution of percentage amongst the various factors for recall 

of the advertisements, from the participants, overall. In the table, ‘Colour’ stands for ‘Colour Combination’, ‘Text’ stands for 

‘Text/Copy’, ‘Popularity’ stands for ‘Company Popularity’, ‘Features’ stands for ‘Product Features’ and ‘Article’ stands for ‘Articles 

Nearby’. 

From the above data, we find that overall, the highest rated reason for recall of advertisements was ‘Visuals’, with 26%. This is then 

followed by ‘Product’ which was chosen by 15% of the participants. ‘Colour’ was seen as an equally important factor by 9% of the 

participants. 8% of the participants found ‘Model’, ‘Font’, ‘Text’ and ‘Company Popularity’ to be the reasons for recall of the 

advertisements. ‘Graphics’ played a relatively less impactful role, as it was chosen by only 6% of the participants. 5% of the 

participants expressed reason for recall of advertisement to be ‘Price’. 4% of the participants remembered the advertisements because 

of the ‘Features’ that were highlighted in the advertisement. 1% of the participants overall stated that reasons for recall of the 

advertisement were ‘Article’, ‘Celebrity’ and ‘Emotions’. 

Batch 1(A) 

Factors Visuals Product Colour Model Font Text Popularity Graphics Price Features Article Celebrity Emotions 

Total % 18% 14% 5% 10% 5% 5% 5% 7% 10% 6% 0% 1% 0% 

Table.33. (Factor Distribtion-Batch-1A) The above table shows the distribution of percentage amongst the various factors for recall 

of the advertisements, from the participants of Batch 1(A). In the table, ‘Colour’ stands for ‘Colour Combination’, ‘Text’ stands for 

‘Text/Copy’, ‘Popularity’ stands for ‘Company Popularity’, ‘Features’ stands for ‘Product Features’ and ‘Article’ stands for ‘Articles 

Nearby’. 

From the above data, we find that the highest rated reason for recall of advertisements among the participants of ‘Batch 1(A)’ was 

‘Visuals’, stated by 18%. This was followed by ‘Product’ with 14%. This was closely followed by ‘Model’ and ‘Price’ which was 

seen by 10% of the participants as an important factor of recall. 7% of the participants found the ‘Graphics’ used in the advertisements 

to be of aid in the recall process. 6% of the participants found that ‘Features’ highlighted in the advertisement played some role in the 
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recall process. 5% of the participants found ‘Font’, ‘Text’ and ‘Popularity’ to play a role in recall of advertisements, each. The lowest 

reasons for recall of advertisements were ‘Celebrity’ with 1% and ‘Emotions’ and ‘Article’ with 0% each. 

Batch 1(B) 

Factors Visuals Product Colour Model Font Text Popularity Graphics Price Features Article Celebrity Emotions 

Total % 32% 20% 15% 10% 17% 14% 11% 8% 3% 1% 3% 2% 0% 

Table.34. (Factor Distribution-Batch-1B) The above table shows the distribution of percentage amongst the various factors for 

recall of the advertisements, from the participants of Batch 1(B). In the table, ‘Colour’ stands for ‘Colour Combination’, ‘Text’ stands 

for ‘Text/Copy’, ‘Popularity’ stands for ‘Company Popularity’, ‘Features’ stands for ‘Product Features’ and ‘Article’ stands for 

‘Articles Nearby’. 

From the above data, we find that the highest rated reason for recall of advertisements among the participants of ‘Batch 1(B)’ was 

‘Visuals’, stated by 32%. This was followed by ‘Product’ with 20%. This was closely followed by ‘Font’ at 17%, ‘Colour’ at 15% and 

‘Text’ at 14%. 11% of the participants cited that ‘Popularity’ of the company aided in the recall of the advertisements. 10% of the 

participants saw ‘Model’ to be of some aid during the recall process. 8% found ‘Graphics’ to be aid. A low of 3% of participants saw 

‘Price’ and ‘Article’ to be factors that aided in recall process, each. The lowest reasons for recall of advertisements were ‘Features’ at 

1% and ‘Emotions’ at 0%. 

Batch 2(A) 

Factors Visuals Product Colour Model Font Text Popularity Graphics Price Features Article Celebrity Emotions 

Total % 26% 13% 3% 6% 3% 4% 11% 4% 5% 6% 1% 0% 1% 

Table.35. (Factor Distribution-Batch-2A) The above table shows the distribution of percentage amongst the various factors for 

recall of the advertisements, from the participants of Batch 2(A). In the table, ‘Colour’ stands for ‘Colour Combination’, ‘Text’ stands 

for ‘Text/Copy’, ‘Popularity’ stands for ‘Company Popularity’, ‘Features’ stands for ‘Product Features’ and ‘Article’ stands for 

‘Articles Nearby’. 

From the above data, we find that the highest rated reason for recall of advertisements among the participants of ‘Batch 2(A)’ was 

‘Visuals’, stated by 26%. This was followed by ‘Product’ with 13%. This was closely followed by ‘Popularity’ of the company at 

11%. ‘Model’ and ‘Features’ were seen as relatively important factors of recall by only 6% of the participants. 5% found ‘Price’ to be 
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a contributing factor to recall aid. 4% found ‘Text’ and ‘Graphics’ to be of aid in the recall process. Only 3% found ‘Colour’ and 

‘Font’ to be of usefulness in the recall process. The lowest reasons for recall of advertisements were ‘Article’ and ‘Emotions’ at 1% 

each and ‘Celebrity’ at 0%. 

Batch 2(B) 

Factors Visuals Product Colour Model Font Text Popularity Graphics Price Features Article Celebrity Emotions 

Total % 29% 15% 13% 9% 7% 8% 4% 4% 1% 2% 1% 1% 2% 

Table.36. (Factor Distribution-Batch-2B) The above table shows the distribution of percentage amongst the various factors for 

recall of the advertisements, from the participants of Batch 2(B). In the table, ‘Colour’ stands for ‘Colour Combination’, ‘Text’ stands 

for ‘Text/Copy’, ‘Popularity’ stands for ‘Company Popularity’, ‘Features’ stands for ‘Product Features’ and ‘Article’ stands for 

‘Articles Nearby’. 

From the above data, we find that the highest rated reason for recall of advertisements among the participants of ‘Batch 2(B)’ was 

‘Visuals’, stated by 29% of the participants. This was followed by ‘Product’ at 15%. This was closely followed by ‘Colour’ with 13% 

and then ‘Model’ at 9%. 8% of the participants saw ‘Text’ as a factor of recall, and 7% saw the use ‘Font’ to be an important factor. 

‘Graphics’ and ‘Popularity’ played a minimal role, as only 4% stated them as a factor for recall each. The lowest reasons for recall of 

advertisements were ‘Features’ and ‘Emotions’ at 2% each, and ‘Article’, ‘Price’ and ‘Celebrity’ at 1% each. 

All participants were then asked if they felt that they had noticed a particular advertisement in the magazine that had not been included 

in the questionnaire. Following were the results: 

Overall, 22% of the participants said that there were advertisements that were missing. 75% of the participants said that there were no 

advertisements missing and 3% claimed that even if there were, they would not have remembered. Of the 22%, 4 of the participants 

were from ‘Batch 1(B)’, 1 from ‘Batch 2(A)’ and 2 from ‘Batch 2(B)’. The 3% who claimed they wouldn’t have remembered either 

way belong to ‘Batch 2(A)’. 

Batch 1(B) Comments: 

“Card ads” 

“Topman, It a popular clothes shop” 
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“Yes, Nike, Reebok” 

“Yes. Specification: Infinti and Beyond” 

Batch 2(A) Comments: 

“Clothing” 

Batch 2(B) Comments: 

“The ad with blackberry, iphone and a tablet” 

“Rolex” 

Seeing as in reality no advertisements had been missed from the magazine in the questionnaire, we can thus conclude that the 

following were perhaps the reasons for why the participants believe that it may have been so: 

a) That those participants misunderstood the question and thought it referred to other advertisements that the magazine should have 

had. 

b) That some articles and photos were mistaken for advertisements. E.g. in the case of the comment pertaining to ‘Topman’; the name 

of a clothing brand was actually featured in a photo-shoot done for ‘Alpha.’ magazine, to show the type of fashion men should be 

wearing during the Summer. Another instance can be seen with regards to the comment pertaining to ‘Rolex’. There was no 

advertisement on Rolex, however the watch did feature in one of the special articles of the magazine. The watch was placed on a white 

background, and therefore its visibility was a lot more, which may have resulted in increased likeliness of the participant, who would 

be flipping through the pages leisurely, not paying much attention may register that visual and confused it with an advertisement. 
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Finally, participants were asked on the basis of the advertisements they viewed, which they would be more likely to act on and make a 

purchase and/or recommend to others. Following were the results: 

RECOMMEND NO YES TOTAL PERCENTAGE 

 Samsung Galaxy 12 20 32 63% 

 Billabong 19 13 32 41% 

 Diesel 22 10 32 31% 

 Emporio Armani 23 9 32 28% 

 Fitness First 26 6 32 19% 

 Seiko 26 6 32 19% 

 Marks & Spencer 27 5 32 16% 

 Lulu 27 5 32 16% 

 Casio 27 5 32 16% 

 Guess 28 4 32 13% 

 Rivoli 28 4 32 13% 

 Ted Baker 29 3 32 9% 

 Rockport 29 3 32 9% 

 Raymond Weil 29 3 32 9% 

 Airplay 31 1 32 3% 

 Al Wasl, Charter and Fishing 32 0 32 0% 

 Oasis Palm 32 0 32 0% 

 Gulf Gate Hair Fixing 32 0 32 0% 

 Tour Dubai Sahara 32 0 32 0% 

 Elite Model Look 32 0 32 0% 

 Orient Star 32 0 32 0% 

Table.37. (Recommend) 

From the above results, we can thus conclude that 63% of the participants would, overall, recommends ‘Samsung Galaxy’, 41% would 

recommend ‘Billabong’, 31% would recommend ‘Diesel’ and 28% would recommend ‘Emporio Armani’. The least brands that would 

be recommend, by 0% of the participants, on the basis of the advertisements viewed are ‘Al Wasl, Charter and Fishing’, ‘Oasis Palm’, 

‘Gulf Gate Hair Fixing’, ‘Tour Dubai Sahara’, ‘Elite Model Look’ and ‘Orient Star’. 
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LIMITATIONS OF THE STUDY 

After conducting the study, following are the limitations that were faced during the research 

process: 

Geographical Limitations 

The first limitation of the study would be the geographical limitation that this study faces. 

Though the study aims to understand the effectiveness of print advertising to male audience, it is 

bound by a particular region, Dubai.  

Sample Size 

The total number of participants in the research was 32 male respondents. This shows a bleak 

view of the male audience and therefore would be inaccurate to generalize these results to a mass 

audience. 

Sample Age 

The participants largely belonged to the age group of 19-24 and a small portion belonged to 10-

18. We find that through the study, interests largely effect how and which advertisement an 

individual takes in. We therefore cannot generalize these findings over the gender ‘male’ as a 

whole, since it did not cover all age groups of the male gender. 

Object of Study 

The study revolved around advertisements that belonged to a magazine. However, the objective 

of the study was to find the effectiveness of ‘print’ advertising to the male audience. ‘Magazine’ 

is just one of the many outlets of ‘print’ medium which an individual is exposed to. 

Longitudinal Effects 

Given time, this study could be out in much more depth and on a much larger scale, as it has a 

huge scope and a number of possibilities. 
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CONCLUSION 

From the study, we can thus conclude the following: 

In a fast-paced global economy where businesses are developing, growing, maturing and falling, 

each demand for some form of their consumers attention. With today’s technological 

advancements, there has been a large rise in the amount of information outlets a consumer is 

exposed to on a daily basis. The online medium has been added to the traditional medium mix of 

print, radio, television and outdoor. Companies now have more ways to reach out to their 

consumers. However, just as information and the fight for attention increases, so does the 

defense mechanisms of the consumer to these information. A new segment of the market that is 

particularly of interest in this scenario is the rise of the metro-sexual man. This change in the 

consumer buying behavior habits of a large portion of the market has made it easier for 

companies to target their audience better. 

We find, through this study, that advertising to the male audience through the online medium, for 

the age group of 19-24 is largely effective. 41% of the male audience, in this age group, use 

various mediums such as print, radio, online, television and outdoor, to gather information to 

satisfy their need for knowledge. Of this 41%, 81% use the online medium daily. 31% of the 

male audience uses the ‘print’ medium on a daily basis. Newspapers are read between the 

duration of 6 to 15 minutes, by 31% of the male audience. 41% read trade journals up to a 

maximum of 5 minutes and 31% of the male audience read the magazine at the time duration 

between 6 to 15 minutes. The highest interest among the male audience is technology and the 

online medium is accessed the most to satisfy information pertaining to this interest. This is 

followed by 13% who refer to magazines and the radio to satisfy their information wants. 

The experiment revealed that frequency does not play a large role in recall of advertisements. 

Batch 1(A) had a maximum reading time of 8 minutes and 19 seconds, but only scored the 

highest percentage of recall for advertisement for 2 advertisements. Batch 1(B) had a maximum 

reading time of 7 minutes and 42 seconds, however, and compared to all batches, had the highest 

score pertaining to the highest percentage of recall for advertisement for 13 advertisements, of 

the total 21 advertisements present in the magazine. In contrast, Batch 2(A), who was asked to 

read the magazine twice, had a maximum reading duration of 14 minutes and 29 seconds; 

however, the batch only scored the highest percentage of recall for advertisement for 2 

advertisements. Batch 2(B), who was asked to first choose between various mediums, and was 

then prompted, if need be, to read the magazine of study, had a maximum reading time of 8 

minutes. This batch scored the second highest of maximum percentage of recall rate of 

advertisement, with 4 advertisements.  

Companies who wish to aim at the male target audience should therefore be largely 

knowledgeable for the behavioral habits, attitudes and needs of the target audience as interests 

play a much larger role than frequency of viewing the advertisement. These results further 
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support the theory of ‘automaticity’, which refers to a defense mechanism that individuals put 

themselves on to cope with the overflow of information today, by taking in only those 

information of interest to them.  

Companies who wish to advertise in various mediums should therefore target their audience on 

the basis of behavior and interests. Example: through the study, we find that if a company wished 

to advertise to the age group of 19-24, they should first opt for the online medium. However, if 

the company feels the need to advertise to their target audience through the print medium, they 

should then focus on trade journals and magazines as they would get the maximum results 

through those mediums. 

Further, companies advertising to the male audience should give high importance to visuals that 

are present in the advertisement they are exposing their target audience too as, through research 

we find that, the highest factor for recall of advertisements is visuals. This is closely followed by 

the product that is present in the advertisement, or that which the advertisement is based on. The 

least contributing factors to advertisement recall rate are emotions shown in the advertisement 

and celebrity endorsements.  

Finally, we find that upon asking the participants of the study if we had forgotten to add an 

advertisement to the list of options in the questionnaire, that were present in the magazine, most 

answered no, but a few answered yes. We found that some respondents viewed articles as 

advertisements, because of a visual that was placed in the article. Therefore, placement of visuals 

in the magazine does have a high effect on recall rate, and the context surrounding it does play a 

role. 

In conclusion, we would therefore suggest that companies focus their advertising on the basis of 

interests of their consumer and plan the medium for advertising carefully. Further study on this 

subject should be done, however, to garner a more in-depth knowledge in this field and produce 

more accurate results. 
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INTRODUCTION 
 

Dear Participant, 

 

Thank you for agreeing to part-take in our study 

 

This questionnaire is conducted to understand how people interact with media in 

a given environment. 

All information is being collected purely to further academic goals. Confidentiality 

of the information will be maintained.  

We urge you to please answer each question truthfully and leave no question 

unanswered. 

The questionnaire should take no more than 5 to 10 minutes of your time. Please 

begin 
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QUESTIONS 
Q1- Please choose the age group you belong to: 

 10-18 

 19-24 

 25-44 

 45-64 

 65+ 

 

Q2- Select the following mediums you use to access and gather information. Please specify on 

what basis. 

MEDIUMS DAILY EVERY 2-3 DAYS EVERY 3-5 DAYS WEEKLY MONTHLY 

ONLINE      

PRINT      

RADIO      

TELEVISION      

OUTDOOR      

 

Q3- Which of the following print mediums do you access to gather information? Please select 

an apt time frame. 

MEDIUM 0-5 MINS. 6-15 MINS. 
16-30 
MINS. 45 MINS. 1 HOUR 1 ½ HOURS 

2 HOURS 
AND MORE 

NEWSPAPER        

TRADE 
JOURNAL        

MAGAZINE        

 

Q4- What kind of information interests you the most? [Please select just one option] 

 Local 

 National 

 International 

 Home Town 

 Political 

 Business 

 Entertainment 

 Sports 

 Crime 

 Health & Fitness 

 Food & Beverage 

 Technology 

 Travel & Tourism 

 Lifestyle & Fashion 
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Q5- Which is your most preferred source for interests? [Please select just one option] 

 Online 

 Radio 

 Television 

 Outdoor 

 Newspaper 

 Trade Journal 

 Magazine 

 

Q6- Following the viewing of the magazine, please tell us if you remember any of the following 

advertisements. Also, please select what you remember from them. [Please select for only 

those brands of whose advertisements you remember] 

A) Ted Baker 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

 

 

B) Samsung Galaxy 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotion

C) Guess 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 
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D) Billabong 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

E) Emporio Armani 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

F) Marks and Spencer 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

G) Fitness First 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

H) Airplay 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 
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 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

 

I) Lulu 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

J) Al Wasl, Charter and Fishing 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

K) Oasis Palm  

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

L) Gulf Gate Hair Fixing 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 
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M) Tour Dubai Sahara 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

N) Rockport 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

O) Seiko 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

P) Elite Model Look 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

Q) Orient Star 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 
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 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

 

R) Casio 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

S) Diesel 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

T) Raymond Weil 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions 

U) Rivoli 

 Visuals 

 Text/Copy 

 Font 

 Colour 

Combination 

 Model 

 Company 

Popularity 

 Product 

 Graphics 

 Celebrity 

 Articles nearby 

 Price 

 Product Features 

 Emotions
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Q7- Do you think we are missing out on any advertisements? If so, please specify: 

A7- ___________________________________________________________________________ 

 

Q8- Please select any of the following advertisements you think you would later purchase or 

recommend to others for the brands advertisements.

 Ted Baker 

 Samsung Galaxy 

 Guess 

 Billabong 

 Emporio Armani 

 Marks and Spencer 

 Fitness First 

 Airplay 

 Lulu 

 Al Wasl, Charter 

and Fishing 

 Oasis Palm 

 Gulf Gate Hair 

Fixing 

 Tour Dubai Sahara 

 Rockport 

 Seiko 

 Elite Model Look 

 Orient Star 

 Casio 

 Diesel 

 Raymond Weil 

 Rivoli 

 
 

_________________________________________________________________________________________________________ 

________________________________________________________________________________________________________ 


