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This content-analytic research aims to study the relatiohships between product types and
advertising types in magazines. The unit of study‘ includes 817 magazine advertisements
published during 2006-2007.

The research results indicate that the product type in terms of level of involvement (high

_vs. low involvement product) is related to the use of the advertising type in terms of motivation

(rational vs. emotional appeal) and the advertising type in term of creative mix (verbal vs.
pictorial appeal). The product type in terms of purchase motivation (utilitarian vs. hedonic
product) and the product type in terms of level of conspicuousness (conspicuous vs.
inconspicuous) is related to the use of the advertising type in terms of motivation (rational vs.
emotional appeal) but not the advertising type in term of creative mix (verbal vs. pictorial
appeal).

The research results provide basic information for marketers and advertisers to formulate
magézine advertising strategies and select the appropriate advertising type for a certain product
type given its level of involvement, purchase motivation, and level of consumption

conspicuousness.





