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Electronic Advertising
Summary
In this report e-advertising as well as classic advertising models are touched. Five watchmakers website are explored for advertising style. Finally some tips are proposed.
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1.  Introduction

Advertising as a branch of marketing question witnesses wind of change coming from new techniques. However being a “human behaviour-affected” issue, advertising and brand
 are complicated subjects. Several models describing “classic advertising” were models. Nonetheless a new horizon has appeared with the IT era in the form of e-advertising.

In this report advertising of five famous watchmakers are analysed. The analyses are solely based on their websites. Selected watchmakers have different country of origins although things seem to be global in this period.
2. Advertising Models
 The purpose of advertising research is to evaluate the influence of mass communication on people. Two main models are explained in this chapter.
2.1 GAC: brief overview 
2.1.1  Early Development

St. Elmo Lewis proposed the first effects model, the AIDA, in 1898 (Barry 1987). The AIDA model, which stands for Attention, Interest, Desire, and Action
, described the sequential process of making a purchase (Figure 1). 

[image: image1]
Figure 1
By 1925 the model became so prevalent, it was estimated that ninety percent of the persons engaged in selling were influenced by either the AIDA model or one of its variations (1987). Furthermore, the attention-to-action framework also helped to shape Starch's influential measure of advertising effectiveness, whose seen, read, believed, remembered, and acted upon scale was directly based on the AIDA sequence. 

2.1.2 Modern Development

Lavidge and Steiner's model named "the hierarchy of effects" was composed of six steps: awareness, knowledge, liking, preference, conviction, and purchase, shown in Figure 2. 
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Figure 2
Later, these six steps became more popularly known as "Cognition," "Affect," and "Conation."
The two models are com pared in Figure 3 wherein one could assume the in Cognition(Affect (Conation model (GAC), each step comprises two sub-steps.  
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Figure 3
As we will see permutations (change order) of this model are also used but based on the three step model (GAC).
2.1.3 Challenges and Defenses (Involvement Period):
It was suggested later there exist 3 possibilities extracted from the GAC model depending on order.

- The traditional or learning hierarchy (cognition-affect-conation), Figure 4
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Figure 4
- The dissonance-attribution hierachy (conation-affect-cognition), Figure 5
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Figure 5
- The low involvement hierarchy, characterized by an unaware assimilation of knowledge (conation-cognition-affect), Figure 6  
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Figure 6
It was considered that type of good as well as level of involvement to be an “explanatory variable for the hierarchy of effects model
”. Their assertion is that learning processes vary depending on the level of audience involvement with advertising messages. 
2.2 Vaughn model: also known as  FCB Grid 
This model helped to structure and to condense three decades of consumer behaviour theory. 
Quadrant 1 - INFORMATIVE: The learning hierarchy. The sequence "learn-feel-do" is the same as the traditional "cognition-affect-conation." This model applies for highly involving
 products/services linked with economic considerations 
Quadrant 2 - AFFECTIVE: Even though the sequence here is not a part of GAC "three order hierarchy", quadrant 2 illustrates "feeling purchases" which is an important element of Vaughn's communication model. Self-esteem related products, such as cosmetics and clothing, play a huge role in this quadrant.

Quadrant 3 - HABITUAL: The low involvement hierarchy. The sequence "do-learn-feel" is the same as "conation-cognition-affect." Vaughn reserves this quadrant to low thinking and involvement products such as household cleaners and gasoline. 
Quadrant 4 - SATISFACTION: Ray (1973) named this sequence the dissonance attribution hierarchy. The sequence "do-feel-learn" is the same as the "conation-affect-cognition" of GAC hierarchy. The satisfaction quadrant entails low involvement products of personal taste. Products such as beverages, cigarettes, and candy belong to this quadrant.
1. E-Advertising

2.3 Characteristics of Internet Advertising
1. Low cost (till now, but the likelihood for even higher than other means, is not low).
2. More reach-ability: While other means (in magazines, newspapers, TV radio, etc) have different limitations, Internet consider no limitation (at least in theory) and thus have by far better “coverage”. 

3. Efficiency: Seeing an ad on the Internet enable interested reader
 to be redirected to the announcer web site and get further info that may include the possibility to buy electronically at once. Contrary to others, Internet advertising is a bidirectional communications. This marketing capability can never be available with other medium.

4. Multi-dimension: contrary to others, Internet announcing allows for combination of text data, sound and video.

5. Several ways of Internet advertising: search engines, banners, news group, spam, opt-in direct email/ promotional offers. Reputation of e-advertisement is heavily smeared out by spam. Many service providers widely misuse email address, a thing that turns out in a flood of unwanted ads that scatter to users’ mailboxes by marketing companies. This unhealthy status should be resolved in order to regain reader’s interest and confidence.

2.4 Mobile Advertising

Future will be more mobile oriented. The vision of “networkers” is to provide “access-independent: fixed, mobile, radio link, etc” services. Limitations of mobile that can be enlisted are bandwidth, security, small display, limited memory. Except for physical limitations almost all other limitations are about to be history. Furthermore, enablers for rich services are already there. Power of mobility arise from several features like:

- High penetration 
- Fast installation of infrastructure.

- Being always reachable.

Having this issue in mind, should give all possibility to the success of mobile advertising. Trends for mobile advertising could be SMS
, MMS as well Location Based Services (LCS). 
3. Advertising in Watchmaker websites 

Analysis Approach

Analysis approach is mainly a trial to 

- Find points of common and points differences and 

- How much “electronised” those vendors from advertising side.

3.1 Cartier

Some watch makers have strong brands with a wide collection of products. Cartier for example have leather products, jewelry, etc. Cartier has a strong interactive website with easy access to information about different products within each product sector. Whenever a watch category is chosen info appears in slide show like presentation with possibility to get further important details: where and how to buy, ask questions, join mailing list, etc.

What it lacks is the e-buy! May be Cartier does not believe in direct sale and prefers to protect the business of their distributor. However the issue needs investigation.

One remark on their watch collection is classification, which is made according to material or “aesthetic”. For the aesthetic of proprietary naming (e.g declaration, Baignoir, Lanieres, Tank, Roadster, etc was made.

Compare with Seiko wherein classification is made according to …

As one may appreciate since Cartier message is beauty on focus (150 years of Artistry!), heavy concentration on shape and attractive design is obvious in their site. It might be concluded accordingly that (Affect ( Conation ( Cognition) is the target of the advertising themes in Cartier website in order to  captivate customers.

3.2 Seiko
Seiko highlights a message of important reflection the watch has. Seiko is the founder of Kinetic technique; this message is clear in their site.

Seiko UK

Classification is more into main feature: Solar, Gents Chronograph, Sportura, Ladies strap, Ladies everyday, Kinetic, etc

“Donovan a Scottish singer is a Seiko holder since 1973” is a type of of message found in http://www.seiko.co.uk/  

Prices are available per each available model in UK.

Seiko USA

The site is enriched with video ads for different models. Also the site pointed a global advertising campaign launched for “supporting our commitment to innovation and 

Refinement”. That campaign included TV campaigns as well as prints in the following magazine: Glamour, Bridal Guide, Style and in Maxim. The type of these magazines gives a hint of advertising approach; it is to attract. (Affect ( Conation ( Cognition) is the way followed.

Seiko Japan

Unlike the UK or the American sites, the Japanese site is by far of (Cognition ( Affect ( Conation) model. Is this a reflection of more mature customers?

3.3 Citizen

Citizen watches (http://www.citizenwatch.com) uses human models (males and females!) for advertisements. Names included Sasha Cohen, Luke Donald and James Blake. Citizen has chosen proprietary names for different models. Interactive setting instruction is a marvellous feature used successfully to promote better awareness for using Citizen Watches. This feature is shown as a kind of short film loaded in the screen

The homepage starts with selection of either Collection (which goes into COGNITION direction) or Advertising which is mostly to AFFECT (followed by the possibility to see price and features). Therefore Citizen has opted a mixture of  (Cognition ( Affect ( Conation) model and (Affect ( Conation ( Cognition) model. The mixture of models is obvious: 

- In the Affect side “Take a closer look” is a unique feature for capturing high interest. - On the other hand in the Cognition option in depth technical details are given. 

Citizen UK posted prices for different models. Furthermore, site contains useful info on where to buy (input is town or zip code, etc). However no possibility for e-commerce.

3.4 Breitling

Breitling advertising seems to opt for the Affect first.  Interestingly Cognition is next. This obvious through the loaded filming under the (Made by Breitling) menu which provide impressive multimedia on sequential process of building watch parts (Case, Dial, Hands, Crystal, etc). Furthermore stressing on luxury and long history in this field are clear messages.

Breitling is no exception from other watch makers studied so far in providing info about retailers and joining their newsletter. Lack of e-commerce is also applicable.

3.5 Rado

Scratchproof is a message that one see in Rado website. However this message appears in a weak way.
Local sites of Rado redirect to 24 countries with special info regarding available models there. In some cases suggested retail prices (ranges) were stated. One remark is price ranges in UAE are unexplainably wide; e.g Ceramica for (DHS 2400-4500), Sintra (4500-8000). Range is slightly narrower for Australia and even fixed in USA. It can be negatively perceived to have a wide range of up to double price (max/min).

Although suggested prices were mentioned, E-commerce is missing.

3.5.1 Advertising philosophy of Rado

It is interesting that Rado unveil their advertising secrets. In the main menu of Rado, there is some info about advertising policy. The advertising slogan was:” What is important for Rado is the idea of global advertising that helps to guarantee a worldwide brand image”. 

Furthermore, advertising history was posted comprising campaigns from 70’s, 80 and 90’s of last century. Rado communications were directed at people as individuals because “individuals and their personal contributions are responsible for the success of the Rado brand name”. Therefore, Rado armed their advertising with color in order to attract individuals. 

Rado believe they have two outstanding strengths: exceptional design and innovative materials, therefore this is the theme of current advertising (Think New Shapes! 

Think New Materials)! 

4. E-advertising tips for watchmakers
1. Performance of e-advertising is directly related to website discovery/ traffic to website. Therefore marketing or discovery a website is crucial. Three sources of discovery can be promoted [1]: search engines, banners and off-Internet site promotion.
2. E-commerce (strong interactive pages giving strong real feeling of different models, detailed specifications for each and possibility to order and pay online) is the important leap that watchmakers need to make in order to efficiently make use of e-advertising. Otherwise e-advertising would not give much added value.
3. Watches are objects that can be conveniently marketed and advertised through affect approach.

5. Conclusion
The common factor between studied watch advertisements is to put Affect facet first. This is very much in line with Quadrant 2 (Ssection 2.2) of Vaughn.
Watch makers have gone so far in using Internet for advertising industry. It is not clear however why e-commerce is not trialled yet.
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�  Brands, defined as collections of perceptions held in the mind of the consumer.


�  The assignment proposal added Satisfaction such that the model is named AIDAS.


�  In low levels of involvement, for instance, advertising persuades consumers toward purchase through message repetition. Information is learned randomly so that behavior occurs first, followed by awareness and finally by attitude change. In other words, unlike the order-sequence of the traditional learning hierarchy, at low levels of involvement attitude change does not occur first - change in cognitive structure and behavior precede it. In this case learning occurs in a primacy/recency basis


�  Vaughn considers involvement to be dependent on  (1)very important/unimportant decision, (2) lot/little to lose if you choose the wrong brand, and (3) decision requires lot/little thought


�  One may conclude that Intenet advertising is more focused to interested people. I.e  only those interested will follow the ad.


�  Bulk SMS gateways that facilitate for sending SMS’s to thousands of mobile within minutes are already up and running. One example is Clickatel � HYPERLINK "http://www.clickatel.com/" ��http://www.clickatel.com/�








