
 

What you see? Value or ...? 

 

A study of life values and lifestyles, and attractiveness of 
consumers towards advertising posters with value appeals in 
Umea 

 

Authors: Dolgorsuren Chandmani and Regzedmaa Bayar 
       

Supervisor: Yvonne von Friedrichs 
 

Student 

Umeå School of Business 

Spring semester 2010 

Master thesis, one-year, 15 hp 



i  
 

 

ACKNOWLEDGEMENTS 

 

 

First of all, we would like to express our deepest appreciation to our supervisor, Yvonne von 

Friedrichs, who has supported to us during the entire process of the Master Thesis. Without 

her guidance and unrelenting help, we would not have been able to conduct this study. 

 

We thank the library officers at Umea University for their assistance to find valuable 

information for our study. We also thank all the respondents who answered our 

questionnaires.  

 

Finally, special thanks to our respective families and friends for their help and support during 

all this time. 

 

 

Bayar Regzedmaa and Dolgorsuren Chandmani 

16th of June, 2010. 

Umeå University, Sweden. 

  



ii  
 

 

ABSTRACT 

 

 

This research is investigated a relationship between life values and attitude towards 

advertising, which included life value appeals. A survey is used a self administrated 

questionnaire of a quantitative research method, which is asked about people‘s life values 

based on Kahle scale of eight items and their attitudes about advertising posters are created 

ourselves. Sample was chosen from students and workers in Umea. University, offices and 

shopping mall techniques used to collect the data.   

 

Theoretical review has shown that the link between advertising appeals and consumer 

behavior factors‘ life value and lifestyle being addressed before scholars, such as Belch, 

Polay, and Kahle so on. The review also included influencer factors and types of advertising 

appeals, and life values and lifestyle activities.  

 

This research‘s empirical findings have established the correlation between ranking of eight 

life values and ranking of eight advertising posters with the values. In addition, the posters 

are compared by gender and lifestyles activities.  Our findings confirmed two out of three 

hypotheses. Confirmed first hypothesis is that consumer life value is reflected their choice of 

advertising posters with the value. Next, choice of the value and the poster is not different by 

gender. Unconfirmed hypothesis is lifestyle activities relative the choice of the posters.  

 

The research‘s results have highlighted practical implications for advertisers and marketers, 

so that they can understand consumer behavior towards advertising. Especially in today‘s 

world of booming advertisement industry, as such they are able to make more efficient their 

advertising, not to overdo nor underestimate its effects on customers. 
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1. INTRODUCTION 
 

In the chapter, we have presented knowledge gap of our study, problem statements and 

purpose. Next, in the introduction our research limitation is included in order to 

understandable for readers. In addition, this chapter is contained general outline and order 

of the study. In the ending, we have presented definition of main words of our study.  
 

1.1 Problem Background 
 

Marketing is totally about customers (Kotler, 2009, p.5). The core mission of marketers is to 

provide the solution to customers‘ needs and wants by identifying and meeting them (Kotler, 

2009, p.45). Further, there are four main factors in which marketing has built up, these are 

four marketing mix: place, product, price and promotion. The last is one of the key factors, 

which influence to customers purchasing behavior through advertising. A concept of the mix 

is ―advertising‖ that appear since firms need to aware customers about their product, which is 

ready to satisfy customers‘ need (Belch.E. & Belch.A, 2003, p.8). Especially, this concept is 

essential in the competitive environment where many companies work with same functions to 

satisfy the need of human.  

 

Evidence of the increasing importance of advertising comes from the growth in expenditures 

in these areas. In 1980, advertising expenditures in the World were $108 billion. By 2002, 

nearly $454 billion was spent on national and international advertising (Belch.E. & Belch.A, 

2003, p.5).  Companies bombarded consumer with messages, spending more than $30 a week 

on every man, woman, and child. All-important parts of a firm‘s marketing are 

communication programs. The incredible growth in expenditures for advertising reflects in 

the growth of the whole global economies and the efforts of expansion-minded marketers to 

take advantage of growth opportunities in various regions of the world (Belch.E. & Belch.A, 

2003, p.5). 

 

Many studies show that advertisement is a powerful tool, which influences and persuades the 

mind of customers and shape density. Moreover, it has a power to change markets and 

improve profit margins (Thomas, 2007, p.1). However, most studies show that only half of 

advertisements is positively affect to customers‘ buying behavior or brand choice (Thomas, 

2007, p.1). From the situation, we can see that a question; many companies are spending 

tremendous money for their advertising, but why only half of advertising is successful and 

another half is just a waste of the money or time?  

 

Although there are many works done to improve the effectiveness of the advertising and 

many researchers come out the problems, we strive to any way to improve the effectiveness 

of advertising. Furthermore, in order to advertisers will do effectiveness advertising, they 

should take in consideration five main decisions regarding mission, money, message, media 

and measurement (Kotler, 2009, p.538). From the five decisions, this advertising is likely to 

be influenced both by the intended message and by how well that message is conveyed 

(Laskey et al., 1995).   

 

According to Kotler (2009, p.540) marketers reflect both art and science for developing the 

message strategy or positioning of the particular brand into consumers‘ minds through 

commercial and  its creative strategy to define how the advertisements express the brand 

claim. What we can see is that right choice of advertising‘s message appeal is significant in 

the area. Unfortunately, while an undifferentiated and simply offers of appeal reduce costs of 

ads through increased production, it does not allow for a variety to specific needs. Through 

differentiation, advertising appeals may be developed for the target segment, increasing the 
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opportunity to satisfy the needs and wants of the segment (Belch.E. & Belch.A, 2003, p.51). 

A selection of advertising appeal types concern to many factors: consumer behavior, 

competitors advertising strategy, product characteristic and price so on. Fundamentally, in the 

consumer behavior, their life values and lifestyles are an important concept to marketers.  

 

According to Rustogi et al (1996), one set of personal values will influence attitudes toward a 

given advertising appeal. There are many researches of about consumer, which are 

established the relationships between life values and selection of product class (Howard, 

1977), selection criteria for goods and services (Pitts & Woodside, 1983), computers 

purchases (McQuarrie & Langmeyer,1986), selection of leisure activities (Beatty et al, 1985), 

and measures of advertising effectiveness, such as involvement (Sherrell, Hair, & Bush, 

1984).  

 

The key issues presented in many previous researches into international advertising in 

relation to the cultural values were to decide whether there are main differences in cultural 

values among nations, and to what degree those values affect advertising effectiveness 

(Cheng, 1997). Poley primarily developed the cultural value of the advertising appeal (Curtis 

et al., 2008, p.1113). In the research, Poley proved advertising appeals recommends the 

country cultural value and difference of other countries (Poley, 1983). After this research, 

many scholars have developed and investigated this subject (Mueller 1987, Fowles 1985, 

Cheng and Schweitzer 1996, Zhang and Harwood, 2004).  

 

Further, in the research area, many scholars have studied the relationship between consumers‘ 

life and cultural values, and their attitudes towards advertising. However, the link between 

life values and value appeals in the advertising is not broadly investigated; usually, 

relationship between cultural value and advertising appeals is examined. Moreover, most of 

the empirical works present is a comparison between the cultural values in current advertising 

and the values in the past (Hetsroni, 2000). Second is a comparison between the one and 

another country/culture the values in advertising.   

 

From the time when the life values have been started studying in the consumer behavior, this 

methodology has been in interest to researchers (Kahle, 1986, p.405). In recent years, some 

researchers have established a connection between life values and consumer behaviors, such 

as usage of mass media, consumption of cigarettes, purchase of computers,  charity 

contribution and so on (Kahle, 1989, p.6). That means that researchers try to find something 

interesting, which could improve marketing activities regarding consumers. The most popular 

studies of the value were done by Rokeach in 1973, by Kahle in 1983 and by Mitchell at SRI 

international in 1983 (Kahle ,1986, p.406).  

 

Rokeach had established the list of the life value, which contains 18 instrumental and 18 

terminal values, although later in the 1981 Kahle improved and shortened these lists into 9 

values and named it as a list of value (LOV). In 1983, Mitchel did the fascinating 

development in the studies of the values and lifestyle. It has been based on the Maslow‘s 

need hierarchy and the concept of social character, and then approximately 34 questions were 

identified through statistical and theoretical means as useful in classifying people into nine 

life value groups (Kahle, 1986, p.405). Nowadays, all above life value studies are commonly 

used on the consumer life value studies and psychological segmentations. All consumers 

have own life values and attitudes, this is influenced to their decisions to make a purchase or 

some other activities. According to the theory of advertising, consumer attracts to the 

advertising appeal which is similar to their life values, however there are very seldom  

research materials found in that area.  
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In general, values help to answer this question, ―Is this product for me?‖ Therefore, values 

are important in the consumer‘s decision-making process since consumers recognize their 

need based on their values (Blackwell, 2006, p.275). In addition, values influence consumers 

in defining evaluative criteria by answering to questions: Is this brand for me? Alternatively, 

is this situation (portrayed in advertisement) one in which I would participate? The last 

question refers to effectiveness of communication programs (Blackwell, 2006, p.276). From 

above statements, we can see that value is one of the important tools in the consumer‘s 

decision-making process.  

 

Although, from previous research studies we see that many research works have done relating 

to life value. During literature review, we have not found works, which same to our study 

area. On the other words, based on the theory reviews, we have discovered that there is still 

not enough done any investigation about a relationship of life value and advertising in this 

area of marketing. Therefore, we observed the knowledge gap between consumer life value 

and lifestyle, and the advertisement appeals with the value.  

 

1.2 Problem Statement 

  

What is the relationship between consumer‘s attractiveness for advertising with value appeals 

and consumers‘ lifestyle and life value in Umea?  

 

1.3 Purpose 

  

We have studied if individuals' revealed rankings of personal life values are associated with 

their ranking of commercial (advertising) posters that reflect those life values. The 

implication is that advertisings that reflect the personal life values of individuals would have 

the most message appeal. The purpose of our research is to find out relationship between 

advertising messages, which contain eight different value appeals and consumer‘s life value 

and lifestyle. The results of our study would benefit marketers to make appropriate decisions 

regarding commercials. One of our tasks is to do a theoretical discussion in terms of 

advertising messages with younger and adults consumer segment (between 20-50 years old) 

in Umea due to lack of knowledge of them. 

 

According to our research purpose, the objectives of our study will be following: 

1. To study the consumer of young and adult‘ life value in Umea. 

2. To study the consumer of young and adult‘ lifestyle or/ spending time in Umea. 

3. To study attractiveness toward advertising posters contained appeals of life value. 

 

1.4 Limitation  

 

This study presents several limitations that need to be considered when interpreting the 

findings.  Firstly, our sample population was a group of students and workers between the 

ages of 20 to 50 at Umea city. This is considered as a rather young and adult population. 

Majority advertisements try to affect and influence the ages‘ population, on the other hand, it 

is devoted them. In addition, the young and adult generations may be generally more 

receptive towards the idea of using life value in advertising thus having a favorable attitude 

for these value representations in advertisements. The results may differ if the study was 

conducted among other demographic groups such as consumers of different social class or on 

older consumers. If the advertisements are meant to target a wider range of consumers, then a 

wider age range of respondents should be included in the study. Moreover, our sampling 

selection is considered for workers and students. Since these are two different segments with 
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unlike lifestyles, one is spending most of their time on work and another is on studies. We 

wanted to know the relationship of each segment‘s lifestyle with their attractiveness towards 

advertising posters with life values.  

 

Next limitation is related to our questionnaire, which is written by English. We are 

International students with poor Swedish language knowledge; therefore we have constructed 

our questionnaire in English. So, that means that our respondents were people who speak and 

understand English, consequently we could not include people who do not speak English.  

Another general limitation was our quantitative research methods as such as we could not ask 

the respondents why they selected the value and advertising poster and the main reason of 

influencing to their decision strongly. We have done our survey and analysis according to the 

result of completed questionnaires.  

 

  

1.5 Outline of the Study 

  

Introduction 

In the chapter, we have presented knowledge gap of our study, problem statements and 

purpose. Next, in the introduction our research limitation is included in order to 

understandable for readers. In addition, this chapter is contained general outline and order of 

the study. In the ending, we have presented definition of main words of our study.  

 

Theoretical methodology 

This chapter included the reasons of why we chose the subject and preconception. Therefore, 

our research philosophy, ontological and epistemological view, is explained in this chapter. 

Moreover, we argue different sides of how research can be related and connected and how 

these choices have influenced our study. In addition, you can find the choice and criticism of 

our secondary sources in this chapter. 

 

Theory/Literature review 

Three main sections are contained in the theory chapter. First, we presented problems and 

issues of advertising and the ways of improving to the effectiveness of advertisement. Further 

we discussed consumer life value and lifestyle theories, and how to relate the advertising. In 

the ending of section, we have illustrated a hypothesis graphic and presented our three 

hypothesizes‘ relationship between advertising appeals and life values based on our main 

theories.  

 

Practical methodology 

We presented our research method in the chapter, where and how collect research data by 

what questions. Construction of our questionnaire is one of the essential issues in the chapter. 

We deeply explained the choice of our research questions, which question promote to prove 

our hypothesizes. In addition, we presented the result of our pretest, and the improvements of 

our questionnaire are mentioned in the ending of chapter.  

 

Empirical result 

There are two sub-chapters, descriptive and statistic presentation of our study, in the chapter. 

At first, we explain our study results used descriptive analysis with illustrated frequency‘s 

graphics, which include the percentage of respondents for all questions by every option. 

Therefore, we present the results using the diagrams by gender and ages in order to it was 

easy to read. In the second sub-chapter, we show our main hypothesizes variables used paired 

test and ANOVA so on.  
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Discussion 

In this chapter, we discussed the link between the theory and our empirical results. Based on 

each hypothesis, the framework of theoretical is compared to our empirical results used the 

paired sample t-test, correlation and ANOVA results. In the ending of chapter, the table 

shows confirmation of our three hypothesis.  

 

Conclusions and Quality of Research 

Final chapter, we presented that our research problem question and propose are answered 

based on the results of discussion. In addition, quality of our study, validity and reliability, 

will be discussed here. We end this thesis with recommendations what further researchers. 

  

 

1.6 Definition   

 

Advertising: any paid form of non-personal communication about an organization, product, 

service, or idea by an identified sponsor (Belch.E & Belch.A, 2003, p.16) 

 

Message Appeal of Advertising: it is basis or approach used in an advertising message to 

attract the attention or interesting of consumers and to influence their feelings toward the 

product, service, and cause (Blech.E & Belch.A, 2003, p.266) 

 

Life/Personal Value: A belief that some condition is preferable to its opposite (Solomon, 

2007, p.656) 

 

Value Lifestyle: A person‘s pattern of living in the world as expressed in activities, interests 

and opinions (Kotler, 2009, p.786).  
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2. THEORETICAL METHODOLOGY 

 

This chapter included the reasons of why we chose the subject and preconception. Therefore, 

our research philosophy, ontological and epistemological view, is explained in this chapter. 

Moreover, we argue different sides of how research can be related and connected and how 

these choices have influenced our study. In addition, you can find the choice and criticism of 

our secondary sources in this chapter. 

 

2.1 Choice of Subject 

 

The choice of this thesis subject is based on our interesting and especially our inquisitiveness 

for people life value and lifestyle, and advertising. Moreover, the choice was influenced other 

many things. First, the consumer behavior course is very interested both of us, so we 

discussed early any suggestions of the thesis topic relative this area. Usually person life value 

and lifestyle are so fascinating for us. At first time, life value looks like simple and easy 

things, but it includes reasons of human life, expression of consumer behavior and so it is 

significant in all ones. Second, in marketing, advertising area was always great attractiveness 

for us. In the marketing research course, our group did the survey about advertising was 

strongly motivated to choice of the subject. At last, we expected that investigated the 

knowledge of consumer life value and advertising is helped us will be well marketer. 

However, we had any kind of other ideas of the thesis topic, after changing many times our 

mind about the subject and, finally we decided to write about the relation between life value 

and value appeals of advertising. We feel both that if we thrived in delivering a good 

response to our problem and purpose the study really can add up to the research in the area 

and be useful for the advertisers and us.  

 

2.2 Preconception 

 

Preconceptions are based on the researcher‘s social conditions, education and practical 

experiences. On the other hand, there are three kinds of preconception; one of them is 

theoretical preconception is focused in this section and theoretical reviews by researchers. 

Further, this section is one of interesting parts in the research field, because we gave you a 

review of what our practical experience and about knowledge is gathered from Umea 

University. It is easier to understand our research predicted outcomes by the simple way.  

 

We are both came from Mongolia. However, before we did not know each other, at first time 

we met in here Umea, and one interesting situation is we are both graduated one University in 

Ulaanbaatar of Mongolian capital in different years. It is very big advantages for us; our 

general education and our common social background are same. It is very understandable and 

comfortable to discussing the thesis and any things. Both of us studied in one group at all 

core-marketing courses in Umea University, such as Consumer behavior, Advanced Market 

Analysis and Executive Decision Making. In the master program, first course consumer 

behavior is mostly liked to both, and we discussed early our thesis subject based on the 

consumer behavior‘s one factor. During the studying this year, we did a lot to the discussion 

about different parts and sides of the thesis. Primarily, we discussed to relate our thesis with 

Mongolian and Sweden market, but after sometime, we understood that it is difficult to do an 

empirical study from Mongolia because of the distance.  Therefore, we agreed to concentrate 

the Sweden market. 

 

Furthermore, in the consumer behavior course, consumer life value and lifestyle‘s theory and 

division are looked so exiting. What our life value and lifestyle, how different to each other, 

we really can spend the time for our life‘s important things. The question is guided to 
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interesting of investigated the area and became a basement of doing the research. On the 

other hand, it is never imaginable to marketing separated advertising. Advertising is one of 

the enormous marketing mixes. Dolgorsuren, who one author, plans to work in Advertising 

field in the future, and Regzee, who another author, had any practices of about advertising 

area of small business in Mongolian market. Moreover, we did together the survey of sexual 

effectives of advertising images in Marketing Research course in the last semester. The 

survey was very creative and efficiency.  

 

Therefore, we decided to investigate that relation and correlation of choice of consumer 

values and advertising with value appeals. All people have own selves value list, how it 

affects to a decision of advertising appeal, and they really can interest and attract the value 

appeal of advertising, which appeal can be same their life value. For example, Dolgorsuren 

thinks her family is a significant and first value of her. Although she is still young and likes 

to have a fun and enjoyment. In her situation, will she attract to family appeal of advertising 

or enjoyment? Should advertiser need to use the family or enjoyment appeals? Then, we both 

interested the questions of advertising and consumer life value, and we want to improve the 

advertising efficiency by the research in this area.  

 

2.3 Perspective 

 

Generally, two main different perspectives are contained in our master thesis. Obviously, first 

perspective is an academic approach of Umea University. Another one is a practical side, our 

research perspective will be useful for advertising and marketing‘s decision that choice of the 

message appeals of advertising appropriated the consumer behavior. In order to advertisers 

improve their advertising effectiveness, how they use the one of factors of consumer behavior 

as consumer life value and lifestyle in the advertising. Hence, our research main perspective 

is side of advertiser and marketer.  

 

2.4 The philosophy of research   

 

Through philosophy, researchers try to express their assumptions about the way that they 

view the world. On these assumptions, they construct strategy and methods of the research 

(Saunders et al., 2009, p.108). Furthermore, as Jonson and Clark (2006) note, business and 

management researchers need to be aware of the philosophical commitments through our 

research strategy since this has significantly impact on not only what researchers do, but they 

understand what it is they are investigating (Saunders et al., 2009, p.108).         

 

We see the reality of the relationship between advertisement and life value and lifestyle as a 

complex set of interactions between people‘s beliefs, actions and interests that cannot be 

understood completely through empirical way and within our research, we have not tried to 

explain causality of relationships instead we have measured the relationship between these 

phenomenon. On other words, we do understand that there could have relationship between 

lifestyle, life value and advertising message appeal, therefore in order to increase 

effectiveness of advertising we have strived to measure how strong interaction within the 

relation.  Our viewpoint of the reality is objectivist since we understand the social 

phenomenon confronting us as external facts that are beyond our reach or influence (Bryman 

& Bell, 2007, p.22). That is our ontological position for this research process, on the other 

hand, we understand the phenomenon of people‘s attractiveness towards advertising with 

value themes have an existence, that is independent or separate social actors (Bryman and 

Bell, 2007, p.22). Also, Our research goal was to find out the relationship between several 

variables, therefore a quantitative research was conducted since through our research we have 

not tried go deeper to understand the causality of relationship between values and posters 
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instead we have studied if individuals' revealed rankings of personal life values are associated 

with their ranking of commercial (advertising) posters that reflect those life values. The 

implication is that advertisings that reflect the personal life values of individuals would have 

the most message appeal. 

 

Logically, we have not measured the reality through eyes of social actors, but we have used 

theories to generate the hypothesis based on existing theories and test them to allow 

explanations to be assessed (Bryman & Bell, 2007, p.16). Therefore, our way of measuring 

the reality is positivism. 

 

2.5 Scientific approach 

 

The research approach is depending on the research question. The scientific approach is a set 

of basic ways to obtain new knowledge and methods of solving problems within any 

sciences. The approach includes ways of studying the phenomena and modification of new 

and previously obtained knowledge. Conclusions are made with the help of rules and 

principles based on empirical (observable and measurable) data about the observed object. 

The ways for obtaining data are observations and experimentations.  

 

At the end of our research, we have not tried to generate ground theory, conversely we have 

developed the hypothesis, which was based on the existing theories and then tested them. 

Therefore, due to nature of our research, the relationship between theory and the research was 

deductive: The data collected through our questionnaire was guided us to test the hypothesis. 

For getting answer to our research question of the study, ‗What is the relationship between 

consumer’s attractiveness for advertising with value appeals and consumers’ lifestyle and life 

value in Umea?’ We were needed to find out the relation between observed facts; therefore, 

we have chosen theories then put hypotheses after conclusions and assumptions were 

formulated based on these hypothesis and theories (Bryman & Bell, 2007, p.11).  

 

As we mentioned previously our perspective of reality is objectivistic and the ways of getting 

knowledge is positivistic; consequently, our research is deductive. Therefore, we have 

formulated the theoretical framework then produced hypothesis based on that theoretical 

framework to test the theories by gathering empirical data. These data have been collected 

through structured closed questionnaire. All these steps show the genuine deductive research 

approach.  

 

Deduction research has several characteristics. First, it is searched to explain the causal 

relationship between variables. In addition, in deduction research the concepts need to be 

operationalized in a way that enables facts to be measured quantitatively and the problem as 

whole are better understood if they are reduced to the simplest possible elements (Saunders et 

al., 2009, p.125). In our research, we would like to know how respondents would rank life 

values and the posters. In addition, we would like to establish the relationship of these 

variables and determine how strong or weak this relationship and would like to know does 

gender influence on evaluation and ranking of value and posters. According to Saunders 

(2007, p.125), ―Deduction dictates that researcher should be interdependent of what is being 

observed‖. In our research, we obviously cannot establish or dictate only the life value of 

respondents. At the end, the deduction research should be able to generalize. However, in our 

research this condition cannot be fulfilled since we have selected sample in small Swedish 

town as Umea, because of limited resources and time.  

 

2.6 Research design 
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Research design is the general plan of how the researcher will go for answering them 

research question. It contains clear objectives, which derived from research question, the 

sources from where the researcher will collect data, constraints that researcher will inevitably 

have as well as discussing ethical issues (Saunders et al., 2009, p.137). While thinking about 

these things, the researcher should make a clear distinction between research design and 

tactics. The former one concerned with the overall plan for research, the later one is about 

data collection and analysis (Saunders et al., 2009, p.138).  

 

In thinking about the research question, researchers inevitably have begun to think the 

purpose of the research (Saunders et al., 2009, p.138).  The common classification of research 

purpose is exploratory, descriptive and explanatory (Saunders et al., 2009, p.138). 

Exploratory study appropriates when researcher wish to clarify the understanding of a 

problem. For example when the researcher unsure of the specific nature of the problem 

(Saunders et al., 2009, p.140). As Saunders (2009) noted there are three ways of conducting 

exploratory research. 

1. A search of literature 

2. Interviewing experts in the subject 

3. Conducting focus group    

 

Robson (2002) noted that the descriptive research is ‗to portray an accurate profile of 

persons, events or situations‘ (Saunders et al., 2009, p.140). According to Saunders (2009) 

this may be an extension of, or a forerunner to, piece of explanatory research. Also, it 

requires a clear picture of the phenomenon on which researcher wish to collect data prior to 

the collection of the data. Explanatory studies are that establish the causal relationship 

between variables (Saunders et al., 2009, p.140). That research is acceptable for both 

researches, qualitative and quantitative. In order to decide which type of research design is 

chosen for our research, we have looked at nature of the study and objectives. From the view 

of explanatory research, there is very low chance to answer to our research question, since we 

have not tried to study the reason and causality of the variable, therefore this research design 

was out of interest. From remained two designs, we have chosen descriptive design since it 

shows the clear portrays of respondents and our research was clearly structured.  

   

2.7 Choice of the secondary resources 

 

In order to doing well theoretical review for the thesis and any research project, the 

researcher could not flinch to find and investigate the secondary research. However, it is vital 

also to be critical towards any variety sources, as they can be collected a different object than 

our own (Bryman & Bell, 2005, p.231). During this master thesis time, we have used numeral 

secondary resources and articles, and selected usefully and good ones from the resources for 

the research area. In the advertising, there are enormous research materials and publishing, 

and the word mean of ‗value‘ is used very different kinds‘ way in the marketing and the 

areas, such as consumer value, life value, product value and so on. Therefore, it was difficult 

to find and catch up right words and materials. So we have focused on using reviewed and 

published articles and publishing from well-known academic journals. We have investigated 

many relative materials of other students‘ master and doctor thesis. Our primarily used 

databases: Scholar Google, Diva, Business Source Premier, Emerald and searching for 

literature in the university library. 

 

We have searched key words from the above-mentioned resources: advertising, advertising 

appeal, message appeal, message content, creative strategy, consumer life value, personal 

value, lifestyle, lifestyle activities, etc. Each search we got a lot of articles that had to be 

classified in some way. We continued to narrow my search using a combination of keywords 
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until we got about 50 hits or less which we then evaluated manually by looking at the titles 

and reading the abstracts.  

  

2.7.1. Criticism of the secondary resources  

 

According to Saunder (2009), if the researcher has criticized the secondary sources correctly 

the research will have a greater opportunity of succeeding in generating more spot on data. It 

is significant to have a critical view on the sources, which are used in the research. The main 

reason for this can be that different authors have offered their work in different ways, using 

methods dissimilar from the one which is used in your own research project. The main 

criticism that can be made towards our sources is that they are reasonably original and the 

research in the area has not yet been completely developed. Some general theories used in 

this study are dated some time back, but since they are rather general this is not seen as a 

problem. Sometimes there are new versions of certain theories, but often they are only 

additions of the older ones and not newly created theories. 

 

For our research general information, we used a ―Marketing Management‖ book of Kotler 

(2009) as marketing, ―IMC‖ of Belch.E and Belch.A (2003) as advertising, ―Consumer 

Behavior‖ of Solomon (2007) as consumer and handbook books (Curtis et al., 2008). These 

books are seen to be collections of many kind theories made by other researchers that the 

authors. An attempt was always made to find the primary sources used in this study since 

using secondary sources can lead to wide alterations of the original author‘s point of view. 

The primary sources; by the original author were often unavailable, therefore previous 

mentioned the books were used instead. 

 

When we searched for scientific articles from resources, we always looked the option where 

the articles were read by other researchers; peer reviewed. Because we wanted to raise the 

quality of the research process since the articles were considered more reliable. With a high 

number of peer-reviewed scientific articles, the credibility and trustworthiness of data 

collection of this study increased.  
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3. THEORETICAL REVIEW 

 

Three main sections are contained in the theory chapter. First, we presented problems and 

issues of advertising and the ways of improving to the effectiveness of advertisement. Further, 

we discussed what consumer life value and lifestyle theories, and how to relate the 

advertising. In the ending of section, we have illustrated a hypothesis graphic and presented 

our three hypothesizes’ relationship between advertising appeals and life values based on our 

main theories 

 

3.1. Value Appeals of Advertising 

 

This section is argued issues of advertising, which is begun from what integrated marketing 

communication to value appeal of the advertising message. At first, we explained why 

advertising message appeal is importance in the marketing communication. Further 

theoretical review of types of the appeal and role of value appeal in the advertising message 

are contained in the section. At last, we discussed scientific researches relative value appeal 

of the advertising message.  

 

3.1.1. From Marketing Communication to Advertising Message Appeal 

 

In any communication, there are two sides, a sender and a receiver, transport any messages 

using any media to each other (Belch.E & Belch.A, 2003, p.139). In order to the sender 

strongly affects the receiver in the communication, they need to see eyes of the receiver, and 

so encode the message that is understandable and appropriated the receiver mind and 

behavior. Therefore, a success of the communication depends on the message strategy, 

structure and appeal in the integrated marketing communication (William et al., 2005, p.31). 

Moreover, the communication is definitely significant and first step for the sender as a 

company, which introduces their created product to the receiver as a consumer. The 

definition of Integrated Marketing Communication (IMC) is primarily developed is American 

Association of Advertising Agency (Schultz, 1993, p.17). According to the 4A, IMC is ―a 

concept of marketing communications planning that recognizes the added value of a 

comprehensive plan that evaluates the strategic roles of a variety of communication 

disciplines— for example, general advertising, direct response, sales promotion, and public 

relations—and combines these disciplines to provide clarity, consistency, and maximum 

communications impact.‖   

 

Furthermore, one of the main and grandness communication disciplines is advertising 

(Russell & Lane, 1999, p.31) as any relative theories and definitions have developed at early 

time. An official and well-liked definition of advertising is any paid form of non-personal 

communication about an organization, product, service, or idea by an identified sponsor 

(Belch.E & Belch.A, 2003, p.16). On the other hand, advertising can be a cost-effective way 

to disseminate messages, whether to build a brand image and to educate people (Kotler, 2006, 

p.568).  Therefore, it is about creating a message and sending it to someone hoping they will 

react a positive way (William et al., 2005, p.15). Further, advertising is a complex form of 

communication that manages with message objectives and strategies leading to various types 

of impact on consumer belief, feelings, and actions. Most advertising tries to persuade or 

influence the consumer to do something, even though in some cases the point of the message 

is simply to inform consumers and create them aware of the product or company. In other 

words, it is strategic communication driven by message objectives and strategy, and these can 

be measured to determine whether the advertising was effective (William et al., 2005, p.7). 

 



12  
 

In describing advertising, there are four broad factors as the key concepts of advertising: 

First, advertising strategy is the logic and preparation behind the advertisement that gives it 

a direction and a point of meeting. Second, creative idea is the ad‘s essential idea that takes 

your attention and attractiveness, and attaches in your memory. Next, creative execution, 

effective ads are also well accomplished. Final, using creative media is every message has to 

be delivered somehow (William et al., 2005, p.28). In other words, formulating the 

communications to achieve the desired response will require answering three problems: what 

to say (message strategy), how to say it (creative strategy), and who should say it (message 

source). From the preface, we can see that in determining message strategy, it is a matter of 

consequence that management searches for appeals, themes, or ideas that will tie into the 

brand positioning and help to create points-of-parity or points-of-difference. Of course, it will 

be not only depend on the message; some of these may be related directly to product or 

service‘s quality and performance, whereas others may relate to more outsides considerations 

such as the brand as being modern-day, popular, or traditional (Kotler, 2006, p.544).  

 

Since the beginning of the chapter, we can see that the choice of advertising‘s message appeal 

is significant in the studying area as from the introduction of communication.  The creating of 

advertising strategy starts from the investigation of a consumer behavior, and selected and 

determined the target audience. Unfortunately, while undifferentiated and simply strategy 

offers reduce the costs of ads through increased production, it does not allow for variety to 

specific needs. Through differentiation, products or advertising appeals may be developed for 

the target segment, increasing the opportunity to satisfy the needs and wants of the segment 

(Belch.E & Belch.A, 2003, p.51). Finally, the advertiser‘s decision towards creative and 

effective advertising involves the choice of the appropriated appeal. Many opportunities are 

available with respect to the design and presentation of a message appeal. Advertisers must 

consider not only the content of their persuasive messages but also how this information will 

be structured for presentation and what type of message appeal will be used (Belch.E & 

Belch.A 2003, p.179). Next section we have presented the structure of the message appeals 

and considered the effects of different types of appeals used in advertising.  

 

3.1.2. Concept of Advertising Message Appeal 

 

The definition of message appeal of advertising is that basis or approach used in an 

advertising message to attract the attention or interesting of the consumers and to influence 

their feelings toward the product, service, and cause (Blech.E & Belch.A, 2003, p.266). 

Further, in order to influence the consumer, the appeal can also be presented as the consumer 

wants, needs and interesting, and vital things for their life. Unfortunately, consumer wants 

and needs are unlimited, so there are much different kind types of appeals in advertising 

messages. Choose the right type of appeal is the complicated decision for advertisers. At the 

broadest level, these approaches are generally separated into two types: informational/rational 

appeals and emotional appeals (Yensin, 2003, p.149). In the below, we have discussed what 

are rational and emotional appeals and ways to use the appeals as part of a creative strategy.  

 

Some advertising are presented the appeal through the rational as the logical aspect of the 

consumer‘s decision-making process; others appeal to feelings in an effort to suggest some 

emotional reaction. The both are broad and useful way for advertising strategy. However, 

most effective advertising combines the practical reasons for purchasing a product with 

emotional values (Belch.E & Belch.A, 2003, p.183).  

 

Rational Appeals. Rational appeal provides the viewer or reader with specific information 

relating to the product (Yensin, 2003, p.151). Many advertising messages are persuaded and 

based on rational appeals. These may identify specific attributes, which are found in the 
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product, certain attributes which the product or service possesses, or benefits which the 

consumer will obtain from using the product.  A broad variety of rational motives can be used 

as the source for advertising appeals and such as convenience, economy, health, sensory 

benefits, also quality, performance, comfort, reliability, durability, efficiency, efficacy so on 

(Duncan, 2002, p.322).  

 

Emotional Appeals. This relates to the customers‘ social and/or psychological needs for 

purchasing a product or service (Belch.E & Belch.A, 2003, p.183). Many advertisings use the 

emotional appeals as the basis of the message to the consumer. We have already seen that the 

result of accelerating technology is the minimizing of differences between products and these 

features within a given category. Obviously, in these situations, any try to achieve product 

differentiation based on a logical appeal to the consumer will fail to achieve enough 

distinction between the company‘s brand and its competitors (Yensin, 2003, p.269). In 

addition, in a crowded media marketplace, it is clear that consumers like and enjoy 

advertising, which improves their liking to the features product or service. Example of the 

appeals: sex, affiliation, achieve, feel safe, aesthetic, sensations, satisfy curiosity, 

physiological needs and humor so on (Fowles, 1985). 

 

Combining Rational and Emotional Appeals. In many advertising situations, the decision 

facing the creative high-quality is not whether to choose the emotional or the rational appeal 

but, rather, determining how to combine the two approaches (Belch.E & Belch.A, 2003, 

p.272). Advertisers and agencies have given substantial thought to the relationship between 

the rational and the emotional motives in the decision-making of consumer, how the both 

influence the decision of advertising. 

 

Some scholars named the rational and emotional appeals. On the contrary, according to the 

Kotler (2006, p.545), advertising message can be broadly classified as involving either 

"informational" or "transformational" appeals. However, the content of the appeals are same 

meaning. Merely advertising effectiveness depends on how a message is being presented as 

well as the content of the message itself. An ineffective advertising may mean that the wrong 

message was used or the right message was just being created weakly. Creative strategies are 

how marketers translate their messages into a specific communication.  

 

Advertising appeal depends on many things. A selection of advertising appeal‘s type 

concerns the many factors: such as consumer behavior, competitors advertising strategy, 

product characteristic and price. In this situation of any kind appeals, advertisers generally try 

to create pleasurable messages that lead to the positive feeling toward the product or service. 

Humorous messages often put consumers in a good mood and bring to mind the positive 

feeling that may become connected with the brand being advertised. Therefore, music 

included emotion appeal makes consumers more approachable to the message. Many 

advertisers use explicit sexual appeals created to arouse consumers (Belch.E & Belch.A, 

2003, p.166). For example, product type that low-involvement product‘s advertising appeal is 

succeed in much of the advertising we see for frequently purchased consumer products. The 

appeals is designed to help consumers make an involvement without really attempting to 

formulate or change an attitude (Belch.E & Belch.A, 2003, p.153). 

 

Fundamentally, consumer social class is an important concept to marketers, since consumers 

within each social level often have similar values, lifestyles, and buying behavior. Thus, the 

different life values and lifestyles provide a natural basis for market segmentation. 

Consumers in the different social classes differ in the level to which they use various 

products and services and in their leisure activities, shopping patterns, and media habits. 

Advertisers respond to these differences through the positioning of their products and 
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services, the media strategy they use to reach different social classes‘ life values and 

lifestyles, and the types of advertising appeal they develop (Belch.E & Belch.A, 2003, p.128). 

In the next section, we have explained consumer life value and lifestyle reflect to advertising 

appeal.  

 

3.1.3. Value Appeal in Advertising  

 

According to Rokeach (1973, p. 5) who first developed a value, the value system is ―a 

learned organization of principles and rules to help one choose between alternatives, resolve 

conflicts, and make decisions.‖ Obviously, scholarly articles on values and consumer 

behavior validate the view that values may be one of the greatest explanations of, and 

influences on, consumer behavior (Caillat & Mueller, 1996, p.82). Further, in the research 

area, many scholars have studied the relationship between consumers‘ life and the cultural 

values and their attitudes towards advertising. However, the link between life values and 

advertising appeals is not broadly investigated; usually the relationship between cultural 

value and advertising appeals is examined. Moreover, most of the empirical works present is 

a comparison between the cultural values in current advertising and the values in the past 

(Hetsroni, 2000). Second is a comparison between the one and another country/culture the 

values in advertising.   

 

From the result of Rustogi et al research (1996), one set of personal values will influence 

attitudes toward a given advertising appeal in the U.S. Their research is observed the link 

between life values and attitudes towards sex/humor appeals. They also found that when the 

same values are found to influence a given advertising appeal, at times they do so in 

conflicting directions. Their results suggest that culture alone results in noticeably different 

linkages between life values and attitudes towards advertising. Furthermore there are many 

researches, which established the relationships between life values and selection of product 

class (Howard, 1977), selection criteria for goods and services (Pitts & Woodside, 1983), 

computers purchases (McQuarrie & Langmeyer, 1986), selection of leisure activities (Beatty 

et al, 1985), and measures of advertising effectiveness, such as involvement (Sherrell, Hair, 

& Bush, 1984).  

 

Cultural values are transmitted through traditions such as family, religion, school, court and 

nowadays, mass media. As a type of mass communication, advertising has also shown to be 

influential about the description and transmission of cultural values (Cheng, 1994). Certainly, 

the advertising has become ‗perhaps the most dynamic and sensuous representations of 

cultural values in the world‘ (Richards et al., 2000). The key issues presented in many 

previous researches into international advertising in relation to the cultural values were to 

decide whether there are main differences in cultural values among nations, and to what 

degree those values affect advertising effectiveness (Cheng, 1997).  

 

Poley primarily developed the cultural value of the advertising appeals (Curtis et al., 2008, 

p.1113). They suggested the two kind appeals, rational and emotional, each one included 18 

appeals. Their research proved advertising appeals recommends the country cultural value 

and difference of other countries (Poley, 1983). After that Poley, many scholars have 

investigated and developed the cultural value of advertising appeals. Poley and Mueller 

(1987) improved the previous suggested values. Fowles (1985) divided three types: there are 

rational, emotional and combined values; each one includes 13, 17 and 3 appeals. Cheng 

(1994, 1997), one of the main scholars, has investigated the cultural value in the Asian. In 

recent time, who improved the cultural value, Zang and Harwood (2004) defined the 13 

advertising appeals based on the Poley and Mueller values. There are included three main 
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factors: traditional, modern and utilitarian values. Traditional value like to rational appeals, 

modern as emotional appeals.  

Traditional values 

1. Health/life 

2. Family 

3. Tradition 

4. Education 

5. Patriotism 

6. Filial Piety 

Modern value 

7. Enjoyment/Pleasure 

8. Modernity/Technology 

9. Beauty/youth 

10. Success/status 

11. Materialism 

12. Environmentalism 

Utilitarian Values 

13. Effectiveness/quality 

 

These thirteen appeals are newly more improved and abstracted, and more nearly reached to 

consumer life value. Since the appeals are included in our research questionnaire in order to 

determine the consumer general attitude towards advertising appeal. Nevertheless, this is not 

core question, because the appeals are presented cultural values. We have focused life or 

personal values.  

 

Consequently, fore-mentioned, there are not numerous practical works which relation of 

consumer life value and value appeal of advertising in the marketing research area. Thus, we 

have interested the subjects and have wanted deeply investigate this area. Following chapters, 

we have presented what consumer life value and lifestyle, and using the theoretical types.  

 

 

3.2. Consumer Lifestyle and Life Value  

 

The aim of our research is to find out what is the relationship between advertising messages 

appeals with different themes of consumer‘s life value inside and customers‘ lifestyle and life 

value. Therefore, we need to make clear what is consumer‘s lifestyle and value. During 

literature review, we found many interesting articles and books, where every author has 

described these concepts from different perspectives. However, we cannot include everything 

in our research, subsequently we have chosen the main and the latest theories, which could be 

most related to our research question.  

 

3.2.1. Consumer Lifestyle 

 

In the past concept, lifestyle was used mainly to differentiate social classes and status groups 

based on their cultural characteristics. However, nowadays this perspective has dramatically 

changed and term Lifestyle became less tied to social position of individual, instead 

researchers more interested on studying the customer as an individual. Hence, the concept of 

lifestyle has changed in accordance with societal and cultural change (Miegel, 1993, p.3). 

Moreover, all mass communication research has been significantly and effectively use a 

concept of ―lifestyle‖ in the field of marketing communication, where it has been shown that 

lifestyles influence both consumption patterns and the processing of different forms of 
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marketing communication (Vyncke, 2002, p.445). Because at last few decades, marketers are 

most interested on studying the consumer‘s lifestyles since throughout this study, they 

attempt to relate a product, especially through advertising, to the everyday experiences of the 

target market (Blackwell, 2006, p.277). Lifestyle is defined as patterns, which reflect 

human‘s activities, interests and opinions, in which people live and spend time and money 

(Blackwell, 2006, p.277).  Some effective advertisers trace lifestyle trends of a core target 

market and reflect these lifestyles in their advertisements (Blackwell, 2006, p.278). Kotler 

defined lifestyle as a person‘s pattern of living in the world as expressed in activities, 

interests and opinions (Kotler, 2009, p.199).  

 

The concept ―lifestyle‖ has become the core of a special kind of segmentation research called 

‗psychographics‘ (Vyncke, 2002, p.445). On the other hand, to measure lifestyle the 

researchers usually use psychographics as an operational technique (Blackwell, 2006, p.278). 

This technique often used with interchangeably with AIO measures, which are activity, 

interest and opinion (Blackwell, 2006, p.278). These measures then guide to important 

lifestyle typologies by using the technique of cluster analysis (Vynvke, 2002, p.445). 

Moreover, the concept lifestyle helps to understand the consumer behavior since it is more up 

to dated than personality and more broader than values.(Blackwell, 2006, p.277). The 

lifestyle of the individual could be used by researchers to describe the psychographic is 

segmented consumer groups. In combination with demographic criteria such as age, income, 

education level, these features would give a picture of the preferences of the individual as a 

consumer. Therefore, to predict the reaction of consumers when developing the new concept 

of advertising the specific psychographic data such as activities what people do, and interests 

which people have opinions and which they hold of each segment would better fit instead of 

general population data. In 1971, W. D. Wells and D. J. Tigert introduced the dimensions, 

which are used to access lifestyles in table 1 (Solomon, 2007, p.563). 

 

 Table: 1 AIO model of consumer lifestyles   

Activities Interests Opinions 

Work  

Hobbies 

Social events 

Holidays 

Entertainment 

Club membership 

Community 

Shopping 

Sports 

Family 

Home 

Job 

Community 

Recreation 

Fashion 

Food 

Media 

Achievements 

Themselves 

Social issues 

Politics 

Business 

Economics 

Education 

Products 

Future 

Culture 
―Solomon, M (2007). Consumer behavior, European perspective.  3rd edition. Prentice hall. P.563‖ 

 

Using above dimensions, marketers collect large data and create profiles of customers who 

resemble each other in terms of their activities and patterns of product usage (Solomon M p. 

563). Within our research, we also need to identify lifestyle of residents in Umea, therefore 

we have used above measurements to define their lifestyle.  

 

According to Solomon (2007, p.563), consumers are given the list of activities and patterns, 

then asked them to evaluate how many hours they spend for each of them daily in order to 

divide into common AIO categories. In our research, we did not include all categories, only 

ten important activities and patterns such as; work, study, housework, social activity, 

communities or friends, self-conscious, family, shopping, sport, entertain or hobby and 

travelling time. As mentioned above, all these measurements were measured by hours, which 

activities are spent in the daily, although we asked respondents to base on weekly routine 



17  
 

since we thought weekly routine can cover most activities, which people do rather than only 

daily.       

 

3.2.2. Consumer Life Value 

 

Consumer analysis is not predictable; marketers cannot look into eyes of each consumer and 

tell they will buy Pepsi or Cola, although they can investigate at variables such as personality, 

values and psychographics, and can predict the effects of individual variables on a purchase 

and consumption (Blackwell, 2006, p.270). From above statement, we can conclude that 

consumers‘ values are one of the important variables as the lifestyle in consumers‘ decision-

making process. On the other hand, core values influence consumer decision as their belief 

system underlies their attitudes and behaviors. The concept of ―core value‖ goes much deeper 

than attractive or attitude and determines the basic level, which people‘s choices and desires 

over the long period (Kotler, 2009, p.200). According to Miegel (1993, p.4), value is the most 

important concept in relation to the lifestyle and fundamental component of the lifestyle. In 

other words, the lifestyle of individual is an expression of his or her value.  So, the means that 

values are basement of every person‘s activity, and when people have attitudes towards 

something they express their value, which exist from inside mind of every person. By doing 

the actions, we call lifestyle.  

 

Generally, the value can be defined as the belief about some desirable and-state that 

transcends specific situations and guides selection of behavior (Solomon, 2007, p.113). A 

person‘s set of values plays a very important role in his or her consumption activities, since 

many products and services are purchased because consumers believe that these products and 

services will help them to attain a value-related goal (Solomon, 2007, p.113).  

 

According to Blackwell (2006, p.274) value provides a strong basis for understanding 

consumer behavior since it represents three general necessities of human existence: biological 

need, fundamentals of harmonized social interactions, and demands for group survival and 

functioning. Also, he noted that different consumers may have same values but in the sense 

of importance these values can be ranked in different levels for every person (Blachwell, 

2006, p.274). Therefore, the lasting nature of value and their role in consumer‘s individual 

formation have caused them to be applied to understand many aspects of consumer behavior 

including advertising cognition, product choice, brand choice and market segmentation 

(Blackwell, 2006, p.274). Each person chooses the closest to him or her value from the 

variety of cultural values or value system, later this choice reflects on that person‘s work, 

study, achievements and so on. For example: ― the person‘s values concerning work, personal 

achievements, and social interactions may determine how much time you spend on studying 

particular text, and thus the grade you may receive in this course, and more important your 

career progression in the future‖ (Blackwell, 2006, p.274). However, during development of 

personal value the family, friends, and culture also play important role and influence to 

personality (Blackwell, 2006, p.274). Below we have presented the main theories relating to 

personal life value studies. 

 

Rokeach Value Survey (RVS). Milton Rokeach developed a value-measurement instrument, 

which consisted of an eighteen terminal and eighteen instrumental values. The terminal 

values are considered a self-centered or society-entered, intrapersonal or interpersonal in 

focus; the instrumental values are moral values and competence. These values have been 

discovered to be the guiding principles in an individual's life. The Rokeach Value Survey 

(RVS) requires respondents to rank the eighteen terminal values and then the eighteen 

instrumental values. Rokeach (1973) stated that the eighteen terminal values were generated 

from related literature, resources, and interviews. The eighteen instrumental values were 
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refined from Anderson's 1968 study on Likableness ratings of 555 personality-trait words 

from the Journal of Personality and Social Psychology. Table 2 displays the items in the 

Rokeach Value Survey. 

 

Table: 2 Rokeach Value Survey 
Terminal Value 

1. A comfortable life (a prosperous life) 

2. An exciting life (stimulating, active life) 

3. An sense of accomplishment (lasting contribution)  

4. A world at peace (free of war and conflict) 

5. A world of beauty (beauty of nature and the arts) 

6. Equality (brotherhood, equal opportunity for all) 

7. Family security (taking care of loved ones) 

8. Freedom (independence, free choice) 

9. Happiness (contentedness) 

10. Inner harmony (freedom from inner conflict) 

11. Mature love (sexual and spiritual intimacy) 

12. National security (protection from attack) 

13. Pleasure (an enjoyable, leisurely Hfe) 

14. Salvation (saved, eternal life) 

15. Self-respect (self-esteem) 

16. Social recognition (respect, admiration) 

17. True friendship (close companionship) 

18. Wisdom (a mature understanding of life) 

Instrumental Value 

1. Ambitious (hard-working, aspiring) 

2. Broadminded (open-minded) 

3. Capable (competent, effective) 

4. Cheerful (lighthearted, joyful) 

5. Clean (neat, tidy) 

6. Courageous (standing up for your beliefs) 

7. Forgiving (willing to pardon others) 

8. Helpful (working for the welfare of others) 

9. Honest (sincere, truthful) 

10. Imaginative (daring, creative) 

11. Independent (self-reliant, self-sufficient) 

12. Intellectual (intelligent, reflective) 

13. Logical (consistent, rational) 

14. Loving (affectionate, tender) 

15. Obedient (dutiful, respectful) 

16. Polite (courteous, well-maimered) 

17. Responsible (dependable, reliable) 

18. Self-controlled (restrained, self-disciplined) 
―Rokeach, M. (1973). The nature of human values. New York: Free Press‖ 

 

List of Values. Another alternative of value studies is List of Values (LOV) developed by 

researchers of Michigan University Survey Research Center in 1983 (Kahle et al., 1986, 

p.406). The list of values was developed from theoretical base of Feather (1975), Maslow‘s 

(1954) and Rokeach‘s (1973) work on values in order to assess adaptation to various roles 

through value fulfillment (Kahle et al, 1986 p. 406). Nine values, self-respect, security, warm 

relationships with others, sense of accomplishment, self-fulfillment, sense of belonging, 

being well respected, fun and enjoyment, can be used to classify people on Maslow‘s (1954) 

hierarchy, and according to Beatty (1985) they relate more closely to the values of life‘s 

major roles such as; marriage, parenting, work, leisure, daily consumption (Kahle et al., 1986, 

p.406). LOV method has been asked to rank list of values from 1 to 9 and indicate the most 

important value in order to identify people‘s most important values, as Rokeach preferred 

with his value survey (Kahle et al., 1986, p.406).  Kahle, Beatty, and Homer's review (1986) 

found that the LOV instrument has been adopted and replicated in several different fields, 

and that those research findings provide the validity for the LOV.  

 

Kahle and Kennedy (1989) noted that at least four different data analysis methods can be 

used for analyzing LOV data. These methods are nominal analysis, regression 11 analysis, 

causal analysis, and segmentation analysis, which offer more information from the data than 

traditional methods. One of the LOV follow-up studies used the LOV as a part of its study 

instrument, which was designed to predict different leisure travel styles (Madrigal, 1995). 

Cross-National Consumer Psychographics (Kahle, 2000) is a collection of eight studies, 

which compares different aspects of consumer psychographics at cross-national and cultural 

levels. According to Kahle (2000), the LOV is an instrument that can be used to understand 

cross-cultural consumers based on their social values.  

 

In the general research of LOV in the across country, the first ranked value is sense of 

belonging and second is excitement, followed fun enjoyment, warm relationship, self 

fulfillment, respect from other, sense of accomplishment, security, and self respect (William 

et al, 2005).  
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Figure: 1 VALS (value and lifestyles) framework  

VALS. One of the interesting developments  

in value methodology is the Values and 

Lifestyle System, which was developed at SRI 

international by Mitchell in 1983 (1986, p. 405) 

in figure 1. According to this approach, 

consumers buy products and services and seek 

experiences that fulfill their characteristic 

preferences and give a shape, substance, and 

satisfaction to their lives (Blackwell, 2006, 

p.280). To classify people into nine segments 

researches identified approximately 34 

questions, which include various specific and 

general attitude statements and several 

demographic items.  

 
 

―www.sric-bi.com /VALS/ (March 2005), Roger D. Blackwell,  

Paul W. Miniard, Consumer behavior, 2006‖ 

 

Further, many researchers have tried to explain the concept of life value and every researcher 

comes out with new ideas based on another researcher. In the section of theory, we have 

presented the main researchers‘ point of view in the study area.  

 

Difference between male and female in value orientation. Although some research works 

have done for gender differences in value orientation, there are still some gaps missing in this 

area. According to Gilligan (1982), women‘s moral development suggests that women may 

be more altruistic than men, because they have needs of socialization stronger than others. On 

the other hand, that means women have stronger altruistic value orientation than men or that 

women are more aware than men of the consequences (Stern et al., 1993, p. 329). In 1993 

Paul et al. have studied the difference in value orientation for females and males and came 

out with the following conclusion. ―Women have different thought than men about the 

consequences of an environmental condition or they may assign different value weights to 

each type of consequences‖ (Stern et al., 1993, p.339). Their findings are reliable with the 

argument in feminist theory where it says that females are likely to see a world of inherent 

interconnections, while male tend to see a world of clearly separate subjects and objects, with 

events abstracted from their contexts (Stern et al., 1993, p.340). So, that argument suggests 

that men may less caring than women to link between the environment and things they value, 

even if men and women hold the same values (Stern et al., 1993, p.339). 

  

http://www.sric-bi.com/
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3.3. Summary of theories and construction of the Hypothesis 
 

Literature review provides us an entire picture of relevant theories to our topic. However, 

from above mentioned theories we have not included all parts since some of them do not 

appropriate for our research. For example: VALS system was developed for American 

consumers therefore it is not applicable to other nations. Also, Rokech‘s list of values 

includes so many value lists that could make confusing respondents while asking them to 

evaluate or rank values.  Therefore we have used  Kahle‘s List of values since these values 

more close to consumer everyday life. 

To measure lifestyle of our respondents we have used 10 main activities from AIO model. 

Everyone has an opinion and everyone has the interest, and to realize these interests and 

views in the practice he begins to act, which ultimately generates activity. Therefore, we 

believe that the lifestyle can be measured by activity. In addition, to measure the differences 

of life value orientation of female and males we have chosen theory of difference between 

genders in value orientation. 

 

As we mentioned previously our research strategy is quantitative and the deductive approach 

was used in our study. Therefore, after constructing the theoretical framework, we have 

developed three hypotheses based on chosen theories. Hypothesis is defined ―an informed 

speculation, which is set up to be tested, about the possible relationship between two or more 

variables‖ (Bryman & Bell, 2007, p.728). Below we presented our hypothesis, null 

hypothesis and two alternative hypotheses: The null hypothesis states that there is no 

difference between variables, while alternative hypotheses state that there are differences 

between variables and there can be detected some relationships between variables.  

 

Below illustrated graphical, a version model of the hypotheses and how variables are related 

to the each other. Our hypothesis graphic is established on the communication basic models 

before mentioned in the communication theory (E.Belch & A.Belch, 2003, p.139). In 

addition, according to the Solomon (2007, p.558), consumer behavior included their life 

value and lifestyle; it is one of basement the hypothesis graphic. Further, hypothesis first and 

second are based on the link between advertising message and consumer life value. 

Hypothesis three is based on the link between advertising message and consumer lifestyles.  

 

Figure: 2 Connection between advertising appeal, and life value and lifestyle  

 

 
 

1. Ho: The ranking and evaluation of respondents made for the values will be identical 

to the rank of posters. 
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H1: The ranking and evaluation of respondents made for the will not same to their 

ranking and evaluation of posters. 

2. Ho: The ranking and evaluation of male and female respondents made for the values 

will be identical to the rank of posters. 

H1: The ranking and evaluation of male and female respondents made for the will not 

same to their ranking and evaluation of posters. 

3. Ho: Respondents with same lifestyle would choose same posters. 

H1: Respondents with same lifestyle would not choose same posters. 
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4. PRACTICAL METHODOLOGY  
 

We presented our research method in the chapter, where and how collect research data by 

what questions. Construction of our questionnaire is main issue of this chapter. We deeply 

explained the choice of our survey questions and which question promote to prove our 

hypothesizes. In addition, we presented the result of our pretest, and the improvements of 

questionnaire are mentioned in end of the chapter.  
 

 

4.1.Research Methods  

 

For this research, we used two types of research methods, quantitative and qualitative. We 

can understand the research strategy as general orientation for conducting a business research 

(Bryman & Bell 2007, p.28). The research method should be chosen based on research 

problem and purpose (Bryman & Bell 2007, p.28). Quantitative strategy employs objectivist 

view for the ontology, constructivist way of getting knowledge in the epistemology and at the 

end it entails the deductive approach. ―While conducting the quantitative research it is more 

suitable to collect data through surveys since it gives more opportunity to reach large number 

of respondents at once for very low cost and the data collected using a survey strategy can be 

used to suggest possible reasons for particular relationships between variables and to produce 

models of these relationships‖ (Saunders, 2007 p.138).  Our research goal was to test the 

relationship between several variables, therefore a quantitative research was conducted. Our 

research does not attempt to study the causality of relationship between values and posters, 

rather tries to find a relationship between them.Survey method allowed us to get as much data 

as possible for short period of time.   

 

   

4.2.Selection of Sample 

The need to sample is one that is regularly encountered in the quantitative research (Bryman 

& Bell, 2007, p.180). Every research requires sampling methods since due to sampling 

researchers can reduce the sampling error by choosing appropriate people.  

 

Umea municipality has population of 114‘000 people (Official statistic of Sweden, 2010). We 

were interested in active shoppers in the 20 to 50 age group.  Stratified non-probability 

sampling method was used in our research. This method is modification of random sampling 

in which researchers divide population into two or more relevant and significant strata on one 

or number of attributes (Saunders, 2009, p.228). Dividing the population into a series of 

relevant strata means that the sample is more likely to representative, so researcher can be 

sure that each of representatives of population has involved into research (Saunders, 2009, p. 

228). However, during interview by questionnaire we had difficulty to involve 

representatives evenly since some of respondents rejected to answer to our questionnaire by 

replying that these questions are so private. Also, some working people did not know English 

well to answer to our questionnaire. Therefore, at the end of our data collection we had 126 

female and 84 male respondents‘ responses; also we were planning to gather data from 

subgroups, such as students and working people, however students were easier for replying to 

our questionnaire than people in offices. For data collection places we have chosen Umea 

University, where we have collected data from students, and the offices, where we could find 

working people.  

 

In our research we have collected data through 210 questionnaires with 19 questions and 

analyzed on SPSS to check the relationship between variables. According to Bryman and 
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Bell, when many data have collected from many cases and then have examined to detect the 

patterns of associations of quantitative data in connection with many variables it called Cross 

sectional design (Bryman & Bell, 2007, p.55). Our research design fits this description. Our 

research is descriptive in nature and closed questionnaire was used to gathering the data. Two 

methods were used for gathering data, one is structured questionnaire and another one is 

secondary resources such as; scientific articles, books and research works.   

     

 

4.3.Construction of Questionnaire 
  

The construction of questionnaire was a task that required most time and creativity. We found 

this to be one of the most interesting tasks for us. In order to get fully and correctly filled 

questionnaires from respondents the researchers must be careful on constructing the 

questionnaires, thus this is pretty time consuming task (Saunders, 2009, p.387). We  worked 

very carefully on our questionnaires in order not to miss any possible questions, which can 

bias our study result. In the construction of our research question, we emphasized two things: 

first, be in line with  the purpose of our study and second, predicate our hypotheses. In the 

questionnaire, we have used previous researchers‘ findings, however the main useful 

instrument was the handbook of marketing scales, from where we have chosen Kahle‘s eight 

values and explanations for them (1996, p.115). This book consisted of great amounts of 

studies performed by others and examples of how to measure different phenomena and 

explanations for them. It also has provided us with examples of how questions should be 

constructed to measure specific phenomena.  

 

As we mentioned above, we have read examples of construction of questionnaire of other 

advertising appeal studies. All, we found the above mentioned examples to be very helpful in 

creating appropriate slogans for our posters in questionnaire part. Since, the posters 

themselves could be interpreted by respondents  differently  we have attached appropriate 

word slogans, which could express the correct life value. Therefore, right explanations could 

help us measure what we were supposed to measure. Second, we have written  questions 

without using any jargons or complicated language. That way the questionnaires should be 

easy to understand for respondents of different educational backgrounds. In addition, we 

thought through the order of the questionnaires carefully.  

 

Table: 3 Construction of questionnaire 

Part Sub-part Questions 

A. DEMOGRAPHICS 

 

Demographic 

variables 

A.1. Gender 

A.2. Age 

A.3. Citizenship 

A.4. Marital status 

A.5. Education 

A.6. Expenditure 

B. CONSUMER 

LIFE VALUE 

AND LIFESTYLE 

 

Consumer life value 

variables 

B.1. Please take a moment to think about how below life 

values are significant in your life and evaluate them 

B.2. Please rank these 8 values in order of importance to your 

life. 

Consumer lifestyle 

variables 

B.3. Please specify the time you spend on the following 

activities in one day 

B.4. How much do you interested on the following activities? 

B.5. What do you think about your current lifestyle? 

 

 

 

Advertising appeals 

variables 

C.1.What theme in the advertisements do you like most? 

Please select only one. 

C.2. How likely is it that above posters will influence you to 
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C. ADVERTISING 

CONTENT 

 

buy Nokia phone? 

C.3. What a picture of the above stated advertisements do 

you like most? Please rank them from 1 to 8. 

C.4. Please evaluate the poster you have ranked the highest. 

Which factor has influenced you most in the ranking of 

number 1? 

C.5. In your opinion, what kind of life value does the 

advertisement, you have ranked the highest, contain inside? 

C.6. Do you think that advertisement you have ranked the 

highest above is the reflection of your 

General questions 

C.7. Do you have any comment related to this research 

questionnaire? 

 

 

Saunders (2009) noted that Dillman (2007) argued that, to achieve as high response rate as 

possible researchers need to start their questionnaire clearly and make it interesting 

(Saunders, 2009, p. 389). Therefore, we started our questionnaire by introducing ourselves, 

explaining the purpose of the research and including estimated time for completing the 

questionnaire. It‘s preferable to keep questionnaires, postal questionnaires in particular, 

preferable to be as short as possible for get maximum response rate from targeted groups 

(Bryman & Bell, 2007, p.247). However, as we mentioned above our questionnaire consisted 

of three parts and each one had 5-7 questions, so it was impossible fit it in one or two pages. 

As Bryman (2007, p.247) noted if margins and spaces between questions are reduced then 

there is risk to have questions too close to each other, which may lead to having some 

questions inadvertently omitted. Therefore, we have put all our questions and posters in four 

pages.  

 

As shown table 3, first part contained demographic questions (A1-6). We included these 

questions in order to be able to  split data gathered from survey by demographics. To test our 

hypothesis we have asked our respondents to evaluate and rank the life values (B1-2), which 

are sense of belonging, warm relationship with others, self-fulfillment, being well-respected, 

fun and enjoyment of life, security, self-respect and a sense of accomplishment. All these 

values were introduced by Kahle in 1976 and named as list of values. This methodology is 

used as main value measurement instrument to measure the consumer similarities and 

differences (Kahle, 1989, p.6).  However, Kahle put 9 scales to evaluate the values, but we 

put 6 scales since we thought that too much scales can confuse respondents, also we put even 

number for scaling since in the pretests respondents mainly selected the scale which was in 

the middle and it could not give clear picture of preference of respondents. Also to identify 

lifestyle (B3-5) of our respondents we have asked them to define how much time they spend 

on particular activities daily. However, we thought that our respondents do not spend their 

time on each activity everyday and this can slow down them to answer that question. 

Therefore, we asked them to set their time on a weekly routine. All the activities we 

presented on questionnaire was chosen by us from William and Douglas‘s AIO model‘s list. 

 

In C section of the questionnaire, there are seven main questions and eight advertising posters  

that illustrate consumer life values. A goal of the first question (C1) in the section is to define 

consumer‘s general attitude towards advertising contents and appeals by the appeal types of 

Zhang and Harwood (2004). The goal is also to check if there are similarities or differences 

between selection of ad posters and  answers to the question.  

 

Next, the eight advertising posters are important for our research propose and predicate our 

hypotheses. Poster is one of more efficient ways of measuring consumer attitude towards 

content of advertising that includes both art and text.  On the other hand, it is an opportunity 

to deliver consumer an exact value appeal of advertising using pictures and slogans. 
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Moreover, in the questionnaire of the quantitative research, using the poster is one of more 

suitable choices for testing any advertising. For  eight posters, we created  all the art works 

and the text to reflect the appropriate consumer life values of Kahle. It is nearly impossible to 

adapt posters, published by real companies, to reflect Kahle‘s values. Moreover, we chose to 

illustrate only one brand, Nokia,, because nowadays mobile phone is one of the most popular 

products for all social class and genders and Nokia is number one brand of mobile phone on 

the world and Swedish markets (Osibanjo & Nnorom, 2007). In the advertising posters, the 

pictures are from  Internet resources (such as gettingimage.com). We chose more positive 

images, because we planned to minimize any influence of other factors besides value appeals 

for selection of advertising. In addition, outline of the all pictures are of same size and have 

black borders. The slogans are written by us; however, we took some  ideas from Handbook 

of Marketing Scales (1996, p.115), and television advertisings, and so on. The below table 

presents each advertising poster (Appendix 1) with its recommended  life values.  

 

Table: 4 Construction of advertising posters 

 Posters 

Slogan of the 

posters 

Recommended 

life value 

appeal 

Appeal and content of 

the messages 

A.  

 

Saved time = saved 

money 

Financial 

security 

If you have the phone, 

you can save time, this is 

give you more profits 

B.  

 

You will be 

respected with 

Being Well-

Respected 

If you use the Nokia 

phone, other people 

respect you and look a 

more positive attitude 

C.  

 

Nokia is my mate 

on the way of 

success 

Self-fulfillment 

Achievement younger are 

helped the phone   for 

they successfully 

complete their works. 

D.  

 

We deserve the 

best 
Self-Respect 

Self-respect peoples use 

the phone. If you are self-

respect, join the group. 

E.  

 

I go nuts with 
Fun and 

Enjoyment 

The phone music can be 

given you enjoyment time 

in everywhere. 

F.  

 

I accomplished a 

lot; all that time 

with me was 

Sense of 

accomplishment 

The man reached his 

goals and very satisfied 

his work. If you want feel 

same sense of his, the 

phone help you. 
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G.  

 

It is not just 

connection…...This 

is love 

Sense of 

belonging 

By the phone, you can 

feel love and sense of 

belonging. 

H.  

 

In any cases, I 

always connected 

to my friends 

Warm 

relationship 

If you very care and 

attend to your friends and 

families, the phone help 

you connect the everyone 

 

As mentioned in the pretest, we tested two times to make sure  the advertising posters really 

could recommend the each one‘s life values. So in the slogan of posters, main motivation 

word is displayedin  capital and bold letters.   

 

Objective of the C2 and C3 questions is estimated the influence of the posters, and consumer 

attracts and likes towards the posters. We used the Likert 6 pointed scales and ranking, 

because Likert scales are measured force of influence of the posters, and ranking is estimated 

the preferring of these. Correlation between these questions and life value questions (question 

B.1-2) is used to predict hypothesis 1. These also are used hypothesis 2 that relation of 

consumer lifestyle and the appeals. From the question C4 to C6, these objectives are checked 

that respondent really selected the poster (ranked number one) depending on the value appeal. 

On the other hand, respondents really can look into eyes of us recommended value appeal in 

the posters.  If instead of the posters appeals, other factors strongly influence respondent‘s 

ranking, it will be reduce our research credibility, so we got three control questions in the 

questionnaire towards to increase our research reliability and validity. Furthermore, we will 

test the relation between question 3 and question 5 to check consistency of answers.  

 

Final question is open and more like qualitative approach. We want to take respondents any 

suggestions about the questionnaire, such as advices, advantages or weakness so on. These all 

could be useful for the improvement of our study especially in this part of conclusion. 

In the end of the section, we have presented contraction of our hypothesis based on the 

questionnaire. Following table, we can see that which questions are supported which 

hypothesizes. It is helped for analyze a results of empirical and discussions of our study, as 

we guided by the table. 

Table: 5 Construction of hypothesis 

 Hypothesis Question 

1 Ho: The ranking and evaluation of 

respondents made for the values will be 

identical to the rank of posters. 

Question B.1-2 and C.1-2 

2 Ho: The ranking and evaluation of male and 

female respondents made for the values will 

be identical to the rank of posters. 

Question A.1-6, B.1-2 and C.1-2 

3 Ho: Respondents with same lifestyle would 

choose same posters. 

Question B.3-4 and C.1-2 

 
 

4.4.Pretest  
  

Pretest is usefulness of testing a questionnaire prior to conducting the actual research 

(Saunders, 2009, p.117). The researcher be able to receives any feedback and ideas about 

questionnaire improvements from respondents attended in the pretest. Also our questionnaire 
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is presented advertising posters, which focused into life value appeals, so we need to reduce 

and check any other factors influence the choice of posters inside the value.  

Furthermore, we did pretest two times on twenty sixty of aril and fourth of May 2010. 

Sampling of first pretest is eight younger who went from Stockholm to Umea by buss. In the 

first test, the many efficient ideas and advices are suggested the respondents. By our pretest 

results and advices we could improve our research questions in terms of advertising posters 

pictures and slogans. From the point of respondents the goal of questions cannot related 

totally with the choice of the pictures and slogans. During our pretest we observed that we 

should show only one brand in each poster. The second pretest goal was to improve the 

questionnaires. Therefore, we tested our seven friends during dinner time.  Thanks to this 

pretest we could make could make our survey questionnaires more understandable and 

readable to our target respondents. 

   

4.5.Data analysis  

 

All raw data received from questionnaires were coded and analyzed with SPSS software 

version 16.0. A total of 69 variables (X1-X69) were entered either as ‗scale‘, ‗nominal‘ and  

‗ordinal‘ measure. The first 7 variables measured respondents‘ demographics. The variables 

X8-X23 measured respondents‘ attitude towards life values. Variables X23-X46 measured 

respondents‘ lifestyle towards spending time and interesting for the daily activities. Variables 

X47-X66 measured respondents‘ attitude towards the use of life value appeals in advertising 

for a specific Nokia mobile phone. Furthermore, we added new variables these are first 

ranked lifestyle activities (X67), life values (X69) and posters (X68) on nominal scale. A 

reliability test was performed on all question or group of questions and a Cronbach‘s alpha of 

more than 0.7 was achieved on all aspects indicating reliability (Kent, 2005, p.142). 

 

First, all variables were analyzed using basic descriptive statistics such as frequencies and 

crosstabs (gender, age vs life values and value appeals) and given more explanation for useful 

and interesting results. Moreover, these were analyzed demographic variables, such as gender 

and age. Second, the 8 life value ads, questions C2-3 (X48-63), were analyzed separately on 

two dimensions: life value list (X8-23) and lifestyle activities (X24-45). Paired samle t-test 

was used to analysis eight life value (X16-24) and eight life value posters (X56-64) 

supporting our hypothesis one. In addition we used Correlation between two variables. In the 

hypothesis two, we added gender variables in the hypothesis one‘s analysis methods. Lastly, 

one-way ANOVA and cross tab analysis are used to look relation between lifestyle activities 

and the posters for predicted hypothesis three. Finally, the tables and charts were exported to 

Excel to create graphs. 
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5. EMPIRICAL RESULTS  
 

There are two sub-chapters, descriptive and statistic presentation of our study, in the chapter. 

At first, we explain our study results by descriptive analysis with illustration of frequencies 

graphics, which include the percentage of respondents for all questions by every option. 

Therefore, we present the results using the diagrams by gender and ages in order it was easy 

to read. In the second sub-chapter, we show our main hypothesizes variables by paired test 

and ANOVA so on.  

 

5.1.Descriptive Results 
 

In the section of descriptive results, we present the results of each question of our 

questionnaire using descriptive analysis. Majority questions are illustrated graphics by the 

percentage of respondents in the gender. The section is a beginning of results of general 

demographics‘ questions and ending of advertising posters‘ questions.  
 

5.1.1. Descriptive Results of Demographics  
 

Question. A1-6 

 

To start off, we made a general overlook for respondents‘ responses. In this part we are 

introducing demographic results, respondents‘ responses towards life value and lifestyle‘s 

questions.  

 

 In total 210 people responded to our survey.  Of those, 126 of them were women and 84  

men. We attempted to define the life values of people who are actively involved in the 

purchase behavior and attitudes of these people towards advertising posters with life value 

themes. In terms of age, 84.9% of the respondents were between the ages from 20 to 49 

years, and the remaining 15.2% were ages less than 20 or greater than 50. If we break down 

respondents by nationality, then  92.4% of the respondents were Swedish nationals and 7.6% 

were national of other countries. By marital status, 15.2% of respondents were married, 

47.6% were single and 37.1% were in a relationship. Initially, we studied two groups, 

students and working people; 71.4 of our respondents were representatives of the first group 

and the other group representatives occupied 24.8% of the sample. However, some 

unemployed people participated in our survey, which amounted to 3.8%. To the question: 

―How many crowns do you spend each month?‖, 30.5% of respondents answered less than 

7‘000 SEK, 51.4% answered between 7‘000-14‘000 SEK, 11.4% answered between 14‘001-

28‘000 SEK and 6.7% responded that they spend above the 28‘001 SEK monthly. 

 

5.1.2. Descriptive Results of Life Value  

 

Question B.1.  Importance or 

unimportance of life value 

 

For the life value evaluation question 

respondents responded in the following 

manner. Life values were evaluated on 

the Likert‘s scale from 1 insignificant to 6 

significant.  

 

For the first value of security on the list 

33.3% of men evaluated as 4  on likert 
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scale, 31% evaluated as 5, and 19% evaluated as 6. Women's responses were similar, just 

with slightly difference from male‘s responses. For example, 27% of women evaluated that 

value of being well respected as 4, 39.7% evaluated 5 and 20.6% evaluated 6. On the second 

value of being well respected: 11.9% of men rated as 3, 42.9% rated at 4, rated 21.4% as 5 

and 16.7% evaluated as a very important value. Meanwhile, the women rated the value as 

follows. 23.8% rated this 3, 36.5% rated at 4 and 15.9% rated at 5. From the graph we see 

that in terms of self-fulfillment women are slightly higher estimate the importance of that 

value than men, but the sharp contrast is not detected.  

 

From the graph, we see that value of self-respect is the most important value, while for men it 

has less significance since most of men rated this value as 4 and 5 degrees of importance on 

likert scale. Entertainment also plays important role for our respondents since 26.2% of 

women rated this value as 4, the 42.9% of them estimated as 5 and 31% rated as the most 

important. For men, they also noted the importance of that value and 28.6% rated as 4, the 

30.2% estimated as 5 and 36.5%, which is a little more in comparison with women‘s rate as 

most important. Sense of accomplishment is the most of the respondents of both sexes rated 

importance of sixth value between 4 and very important. The essential difference between 

gender‘s preferences towards that value is not visible. 

 

On the sense of belonging value, we see significant difference between estimates of 

evaluation of men and women. That is, there 42.9% of women rated the value as the most 

important, while percentage of males evaluated as the most important is 21.4% and 52.4% of 

men rated this value as 5, while 31.7% of women evaluated as 5. But on fourth-degree of the 

importance on the scale for both sexes are almost identical. At the last value of warm 

relationship, the opinions of both sexes are almost identical to the 5th degrees of importance, 

but there are significant differences at the fourth and sixth degrees of importance. In other 

words, 28.6% of men rated as 4 and the 23.8% rated as the most important. Meanwhile, 

39.7% of women assessed as 4 and 42.9% rated as the most important value in their lives.  

 

From above results, we can conclude that there are no significant differences between 

genders in evaluating the list of values. However, some differences appear in degree of 

evaluating.  

 

Question B.2. Ranking of life value 

 

The answer results for the second question, which ask respondents to rank values in order of 

importance to them presented here. We have based on statistical means of every value to 

define the rank order.  Highest ranking is one, and ending is eight. 

 

From the graphic, we can see that the 

most important value for consumers is 

warm relationship with others. Second 

is sense of belonging, followings are 

self-respect and enjoyments. If look at 

the highest ranked value, it is same as 

the general mean results of value, but 

it have one difference is financial 

security value. in the mean result, 

numeration of financial security is 

seven, although in the ranking result, 

four. The mean that some few respondents answered the value is very importance, and 

majority of them replied not too significant.  
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From the graphics, female and 

male‘s value system have some 

difference. Warm relationship is 

more important for women than for 

men. The same result appear in 

sense of belonging and self-respect 

values. Contrasts of women, men 

think so security, being well-

respected, enjoyment and sense of 

accomplishment is importance for 

them. 

 

From the table (appendix 2) we 

can conclude that men‘s ranking order was as the following. The highest ranked value is 

warm relationship, and the followings are sense of belonging, fun and enjoyment, self 

respect, being well respected, sense of accomplishment, financial security and self fulfillment 

 

Women‘s responses show the following results: the highest ranked value is warm 

relationship, and the followings are sense of belonging, self respect, fun and enjoyment, 

Sense of accomplishment. self fulfillment, financial security and being well respected. Both 

genders have ranked the value of warm relationship as number one. However, women more 

likely to rank that value as the most important value in their life.  

 

 

5.1.3. Descriptive Results of Lifestyle 

 

Question B.3. Lifestyle: time spending activities  

 

In this section, the results of lifestyle 

activities are presented. Here we have 

written only significant responses that 

occupy more than 10%. Life values were 

evaluated on the ordinal scale included ten 

activities. However, we presented results 

of main seven activities in here. Because 

other two activities are significantly 

unimportance for respondents 

 

From the table, significant differences of 

two activities are observable between 

male and female, these are spending the 

time with family and entertainment activity. Family has a significant importance in the 

lifestyle of female respondents since 41.2% of women selected the activity of spending most 

of their time with family. Versus for men, only 16.7% of them noted that they spend most of 

their time with family. Also, 26.2% of men 

selected that they spend most of their time for 

entertainment, while only 7.9% of women 

spend most of their time for entertainment.  
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Next table shows difference of lifestyle activities for different age groups. We can see from 

the table that as age increases of our respondents then the spending time with family 

increases, versus youths (20-29 age - 37.9%) usually stay with friends instead of joining the 

family. However, most of the respondents replied that family is important since they spend 

the mostly time with their family. In addition, elders do more housework than others age 

group respondents do, teenagers (under 20 age – 22.2%) mostly involved into social 

activities, adults (30-39 age – 28.6%) usually devote their time for themselves, and finally 

younger respondents (under 20 age – 33.3%, 20-29 age – 19.7%) spend for entertainment and 

hobbies.  

 

Question B.4. Lifestyle: importance of the activities 

 

 

The table shows lifestyle activities for 

interesting level on 6 Likert scales. From the 

results we can conclude that our respondents are 

interested on family, friend community, sport 

and entertainment. We can see that this result 

almost same to the result of life value. There is 

no significant difference between genders. 

Housework and shopping activities were 

selected by our respondents as the most 

uninteresting activities.  

 

Question B.5. Satisfaction of current lifestyle 

 

From the table, we can see that most respondents 

significantly satisfied with their lifestyle and daily 

activities. 20% of whole respondents are full 

satisfied of lifestyle.  

Although, there is no large difference in terms of 

satisfaction with lifestyle between gender groups, 

men are not as satisfied with their lifestyle 

compared to women.  

 

 

5.1.4. Descriptive Results of Advertising Content  

 

Question C.1. Selection of general advertising appeal 

 

The diagram shows the percentage of respondents by their advertising appeal preference. 

These data are analyzed used cross tabulation and Chi-square testing. According to the 

diagram, the family, enjoyment and 

health life are the top three  appeals of 

advertising.  

 

From the results, we can see that in 

general, males  chose attitude towards 

the enjoyment, modernity, success, 

tradition, patriotism and filial piety 

advertising while females chose a 

family, healthy life and beauty. 
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Therefore, gender has some influence on appeals of advertising. This result can be observed 

easily from the graph above.  

 

Question C.2. Influencing of Advertising posters 

 

On the right side we see the graph or responses for question 2 of section C from 

questionnaire. Here respondents mainly scored between two and four on the 6 Likert scales. 

Fortunately, we can see that 

respondents have answered that 

posters G and H strongly 

influence to their buying 

decisions more than other 

posters. Further, poster with 

slogan ―you will be respected 

with Nokia‖ got the lowest 

degree, which means the this 

kind of posters will not affect 

consumers. 

 

Question C.3. Ranking of advertising posters 

 

The left vertical axis presents the 

mean of respondent ranked the eight 

posters and the right is percentage of 

respondent have selected the poster 

which they have ranked number one. 

According to the graphic of mean 

and rank 1, the respondents 

significantly like the ‗this is love‘ 

poster is illustrated sense of 

belonging appeal (appendix 2). This 

graphic shows that respondents 

ranked the second liked poster is I always connect to my friends and so third is I go nuts with 

so on in the mean of question. However, one of interesting observation in the graphic is the 

respond of the ‗saved time, saved money‘ poster. In the mean of ranking, the poster is ranked 

eight, but in the percent of first ranking, this is ranked four. The mean is the poster is 

differently liked the respondents. This result can be observed easily from graph below. 

 

Question C.4. Evaluation of first ranked poster 

 

To find out what have influenced to our 

respondents for ranking of particular poster 

we included question to select the most 

influencing factor for ranking of poster. 

From the graph on the left we see that 

respondents have answered the word 

slogan as the main motivator. The next 

most influencing factors are creativity, 

advertising content and structure design.  

We that content of poster and word slogan 
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have almost same meaning, and it is difficult to distinguish these two factors..  

 

 

 

Question C.5. Reflection of posters 

 

The result of our checking question shows 

that almost all respondents think that their 

highest ranked poster is reflection of warm 

relationship value; the next is fun and 

enjoyment. From here we can see that 

respondents were able to found out the 

value in posters. That means that message 

appeals with values can touch consumers.   

 

 

 

 

Question C.6. Evaluation of first ranked poster 

 

From the result of graphic, more than half of 

respondents have answered that the highest ranked 

poster presents their life value. Few respondents have 

replied that it is difficult to look for differences 

between lifestyle and life value, and I do not know 

which one to choose. We think that we were needed 

give more explanations about lifestyle and life value 

in the question. However, the goal of that question 

was only to check advertising content and it does not 

strongly influence to our main conclusion.  
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5.2.Interferential Statistical Results 

 

5.2.1. Interferential Statistical Results of Hypothesis 1  

 

In this section, we have presented the results of pair test between life value and life value 

appeals advertising. The tables presented here display correlation and changes in the means 

for all variables we tested. We are mostly interested in positive significant correlations and 

pair sample test results that show no significant difference.   

 

We highlighted the five variables that meet our criteria (correlation sig .05<; pair test 

<sig.05). The other three variables have no correlation. 

According to the result, respondents have selected the advertising posters that are same as 

their life values, namely financial security, being well-respected, fun, sense of belonging and 

warm relationship values. They all have significant correlation, but the correlation 

coefficients are not too strong. They are the range from .161 to .411. Sense of belonging and 

warm relationship values have slightly higher correlation compared to  others.  

 

Table: 6 Paired sample test of advertising porters and life values (extended table: Appendix 

3) 

Number Life value * Advertising poster 

Paired Samples 

Correlations 
Paired Samples Test 

Correlation Sig. 

Paired 

Differences 

mean 

Sig. (2-

tailed) 

Pair 1 
Financial security 

Saved time = saved money .362 .000 -.16190 .394 

Pair 2 
Being Well-Respected 

You will be respected with .161 .020 .15714 .403 

Pair 3 
Self-fulfillment 

Nokia is my mate on the way of success .103 .137 -.01429 .937 

Pair 4 
Self-Respect 

We deserve the best .479 .000 -.48095 .002 

Pair 5 
Fun and Enjoyment 

I go nuts with .230 .001 .31905 .079 

Pair 6 

Sense of accomplishment 

I accomplished a lot; all that time with 

me was 
-.003 .964 .26190 .167 

Pair 7 
Sense of belonging 

It is not just connection…...This is love .411 .000 .22381 .153 

Pair 8 

Warm relationship 

In any cases, I always connected to my 

friends 
.346 .000 -.20476 .232 

 

 

The table 7 presents correlations between each life value and each poster. We can see that 

security, being well-respected, self respect, fun and enjoyment, sense of belonging and warm 

relationship values are positively correlated with posters, that contained these values. These 

values have statistically significant coefficients (<.05). Spearman‘s test reveal that self 

respect value has the highest correlation coefficient of .47, whereas being well has the lowest 

at .15. 
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Table: 7 Spearman‘s rho correlation of advertising porters and life values 
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X16 - Security 0.331 0.096 0.063 0.017 -0.142 0.011 -0.227 -0.191 

  0.00 0.17 0.37 0.80 0.04 0.88 0.00 0.01 

X17 - Being well respected 0.122 0.147 0.024 0.208 -0.082 -0.043 -0.247 -0.115 

  0.08 0.03 0.73 0.00 0.24 0.54 0.00 0.10 

X18 - Self fulfillment -0.192 0.063 0.071 0.083 -0.013 0.118 -0.055 -0.108 

  0.01 0.37 0.31 0.23 0.85 0.09 0.43 0.12 

X19 - Self respect -0.088 -0.035 -0.121 0.474 0.019 -0.110 -0.198 0.052 

  0.20 0.62 0.08 0.00 0.79 0.11 0.00 0.45 

X20 - Fun and enjoyment -0.007 0.045 0.054 -0.244 0.236 -0.033 0.013 -0.025 

  0.92 0.52 0.44 0.00 0.00 0.63 0.86 0.72 

X21 - Sense of accomplishment 0.046 -0.174 0.130 -0.037 -0.078 -0.010 0.148 -0.028 

  0.51 0.01 0.06 0.59 0.26 0.88 0.03 0.68 

X22 - Sense of belong -0.150 -0.024 -0.071 -0.284 -0.005 0.103 0.396 0.120 

  0.03 0.73 0.30 0.00 0.95 0.14 0.00 0.08 

X23 - Warm relationship -0.146 -0.093 -0.137 -0.262 -0.019 -0.035 0.272 0.372 

  0.03 0.18 0.05 0.00 0.78 0.62 0.00 0.00 

 

 

5.2.2. Inferential Statistical Results of Hypothesis 2 

 

 

Our second hypothesis states that there are similar results for both gender‘s responses on 

ranking and evaluating the values and posters. To get answers for second hypothesis we did 

paired samples t-test for each gender. The table 8 shows statistically significant degree of 

correlation between variables: value ranking, poster ranking, and the differences of means of 

the paired variables. Here we are interested to see whether paired variables‘ paired samples 

tests show significance levels that are lower than 0.05 and correlations significance levels that 

are lower than 0.05.   

 

 There is no difference between means of variables, value ranking and advertisement appeals 

ranking among male and female, except female‘ X19&x59. Male respondent‘s pair1, pair3, 

pair4, pair7 and pair8 paired variables are significantly correlated and female respondent‘s 

pair1, pair2, pair7 and pair8 paired variables are significantly correlated with confidence 

interval 95%.     

 

To conclude, both male and female respondents have similar behavior towards value and ad 

appeals, except female respondents on X19&X59. Results are of most interest if both paired 

sample test‘s significance level and correlation significance levels are lower than 0.05. So, 

these results are highlighted in the table. Extended results are shown in Appendix 4. 

 

 

   



36  
 

Table: 8 Paired sample test of advertising porters and life values by gender (extended table: 

Appendix 4) 

Paired variables. 

Life value & Advertising poster 

Male Female 

Paired Samples 

Corr. 

Paired Samples 

Test 

Paired Samples 

Corr. 

Paired 

Samples Test 
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Pair1. X16 – Financial Security & 

X56 - Saved time=Saved money .328 .002** -.47 .158 .389 .000* .04 .831 

Pair2. X17 - Being well respected 

& X57 - You will be respected 

with 
-.117 .288 -.09 .781 .324 .000* .32 .130 

Pair3. X18 - Self fulfillment & 

X58 - Success Nokia is my mate 

on the way of success 
.268 .014** .33 .210 -.007 .942 -.24 .315 

Pair4. X19 - Self respect & X59 -  

We deserve the best .551 .000* -.07 .753 .439 .000* -.75 .000* 

Pair5. X20 - Fun and enjoyment & 

X60 - I go nuts with .302 .005 .15 .575 .161 .072 .42 .077 

Pair6. X21 - Sense of 

accomplishment & X61 - I 

accomplished a lot; all that time 

with me was 

-.064 .562 .33 .334 .024 .791 .21 .325 

Pair7. X22 - Sense of belong & 

X62 - This is love It is not just 

connection…...This is love 
.233 .033** .10 .729 .541 .000* .30 .062 

Pair8. X23 - Warm relationship & 

X63 - My friends In any cases, I 

always connected to my friends 
.236 .030** -.19 .555 .305 .001* -.21 .258 

*is significant at the level 0.01 

**is significant at the level 0.05 

 

As mentioned earlier we stated hypothesis  that the ranks of the respondents made to the 

values will be identical to the rank of posters, and these ranks would be same for both 

genders. Now we would like to see how much correlation do ranks of value and poster have.  

From table 9 we can see correlation degrees of values and posters. If follow up our 

hypothesis the highest correlation degrees should appear diagonally in the table below since 

value and posters with same value themes should overlap. As we see from below tables this 

situations have fulfilled in both of them. Therefore, our hypothesis is accepted.   

 

From table 9, on male response we see that from eight matches there are positive correlations 

on six of them and the highest correlation found between X19 and X59 variables, while the 

lowest correlation found between X22 and X62 variables. On women‘s responses there are 

also six matches show positive correlations and the highest degree is found between X22 and 

X62, and the lowest level found between X20 and X60. 
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Table: 9 Spearman‘s rho correlation of advertising porters and life values by gender 
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male 

 

  

  

  

  

  

  

  

X16 - Security 

  

.286** 0.19 0.05 0.04 -0.15 0.11 -.216* -.345** 

0.01 0.09 0.64 0.70 0.16 0.32 0.05 0.00 

X17 - Being well 

respected 

0.18 -0.13 -.218* .340** 0.04 -0.14 -0.05 -0.05 

0.11 0.23 0.05 0.00 0.72 0.19 0.65 0.67 

X18 - Self fulfillment 

  

-0.19 -0.07 .252* 0.02 -.251* 0.13 -0.04 0.17 

0.08 0.52 0.02 0.83 0.02 0.25 0.73 0.12 

X19 - Self respect 

  

-0.18 -0.08 -0.21 .559** 0.04 -0.21 -0.08 .218* 

0.10 0.46 0.06 0.00 0.71 0.06 0.45 0.05 

X20 - Fun and 

enjoyment 

0.00 0.03 0.06 -.307** .270* 0.03 -0.04 -0.09 

1.00 0.82 0.60 0.01 0.01 0.80 0.72 0.41 

X21 - Sense of 

accomplishment 

0.10 0.01 .228* 0.01 -0.21 -0.05 0.06 -0.05 

0.37 0.96 0.04 0.91 0.06 0.65 0.62 0.66 

X22 - Sense of belong 

  

-0.13 0.07 -0.01 -.289** 0.07 0.12 .238* -0.04 

0.24 0.54 0.96 0.01 0.55 0.27 0.03 0.69 

X23 - Warm 

relationship 

-0.20 -0.07 -0.12 -.256* 0.16 0.04 0.13 .267* 

0.07 0.51 0.29 0.02 0.16 0.72 0.23 0.01 

female 

  

  

  

   

  

  

  

  

  

X16 - Security 

  

.357** -0.01 0.07 0.02 -0.18 -0.11 -.186* -0.06 

0.00 0.95 0.47 0.87 0.05 0.21 0.04 0.52 

X17 - Being well 

respected 

0.04 .280** 0.14 0.12 -0.17 -0.04 -.294** -0.05 

0.63 0.00 0.12 0.20 0.05 0.65 0.00 0.58 

X18 - Self fulfillment 

  

-.196* 0.17 -0.05 0.13 0.16 0.11 -0.09 -.319** 

0.03 0.06 0.61 0.16 0.07 0.24 0.35 0.00 

X19 - Self respect 

  

-0.01 0.01 -0.06 .409** 0.03 -0.02 -.372** -0.14 

0.94 0.88 0.49 0.00 0.71 0.85 0.00 0.11 

X20 - Fun and 

enjoyment 

-0.03 0.03 0.01 -.211* .180* -0.11 0.14 0.14 

0.75 0.73 0.92 0.02 0.04 0.22 0.13 0.12 

X21 - Sense of 

accomplishment 

0.02 -.318** 0.05 -0.08 0.02 0.01 .241** 0.05 

0.86 0.00 0.59 0.40 0.85 0.89 0.01 0.56 

X22 - Sense of belong 

  

-0.11 -0.06 -0.06 -.307** -0.06 0.11 .517** .185* 

0.21 0.51 0.47 0.00 0.50 0.21 0.00 0.04 

X23 - Warm 

relationship 

-0.10 -0.04 -0.11 -.298** -0.08 -0.02 .264** .310** 

0.27 0.63 0.24 0.00 0.35 0.81 0.00 0.00 

 

 

5.2.3. Interferential Statistical Results of Hypothesis 3  

 

This section we investigated relation between consumer lifestyle and the selection of liked 

advertising posters. Hypothesis 3 states that life value has more influence on how people 

liked posters than lifestyle does.  

 

Table: 10 One way ANOVA between lifestyle activities and posters 

Tests of Between-Subjects Effects 

Dependent Variable:X68 - poster rank 1    

Source 

Type III Sum 

of Squares df Mean Square F Sig. 
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Corrected 

Model 
66.846

a
 6 11.141 2.270 .038 

Intercept 4195.685 1 4195.685 854.792 .000 

LIFESTYLE 66.846 6 11.141 2.270 .038 

Error 996.411 203 4.908   

Total 8338.000 210    

Corrected Total 1063.257 209    

a. R Squared = .063 (Adjusted R Squared = .035)   

 

The ANOVA method was used to compare attitude across lifestyles activities, which 

included housework, spend the time with family or friend and so on. From the table 10 and 

results (appendix 5), we see that in general, consumer lifestyle and selection of the poster are 

significantly (sig.038) different from each other, but on the selection of poster, there was no 

significant (p>0.05) difference  found in all dimensions between lifestyle activities (please 

see appendix 5). The meaning is that life activities are not related how the advertising posters 

are selected. Minimum 

difference (sig.112) is 

recorded between self-

consciousness and family 

activities. However it is not 

statically significant. 

Moreover, we have strived to 

find some phenomenon; 

CrossTab (Appendix 6) 

method was used to compare 

the two variables.  

 

Figure: 3 Crosstab graphic 

between lifestyle activities 

and posters 

 

There are statistical significant differences (Pearson Chi-Square  Sig.2-sided .000), but there 

are no correlations  (Spearman Correlation -.053 sig..442
c
) between these. However, the 

graphic presented here show that respondents who indicated that theyspend more time for 

housework selected the poster that included warm relationship value. So high social activity 

people answered that they like belonging value posters. People who spend more time on sport 

and entertainment selected fun and enjoyment poster compared to others. Finally, the posters, 

which included warm relationship and belonging value, are chosen most often.  
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6. DISCUSSION   

In this chapter, we discussed the link between the theory and our empirical results. Based on 

the each hypothesis, the framework of theoretical is compared to our empirical results used 

the paired sample t-test, correlation and ANOVA results. In end of the chapter, the table 

shows our confirmation of hypothesis.  

 

6.1.Discussion of Life Value and the Posters 
 

Ho: The ranking and evaluation of respondents made for the values will be identical 

to the rank of posters. 

H1: The ranking and evaluation of respondents made for the will not same to their 

ranking and evaluation of posters. 

 

Based on the literature review, we hypothesize that consumer life values and lifestyles are 

some of the most important factors for advertising message appeal (page 14). Based on this 

hypothesis, we have investigated relationship between consumer life values and selection of 

advertising posters. The posters were created for each of the Kahles‘ values (page 21).  

 

According to mentioned in the theoretical review, in the general research of LOV in the 

across country, the first ranked value is sense of belonging and second is excitement, 

followed fun enjoyment and warm relationship (Williams et al., 2005). From our empirical 

results, when ranked by attitudes towards life values, warm relationship (2.79) was highest 

ranked, and then sense of belonging (3.42), followed by self-respect (4.11), and so on. As for 

posters (page 35), the poster of warm relationship value appeal (2.87) was ranked the highest, 

then belonging (2.91), followed by fun and enjoyment (4.2) so on. Overall, the ranking of the 

two variables have only slight difference based on the descriptive analysis. Although we can 

concluded that consumer general attitude towards life value is not too dramatically changed 

and have general trend of abour list of value in the each country.  

One of interesting result is consumer have answered to like funny and family appeals 

advertising in the general appeals question (C1). According to the Belch (2003, p.166) 

humorous messages often put consumers in a good mood and bring to mind positive feelings 

that is proved by the question. But from our posters, family and warm relation appeals 

advertising are more liked our consumer than enjoyment appeal. This results shown us 

consumer mind and action are little bit different. And also, our enjoyment appeal advertising 

is not strongly interesting for our respondents and positive feeling is important for them.  

 

We performed a paired sample t-test to find out how the ranking towards life values change 

in the absence and presence of permission compared to the ranking towards advertising 

posters that included life value appeal. Based on this analysis (page 37), we identified five 

values that showed statistically significant (<.05) positive correlation (.161-.411) and no 

significant difference (sig >.05, 2tailed) between each other. Three of the values gave 

contradictory results.  These five values that show no significant difference support the 

theoretical argument mentioned earlier that says peoples‘ values are influenced by the 

decisions of choice brand and preferred advertisement (Blackwell, 2006, p.274), and they are 

attracted to posters that are reflect their interest, values and lifestyle preferences. This 

supports our hypothesis that says consumers are attracted to the advertising message appeals 

that are similar to their personal values. In other words, there is no significant difference 

between the ranking of consumer life values and life value appeal posters. This above results 

are proved us that differentiation, products or advertising appeals may be developed for the 

target segment, increasing the opportunity to satisfy the needs and wants of the segment 
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(Belch.E & Belch.A, 2003, p.51). The advertiser‘s decision towards creative and effective 

advertising involves the choice of the appropriated appeal. 

 

Next, we discuss the results of correlation tests of each value. In the table 6, statistical 

significance (.00) the highest correlated (.411) value is sense of belonging. The value and 

poster are same to each other (sig.153, 2tailed). The second one is financial security value 

(correlation .362, sig.00) and the next one is warm relationship value (correlation .346, 

sig.00), fun and enjoyment value (correlation .23, sig.001), and being well respected 

(correlation .161, sig.02) follow. The mean of results are that selection of the poster-included 

sense of belonging value appeal is explained and related the value by 41 percent. Remaining 

59 percent is dependent on other things, such as illustration and quality of picture, the 

situation and so on. Other values are explained same to above.  

 

In this discussion, we can see that warm relationship value is ranked highest, however 

correlation is lower than in belonging‘s value. From the descriptive analysis, we see that the 

mean of financial security‘s value was ranked the lowest on the list, but the correlation 

coefficients show us that correlation is good and placed at the fourth level. Although, only 

few respondents have chosen that value, they have selected exactly same value appeal 

advertising from the posters compared to other respondents. We found this to be very 

interesting, examined deeper, and found that (appendix 2) teenagers, youngsters and singles 

ranked the value between third – forth as 4.00-4.48 in the mean. To these consumer segments 

financial security is more important than others and they also are greatly motivated the kind 

of appeal advertising. As the value as, list of correlation and ranking of the fun and 

enjoyment value is difference, the mean is consumer think so fun is not strongly importance 

for their life, but they like to watch fun and enjoyable advertising in the general. From this 

results, we can concluded consumer have a faithful the choice of value is different in the each 

value, and their mind changes in the thinks of value importance and choice the value.  This 

results are possibly reflected us most effective advertising combines the practical reasons for 

purchasing a product with emotional values (Belch.E & Belch.A, 2003, p.183). Financial 

security value is consist of rational appeals, which the product or service possesses, or 

benefits which the consumer will obtain from using the product (Duncan, 2002, p.322). If 

consumer‘s importance value is the financial security, they directly find the rational appeals 

from advertising.  

 

In the practical methods part, we mentioned that we put in the questionnaire questions, 

designed to determine the reasons why consumer chose the poster and that consumer really 

understands and can find the value appeal in the posters. So at the result of the question 

(appendix 3), we can see that evaluation of their selected poster‘s value appeals are same to 

life values that are suggested to us. For example, 55% of respondents who selected the poster 

that says ―in any case, I always connected with my friends‖, have answered that the poster 

presented warm relationship value appeal. This shows that content of the eight life values are 

adequately reflected in our eight posters.  

 

The below table is shown us summary of the relationship between life values and posters. In 

other words, this is the results of accepted or rejected in the each value and poster.  
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Figure: 4 Link between Life value and Posters 

 

 

Consequently, we can conclude that consumers are mostly attracted to the advertisements that 

contain the life values that are most important to them. Particularly the highest ranked life 

values, such as warm relationship, can seriously promote the advertisement. In general, every 

segment differs in their sense of life values, however, they find the values from the 

advertising. Overall, life value does influence the advertising message appeal. 

 

6.2.Discussion of Life Value and the Posters by Gender 
 

Ho: The ranking and evaluation of male and female respondents made for the values 

will be identical to the rank of posters. 

H1: The ranking and evaluation of male and female respondents made for the will not 

same to their ranking and evaluation of posters. 

 

According to our theory of gender difference in value orientation we wanted to know how the 

means of evaluation will change on male‘s and female‘s responses. For that reason we have 

splited gender by female and male to compare groups. To analyze the difference of mean on 

ranking and evaluation of posters and values of males and females we have used paired t-test, 

and from our empirical results we can conclude that though, the value of women and men 

differ from each other there is less significant difference on means of evaluation and ranking 

of selected values and posters. Some detailed discussion was done on the Interferential 

Statistical Result‘s section of Hypothesis 2. From table 8 we see that there is some changes in 

means of value and poster evaluation, however, the significance level indicate that there is no 

significant difference on means on all variables, except pair 4 (X19 and X59). On other hand, 

women and men have ranked and have given same evaluations for the exact poster with 

intended value. From here we can conclude that people attracted by posters which contain the 

same value as they hold and cherish inside. Therefore, our H0 hypothesis is accepted.  

In the results of From the general question of advertising appeal‘s (C1) result we can see that  

theory of ender differentiation on value orientation has proved since women response show 

that they significantly enjoy watching the family and beauty advertising appeals. However, 

men like enjoyment and success advertising appeals. As we mentioned in the empirical 

results part, cross tabulation‘s chi-square analysis show us that there is statistical significant 

Life value
a. Financial security

b. Being Well-Respected

c. Self-fulfillment

d. Self-Respect

e. Fun and Enjoyment

f. Sense of accomplishment

g. Sense of belonging

h. Warm relationship

Poster
a. Saved time = saved money

b. You will be respected with

c. my mate on the way of suc

d. We deserve the best

e. I go nuts with

f. I accomplished a lot; 

g. It is not just connection, love

h.I connected to my friends

Accepted  

Accepted 

Rejected 

Rejected  

Accepted 

Rejected 

Accepted 

Accepted  
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difference in gender. So, the mean of women‘s and men‘s attractiveness  towards advertising 

appeals are differ in that general question.  

 

The below table is shown us summary of the relationship between life values and posters by 

gender. In other words, this is the results of accepted or rejected in the each value and poster 

by gender.  

 

Figure: 5 Link between Life Value and Poster by Gender 

 

 

6.3.Discussion of Lifestyle and the Posters 
 

Ho: Respondents with same lifestyle would choose same posters. 

H1: Respondents with same lifestyle would not choose same posters. 

As so far mentioned, value (Miguel, 1993, p. 4) is the most important concept in relation to 

lifestyle, and it is fundamental component of lifestyle, and that lifestyle of individual is an 

expression of his or her value.  That means the values are basis of every person‘s activity and 

when people have attitudes towards something that reflects their values that exist inside their 

mind, by doing actions, which we call lifestyle. Some effective advertisers trace lifestyle 

trends of main target market and reflect these lifestyles in their advertisements (Blackwell R 

2006 p. 278). So, value is ideal and lifestyle is action, and these both influence the advertising 

content. In the framework of hypothesis 3, we have hypothesized that consumers with same 

lifestyle would choose same posters, which reflect same life values. In other words, we have 

investigated how lifestyles activities strongly relate to content of advertising, and whether 

lifestyle or life value is correlated to the posters.   

In this study of lifestyle, we have given list of activities and patterns to respondents in order 

to group consumers into common AIO categories (Solomon, 2007 p. 563), then asked them to 

evaluate how many hours they spend for each of them daily.  We have only examined ten 

important lifestyles activities and patterns such as: work, study, housework, social activity, 

communities or friends, self-conscious, family, shopping, sport, entertain or hobby and 

travelling time. As stated above all these measurements were measured by hours which 

respondents spend daily, however we asked respondents to base them on weekly routine since 

we thought weekly routine can cover most activities which people do rather than only daily. 

Life value
a. Financial security

b. Being Well-Respected

c. Self-fulfillment

d. Self-Respect

e. Fun and Enjoyment

f. Sense of accomplishment

g. Sense of belonging

h. Warm relationship

Poster
a. Saved time = saved money

b. You will be respected with

c. my mate on the way of suc

d. We deserve the best

e. I go nuts with

f. I accomplished a lot; 

g. It is not just connection, love

h.I connected to my friends

Male   Female 

Accepted Accepted  

Accepted Accepted  

Rejected  Rejected 

Accepted  Rejected  

Accepted Accepted  

Rejected  Rejected 

Accepted Accepted  

Accepted  Accepted  
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We created new variable (X67), which shows the importance of the activity of respondents 

spent most time from taken the results of these all activities. Thus, the new variable is 

analyzed by descriptive, one-way ANOVA and cross tab with the eight posters.     

Furthermore, from the descriptive results of lifestyle (page 34), we can see that lifestyle 

activities are significantly related to the consumer‘s demographic dimensions. Most of 

consumers spent the most time for family (31%), friend community (28%) and entertainment 

(15%), also these were interesting activities for them. There is a statistically significance 

difference between women and men:  41.2% of women spend most of their time with family 

whereas only 16.7% of men did. A 26.2% of men answered that they spend most of their time 

for entertainment compared to 7.9% of women. In addition, as respondents‘ age went up, they 

spent more time with family, versus younger (20-29 age - 37.9%) ones who usually spend 

time with friends. Elders do more housework than others do; teenagers (under 20 age – 

22.2%) are mostly involved in social activities; adults (30-39 age – 28.6%) usually devote 

their time to themselves; and finally younger respondents (under 20 age – 33.3%, 20-29 age – 

19.7%) spend most of their time for entertainment and hobbies.  

In the interferential results of lifestyles, we can see that, in general, the both variables, 

consumer lifestyle and selection of the poster, are significantly (sig.038) different from each 

other. But on each poster, no significant (p>0.05) difference was found on all dimensions 

between lifestyle activities. This means that time spent on life activities are not related the 

advertising posters. Moreover, we have strived to find some phenomenon; CrossTab 

(Appendix 6) method was used to compare the two variables. These are statistically 

significantly different (Pearson Chi-Square  Sig.2-sided .000), but there is no correlation 

between them (Spearman Correlation -.053 sig..442
c
). However, if we look at the results, the 

respondents who spend more time doing housework selected the poster which included warm 

relationship value. High social activity people answered that they liked belonging value 

posters. Those who spend a lot of time on sport and entertainment selected the fun and 

enjoyment posters relative to others.  

In this discussion, we conclude that consumer lifestyle activities do not strongly influence 

their choice and attraction to the advertising posters. If we look at the discussion of 

hypothesis one and compare the results of life value, we can see that life values have more 

influence on their decisions than lifestyles do.  

 

6.4.Summary of Discussions and Confirmation of Hypothesis’s 
 

As we mentioned in theoretical review, advertisers respond to these differences through the 

positioning of their products and services, the media strategy they use to reach different 

social classes‘ life values and lifestyles, and the types of advertising appeal they develop 

(Belch.E & Belch.A, 2003, p.128). From the discussions of each hypothesis, we can see that 

our results of study are agreed with above sentence. Specially, from the list of values, the 

values of warm relationship, sense of belonging, enjoyment, being well-respected and 

financial security are directly connected to message appeal. On the other hand, it is reflected 

as ―the person‘s values concerning work, personal achievements, and social interactions may 

determine how much time you spend on studying particular text, and thus the grade you may 

receive in this course, and more important your career progression in the future‖ (Blackwell, 

2006, p.274). 

Blackwell (2006, p.274) cited that family, friends and culture play important role in 

development of personal value. In our research, the highest ranked values were warm 

relationship and sense of belonging, and these values are tightly related to friends and family. 
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From here, we can conclude that these results prove the above statement.  Also, Beatty (1985) 

noted that they relate more closely to the values of life‘s major roles such as; marriage, 

parenting, work, leisure, daily consumption. In addition, the highest ranked values present 

that emotional appeal is strong influencer to consumer decision making and attractiveness of 

advertising. On the other hand, it also presents that any try to achieve product differentiation 

based on a logical appeal to the consumer will fail to achieve enough distinction between the 

company‘s brand and its competitors (Yensin, 2003, p.269). However, we can see that the all 

results of our study, both of emotional and rational factors influence to consumers, still 

advertisers should consider the target market to which they are sending the message. For this 

they should think about gender, age and so on. Nowadays, advertisers more concerned in 

creating of high-quality commercials, and in some cases they put emotional and rational 

appeals after quality, however these two approaches should be combined to get best results 

(Belch.E & Belch.A, 2003, p.272). Therefore, we think that ineffective commercials may 

caused by the wrong message appeals or even if the right message appeal was chosen the 

creativity may weak. Therefore, we conclude that advertisers should use proper advertising 

strategies to get attracted by consumers and to not waste money on advisements.  

 

Finally, below table is presented our hypothesis confirmation basis on our analysis. Two out 

of three hypothesizes have been confirmed with statistical significance, but hypothesis two 

which investigate the consumer factors was not significant. 
 

Table: 11 Overview of tested Hypothesis 

1 Ho: The ranking and evaluation of respondents 

made for the values will be identical to the rank 

of posters. 

Confirmed 

2 Ho: The ranking and evaluation of male and 

female respondents made for the values will be 

identical to the rank of posters. 

Confirmed 

3 Ho: Respondents with same lifestyle would 

choose same posters. 

 

Rejected 
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7. CONCLUSSION 
 

Here we have presented the summary of our study. It will  provide an answer to our problem 

statement at the beginning of the study: What is the relationship between consumer’s 

preferences for posters with value appeals and consumers’ lifestyle and value?  

 

First, from our study we conclude that consumers are attracted by the advertising posters that 

contain same life value appeals as their personal value. In our research, we have studied how 

Kahle‘s eight life values can be used in the advertising message appeals, and test if these 

values attract the consumers. Our empirical results show that values of warm relationship and 

sense of belonging have the highest rank and evaluation among respondents of all segments; 

therefore to get effective and beneficial advertising results advertisers can confidently use 

these values for sending the advertising message appeals to consumers of all segments. In 

addition, values such as financial security, self fulfillment and self-respect have received the 

lowest ranks, and the posters which have included these life values did not strongly attracted 

consumer‘s attention. However, in some cases young people are attracted to these message 

appeals. So, we would like to note that advertisers should determine the correct life value of 

targeted audience, and select the message appeals which are close to the audience‘s personal 

value. 

 

Next, according to Blackwell (2006, p. 278) effective advertisers trace lifestyle trends of 

main target market and reflect these lifestyles in their advertisings. So, in the empirical result, 

main ten lifestyles activities are analyzed by ANOVA with each advertising posters which 

illustrated eight different personal values. From the results we can conclude that lifestyle does 

not significantly influence consumer‘s attention to the posters. In other words, someone who 

is spending most of his or her time with family or work, did not strong attraction to the 

posters which displayed warm relationship or success appeals. We have compared results of 

lifestyle and life value studies and their influence on consumer‘s poster choice, and the 

results showed that personal value, rather than lifestyle, has significant impact on consumers. 

Therefore, advertisers should consider personal values of the targeted audience in order to get 

more effective advertising results.  

 

The final conclusion relates to gender difference on selection of values and posters. In the 

theoretical review, we argued that men‘s and women‘s personal values differ within 

orientation. Though, women and men have ranked the same,in terms of  belonging and warm 

relationship values, their rankings of other six values differ. Thus, our empirical results have 

proved theory of differentiation in value orientation for men and women. We found that 

respondents were attracted by the advertising appeal with life value that are close to their 

personal life value regardless of gender. However, only on value of self respect women were 

inconsistent. Overall, both women and men  were attracted by the poster that contained the 

same value as their personal value. Moreover, from the table 9 we see that for men value of 

self-respect is one of the important values, and they are attracted by the poster that contained 

the same value advertising appeal. This is based onhigh correlation level. However, for 

women value of belonging was the most important one and they were strongly attracted by 

posters which contained that value.  

 

In conclusion, we can say that consumer‘s life values have positive influence on consumer‘s 

preference and attractiveness towards advertising posters that contain same personal life 

value appeals as they have, while their lifestyles do not strongly influence consumers‘ 

preferences of posters.  
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7.1.Recommendation for Future Research 
 

At the end of this paper, we would like to present some recommendation for future research. 

Our research is concerned about life values and value appeals advertising, though lifestyle 

was included in our research we have not studied lifestyles question as deep as it could be. So 

future researchers can deeply investigate the relationship of lifestyles and advertising appeals. 

 

Next recommendation is about questionnaire, we have showed advertising posters to 

respondents which were created by ourselves. Since advertising posters‘ pictures and slogans 

are very importance in this kind of study, and directly influence in to study‘s results then 

researchers need to deeply check and test the posters‘ meanings.  

 

Finally, this study is only examined from consumers‘ perspective. So, next time researchers 

would have fascinating research results if look from business‘ perspectives. On other hand it 

could help businesses to make analysis on their current advertisement campaigns.  
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8. QUALITY OF THE RESEARCH  

 

8.1.Credibility  

 

Researchers can have high quality research findings if they would try to reduce the possibility 

to get wrong answers and if their findings can be applicable (Saunders et al., 2007, p. 149). 

Credibility consists of validity, reliability and generalization. Below we have discussed each 

of these criteria and how these criteria were fulfilled in our research. 

8.1.1. Validity 

―Validity is concerned with whether the findings are really about what they appear to be 

about‖ (Saunders et al., 2007, p. 150). To measure the personal value of our respondents we 

have tried to put the most appropriate and understandable measurements from ―Handbook of 

marketing scales: multi-item measures for marketing and consumer behavior research‖. Also, 

to get evaluation from them about posters we have pre-tested our pictures and slogans.  

Moreover, to verify the quality of our questionnaire and comprehension of questionnaire by 

respondents we did pre-test on ten respondents. Therefore, we are sure that validity of our 

research is high. 

8.1.2. Reliability 

Reliability indicates the consistency of measures (Bryman & Bell 2007, p.162). On other 

hand, to get high reliability the researchers should have same outcomes even if they duplicate 

the study. Hence, high reliability means stable results. To verify the internal reliability of our 

research we have analyzed reliability for the cronbach alpha for the main questions, which 

gave us the answers to our research question. Internal validity applies to the multiple 

indicator measures. When the research has multiple-item measures in which each 

respondent‘s answers to each question are aggregated to form an overall score (Bryman & 

Bell 2007, p. 162). On other hand researchers need to be sure that questions or indicators are 

related to each other. As we mentioned above we have tested the cronbach‘s alpha for value 

and poster questions on our questionnaire. Results showed that cronbach‘s alpha for question 

1 from section B and question 2 from section C is 0.77, which is very good. . Also, as we 

mentioned on the practical methodology part we have included the checking question in our 

questionnaire (5
th

 question in C section) to check the comprehension of respondents about the 

posters, then the descriptive results showed that respondents have understood clearly the idea 

of values and posters since majority of them have expressed the meaning of value in the 

poster which they have ranked the highest. As it stated above reliability is high when the 

measurement was consistent. So, from our results we see that respondents were attracted by 

the intended values and also majority of them replied correct to our checking question. 

Therefore, we believe that reliability of our study is good. 

 

8.1.3. Generalization 

Generalization means the extent to which your research results can be applicable to other 

research settings, organizations or whole population (Saunders et al., 2007, p. 151). 

Generalization has high possibility when probability sampling technique was used and every 

sample from the population has the same chance of being chosen (Bryman & Bell 2007, p. 

169). For our research we have chosen stratified non probability sampling method, moreover 

our respondents were selected from small town in the northern Sweden. Another downside of 

our research to generalize to whole population is that majority of respondents were from 

Umea University and businesses around Umea, and the age group was from 20 to 50, also our 

questionnaire was constructed in English, so there is risk that we have included only people 
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who are well educated and knowledgeable, and we have missed the other segment‘s people, 

therefore, our findings difficult to generalize to the whole population.  
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APPENDIX 1: Questionnaire of our research 

MARKETING SURVEY 

 

We are two Master students from the Umeå University (Umeå School of Business). We are 

conducting a marketing survey within our Master thesis about the relationship of customer’s 

life value and lifestyle with advertisement appeal. We would be very grateful if you could 

answer following questions.  (It will take about 7 minutes)  

 

D. DEMOGRAPHICS 
 

The following background information questions are included only to help us interpret your responses 

to other questions. Your responses here and throughout the questionnaire will be held strictly 

confidential. 

 

Gender:  Male  Female  

 

Age:     < 20   20- 29  30-39    40-49    50-59    59< 

 

Citizenship: …………………… 

 

Marital status:  Married  Single  Other: ………….

 

What is the highest level of formal education you have completed? 

 Some high school  

 High school graduate/GED  

 College graduate  

 University - undergraduate  

 University - postgraduate n  

 Other ……………………. 
 

Status:      Student Employee Unemployed  Retired   Other: …………… 

 

 

What is your monthly expenditure? 

 

 < 7000SEK 

 7001-14000SEK 

 14001-28000SEK 

  28001 SEK <  
 

 

E. CONSUMER LIFE VALUE AND LIFESTYLE 
 

1. Please take a moment to think about how below life values are significant in your 

life and evaluate them from very insignificant (1) to very significant (6). 

 Very                                               Very 

insignificant                         significant 

Financial security: My security is a high priority to me 1        2        3        4        5        6 

Being Well-Respected: I strive to retain a high status among my friends 1        2        3        4        5        6 

Self-fulfillment: I deserve the best, and often give myself what I deserve 1        2        3        4        5        6 

Self-Respect: Myself respect is worth more than gold 1        2        3        4        5        6 

Fun and Enjoyment: having fun is important to me  1        2        3        4        5        6 

Sense of accomplishment: feedback on my job performance is very 

important 
1        2        3        4        5        6 

Sense of belonging: I feel appreciated and needed by my closest 

relatives and friends 
1        2        3        4        5        6 

Warm relationship: I try to be as open and genuine as possible with 

others 
1        2        3        4        5        6 
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2. Please rank these 8 values in order of importance to your life. Please rank them from very 

important (1) to very unimportant (2)  

a) Financial security  … 

b) Being Well-Respected … 

c) Self-fulfillment  …  

d) Self-Respect  … 

e) Fun and Enjoyment  … 

f) Sense of accomplishment … 

g) Sense of belonging  … 

h) Warm relationship  … 
 

3. Please specify the time you spend on the following activities in one day  

(Please base your calculation on your weekly routine).   
 

  Time (hour) 

 0 <2 2-4 5-7 8-9 10< 

Study 

Full/part time work  

Housework  

Social ac, club member 

Friend, community 

Self-conscious  

Family  

Shopping 

Sport  

Entertain/Hobbies 

Travel (to work, to school) 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4. How much do you interested on the following activities?    
 

 Not strongly                                     Strongly 

interesting                                     interesting 

Study 

Full/part time work 

Housework 

Social ac, club member 

Friend, community 

Self-conscious 

Family 

Shopping 

Entertain Hobbies 

Sport 

Travel (to work, to school) 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

1        2        3        4        5        6 

5. What do you think about your current lifestyle? 

a) I am not satisfied at all   

b) I am not satisfied some how 

c) I am satisfied 

d) I am fully satisfied 

F. ADVERTISING CONTENT 

1. What theme in the advertisements do you like most? Please select only one. 

a) Health/Life 

b) Family 

c) Tradition 

d) Education 

e) Patriotism 

f) Filial 

g) Enjoyment 

h) Modernity/Technology 

i) Beauty/Youth 

j) Success/Status 

k) Materialism 

l) Environmentalism 

m) Effectiveness/Quality 
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2. How likely is it that above posters will influence you to buy Nokia phone? 

 
 not strongly                                   strongly 

influence                                     influence 

I. Saved time = saved money 1        2        3        4        5        6 

J. You will be respected with 1        2        3        4        5        6 

K. Nokia is my mate on the way of success 1        2        3        4        5        6 

L. We deserve the best 1        2        3        4        5        6 

M. I go nuts with 1        2        3        4        5        6 

N. I accomplished a lot; all that time with me was 1        2        3        4        5        6 

O. It is not just connection…...This is love 1        2        3        4        5        6 

P. In any cases, I always connected to my friends 1        2        3        4        5        6 

 

3. What a picture of the above stated advertisements do you like most? Please rank them from 

1 to 8.  The highest rank is 1, and the lowest rank is 8. 

A. Saved time = saved money    …. 

B. You will be respected with     …. 

C. Nokia is my mate on the way of success   …. 

D. We deserve the best     …. 

E. I go nuts with         …. 

F. I accomplished a lot; all that time with me was …. 

G. It is not just connection…...This is love     …. 

H. In any cases, I always connected to my friends …. 
 

4. Please evaluate the poster you have ranked the highest. Which factor has influenced you most 

in the ranking of number 1?   

 (This question refers to only one advertisement, which you have ranked number 1 above)  

a) Advertising content/appeal 

b) Creative 

c) Big idea /newly 

d) Objectively 

e) Clear product description 

f) Word slogan 

g) Structure design, visual techniques 

h) Others …………… 
 

5. In your opinion, what kind of life value does the advertisement, you have ranked the 

highest, contain inside? (This question refers to only one advertisement, which you 

have ranked number 1 above)  
 

a) Financial security 

b) Being Well-Respected 

c) Self-fulfillment  

d) Self-Respect  

e) Fun and Enjoyment 

f) Sense of accomplishment  

g) Sense of belonging 

h) Warm relationship 
 

6. Do you think that advertisement you have ranked the highest above is the reflection 

of your 

a. Lifestyle (actual action, spending time and money) 

b. Life value (ideal value) 

c. Other (Please specify) ……………………………………………………. 

7. Do you have any comment related to this research questionnaire 
 

…………………………………………………………………………………………. 

 

Thank you for your time 
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APPENDIX 2: Means of life values and posters in demographic dimensions  
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0
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4.9
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5.6
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APPENDIX 3: Paired samples statistic of H1 

 

 

Paired Samples Correlations 

  N Correlation Sig. 

Pair 1 X16 - Security & X56 - Financial security. Saved time 210 .362 .000 

Pair 2 X17 - Being well respected & X57 - Being well respected. 

You will be 
210 .161 .020 

Pair 3 X18 - Self fulfillment & X58 - Self fulfillment. Success 210 .103 .137 

Pair 4 X19 - Self respect & X59 - Self respect. The best 210 .479 .000 

Pair 5 X20 - Fun and enjoyment & X60 - Fun and enjoyment. I go 

nuts 
210 .230 .001 

Pair 6 X21 - Sense of accomplishment & X61 - Sense of 

accomplishment. I accomp. 
210 -.003 .964 

Pair 7 X22 - Sense of belong & X62 - Sense of belonging. This is 

love 
210 .411 .000 

Pair 8 X23 - Warm relastionship & X63 - Warm relationship. My 

friends 
210 .346 .000 

 

 

 

Paired Samples Test 

  Paired Differences 

t df 

Sig. (2-

tailed) 

  

Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

95% Confidence 

Interval of the 

Difference 

  Lower Upper 

Pair 1 X16 - Security - X56 - 

Financial security. Saved time 
-.16190 2.74646 .18952 -.53553 .21172 -.854 209 .394 

Pair 2 X17 - Being well respected - 

X57 - Being well respected. 

You will be 

.15714 2.71784 .18755 -.21259 .52687 .838 209 .403 

Pair 3 X18 - Self fulfillment - X58 - 

Self fulfillment. Success 
-.01429 2.62392 .18107 -.37124 .34267 -.079 209 .937 

Pair 4 X19 - Self respect - X59 - Self 

respect. The best 
-.48095 2.18786 .15098 -.77858 -.18332 -3.186 209 .002 

Pair 5 X20 - Fun and enjoyment - 

X60 - Fun and enjoyment. I go 

nuts 

.31905 2.62271 .18098 -.03774 .67584 1.763 209 .079 

Pair 6 X21 - Sense of 

accomplishment - X61 - Sense 

of accomplishment. I accomp. 

.26190 2.73432 .18869 -.11007 .63388 1.388 209 .167 

Pair 7 X22 - Sense of belong - X62 - 

Sense of belonging. This is 

love 

.22381 2.26105 .15603 -.08378 .53140 1.434 209 .153 

Pair 8 X23 - Warm relastionship - 

X63 - Warm relationship. My 

friends 

-.20476 2.47687 .17092 -.54171 .13219 -1.198 209 .232 
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APPENDIX 4: Paired samples statistic of H2 

 

 

 

Paired Samples Correlations
a
 

  N Correlation Sig. 

Pair 1 X16 - Security & X56 - Financial security. Saved time 84 .328 .002 

Pair 2 X17 - Being well respected & X57 - Being well respected. You 

will be 
84 -.117 .288 

Pair 3 X18 - Self fulfillment & X58 - Self fulfillment. Success 84 .268 .014 

Pair 4 X19 - Self respect & X59 - Self respect. The best 84 .551 .000 

Pair 5 X20 - Fun and enjoyment & X60 - Fun and enjoyment. I go nuts 84 .302 .005 

Pair 6 X21 - Sense of accomplishment & X61 - Sense of 

accomplishment. I accomp. 
84 -.064 .562 

Pair 7 X22 - Sense of belong & X62 - Sense of belonging. This is love 84 .233 .033 

Pair 8 X23 - Warm relastionship & X63 - Warm relationship. My 

friends 
84 .236 .030 

a. X1 - Gender = male    

 

 

Paired Samples Test
a
 

  Paired Differences 

t df 

Sig. 

(2-

tailed) 

  

Mean 

Std. 

Deviatio

n 

Std. Error 

Mean 

95% Confidence 

Interval of the 

Difference 

  Lower Upper 

Pair 1 X16 - Security - X56 - 

Financial security. Saved time 
-.47619 3.06349 .33425 -1.14101 .18863 -1.425 83 .158 

Pair 2 X17 - Being well respected - 

X57 - Being well respected. 

You will be 

-.09524 3.13403 .34195 -.77536 .58489 -.279 83 .781 

Pair 3 X18 - Self fulfillment - X58 - 

Self fulfillment. Success 
.33333 2.41648 .26366 -.19107 .85774 1.264 83 .210 

Pair 4 X19 - Self respect - X59 - Self 

respect. The best 
-.07143 2.06978 .22583 -.52060 .37774 -.316 83 .753 

Pair 5 X20 - Fun and enjoyment - 

X60 - Fun and enjoyment. I go 

nuts 

.15476 2.51977 .27493 -.39206 .70159 .563 83 .575 

Pair 6 X21 - Sense of 

accomplishment - X61 - Sense 

of accomplishment. I accomp. 

.33333 3.14445 .34309 -.34905 1.01572 .972 83 .334 

Pair 7 X22 - Sense of belong - X62 - 

Sense of belonging. This is 

love 

.10714 2.82850 .30861 -.50668 .72097 .347 83 .729 

Pair 8 X23 - Warm relastionship - 

X63 - Warm relationship. My 

friends 

-.19048 2.94723 .32157 -.83006 .44911 -.592 83 .555 

a. X1 - Gender = male         
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Paired Samples Correlations
a
 

  N Correlation Sig. 

Pair 1 X16 - Security & X56 - Financial security. Saved time 126 .389 .000 

Pair 2 X17 - Being well respected & X57 - Being well respected. 

You will be 
126 .324 .000 

Pair 3 X18 - Self fulfillment & X58 - Self fulfillment. Success 126 -.007 .942 

Pair 4 X19 - Self respect & X59 - Self respect. The best 126 .439 .000 

Pair 5 X20 - Fun and enjoyment & X60 - Fun and enjoyment. I go 

nuts 
126 .161 .072 

Pair 6 X21 - Sense of accomplishment & X61 - Sense of 

accomplishment. I accomp. 
126 .024 .791 

Pair 7 X22 - Sense of belong & X62 - Sense of belonging. This is 

love 
126 .541 .000 

Pair 8 X23 - Warm relastionship & X63 - Warm relationship. My 

friends 
126 .305 .001 

a. X1 - Gender = female    

 

 

Paired Samples Test
a
 

  Paired Differences 

t df 

Sig. (2-

tailed) 

  

Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

95% Confidence 

Interval of the 

Difference 

  Lower Upper 

Pair 1 X16 - Security - X56 - 

Financial security. Saved time 
.04762 2.50394 .22307 -.39386 .48910 .213 125 .831 

Pair 2 X17 - Being well respected - 

X57 - Being well respected. 

You will be 

.32540 2.39943 .21376 -.09766 .74845 1.522 125 .130 

Pair 3 X18 - Self fulfillment - X58 - 

Self fulfillment. Success 
-.24603 2.73843 .24396 -.72886 .23679 -1.008 125 .315 

Pair 4 X19 - Self respect - X59 - Self 

respect. The best 
-.75397 2.22957 .19863 -1.14707 -.36086 -3.796 125 .000 

Pair 5 X20 - Fun and enjoyment - 

X60 - Fun and enjoyment. I go 

nuts 

.42857 2.69348 .23995 -.04633 .90347 1.786 125 .077 

Pair 6 X21 - Sense of 

accomplishment - X61 - Sense 

of accomplishment. I accomp. 

.21429 2.43510 .21694 -.21506 .64363 .988 125 .325 

Pair 7 X22 - Sense of belong - X62 - 

Sense of belonging. This is 

love 

.30159 1.79452 .15987 -.01481 .61799 1.886 125 .062 

Pair 8 X23 - Warm relastionship - 

X63 - Warm relationship. My 

friends 

-.21429 2.11889 .18877 -.58788 .15931 -1.135 125 .258 

a. X1 - Gender = female         

 

 

 

 

  



 
 

5  
 

APPENDIX 5: Univariate Analysis of Variance of Hypothesis 3  

 

 

 

Tests of Between-Subjects Effects 

Dependent Variable:X68 - poster rank 1    

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 66.846
a
 6 11.141 2.270 .038 

Intercept 4195.685 1 4195.685 854.792 .000 

X67 66.846 6 11.141 2.270 .038 

Error 996.411 203 4.908   

Total 8338.000 210    

Corrected Total 1063.257 209    

a. R Squared = .063 (Adjusted R Squared = .035)   

 

 

 

Multiple Comparisons 

X68 - poster rank 1 

Scheffe 

     

(I) X67 - 

lifestyle 

(J) X67 - 

lifestyle 

Mean Difference 

(I-J) Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

Housework social activity .7500 1.05090 .998 -3.0187 4.5187 

friends .8362 .83557 .985 -2.1603 3.8327 

self cons 2.1591 .91469 .475 -1.1212 5.4393 

family .4167 .82941 1.000 -2.5578 3.3911 

sport .4643 .98191 1.000 -3.0570 3.9856 

entertain 1.3750 .87575 .871 -1.7656 4.5156 

social activity Housework -.7500 1.05090 .998 -4.5187 3.0187 

friends .0862 .75860 1.000 -2.6343 2.8067 

self cons 1.4091 .84496 .835 -1.6211 4.4393 

family -.3333 .75181 1.000 -3.0294 2.3628 

sport -.2857 .91730 1.000 -3.5753 3.0039 

entertain .6250 .80264 .996 -2.2534 3.5034 

friends Housework -.8362 .83557 .985 -3.8327 2.1603 

social activity -.0862 .75860 1.000 -2.8067 2.6343 

self cons 1.3229 .55474 .462 -.6665 3.3123 

family -.4195 .39875 .981 -1.8495 1.0104 

sport -.3719 .65972 .999 -2.7378 1.9940 

entertain .5388 .48787 .975 -1.2108 2.2884 

self cons Housework -2.1591 .91469 .475 -5.4393 1.1212 

social activity -1.4091 .84496 .835 -4.4393 1.6211 

friends -1.3229 .55474 .462 -3.3123 .6665 

family -1.7424 .54542 .122 -3.6984 .2135 

sport -1.6948 .75744 .545 -4.4111 1.0215 

entertain -.7841 .61359 .949 -2.9846 1.4164 
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family Housework -.4167 .82941 1.000 -3.3911 2.5578 

social activity .3333 .75181 1.000 -2.3628 3.0294 

friends .4195 .39875 .981 -1.0104 1.8495 

self cons 1.7424 .54542 .122 -.2135 3.6984 

sport .0476 .65190 1.000 -2.2902 2.3854 

entertain .9583 .47724 .672 -.7531 2.6698 

sport Housework -.4643 .98191 1.000 -3.9856 3.0570 

social activity .2857 .91730 1.000 -3.0039 3.5753 

friends .3719 .65972 .999 -1.9940 2.7378 

self cons 1.6948 .75744 .545 -1.0215 4.4111 

family -.0476 .65190 1.000 -2.3854 2.2902 

entertain .9107 .70992 .949 -1.6352 3.4566 

entertain Housework -1.3750 .87575 .871 -4.5156 1.7656 

social activity -.6250 .80264 .996 -3.5034 2.2534 

friends -.5388 .48787 .975 -2.2884 1.2108 

self cons .7841 .61359 .949 -1.4164 2.9846 

family -.9583 .47724 .672 -2.6698 .7531 

sport -.9107 .70992 .949 -3.4566 1.6352 

Based on observed means. 

 The error term is Mean Square(Error) = 4.908. 

   

 

 

 

X68 - poster rank 1 

Scheffe   

X67 - lifestyle N 

Subset 

1 

self cons 22 4.5909 

entertain 32 5.3750 

friends 58 5.9138 

social activity 10 6.0000 

sport 14 6.2857 

family 66 6.3333 

Housework 8 6.7500 

Sig.  .230 

Means for groups in homogeneous 

subsets are displayed. 

 Based on observed means. 

 The error term is Mean Square(Error) = 

4.908. 
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APPENDIX 6: Cross tab  of Hypothesis 3 

 

 

X68 - poster rank 1 * X67 - lifestyle Crosstabulation 

   X67 - lifestyle 

Total 

   House

work 

social 

activity friends 

self 

cons family sport 

entertai

n 

X68 - 

poster 

rank 1 

saved 

time 

Count 1 0 6 5 3 0 6 21 

% within X68 - poster rank 1 4.8% .0% 28.6% 23.8% 14.3% .0% 28.6% 100.0% 

% within X67 - lifestyle 12.5% .0% 10.3% 22.7% 4.5% .0% 18.8% 10.0% 

eing well 

respected 

Count 0 0 0 2 1 0 1 4 

% within X68 - poster rank 1 .0% .0% .0% 50.0% 25.0% .0% 25.0% 100.0% 

% within X67 - lifestyle .0% .0% .0% 9.1% 1.5% .0% 3.1% 1.9% 

sel 

fullfilmen

t 

Count 0 2 1 1 2 0 0 6 

% within X68 - poster rank 1 .0% 33.3% 16.7% 16.7% 33.3% .0% .0% 100.0% 

% within X67 - lifestyle .0% 20.0% 1.7% 4.5% 3.0% .0% .0% 2.9% 

self 

respect 

Count 0 1 8 1 6 1 0 17 

% within X68 - poster rank 1 .0% 5.9% 47.1% 5.9% 35.3% 5.9% .0% 100.0% 

% within X67 - lifestyle .0% 10.0% 13.8% 4.5% 9.1% 7.1% .0% 8.1% 

fun Count 1 0 9 5 10 5 6 36 

% within X68 - poster rank 1 2.8% .0% 25.0% 13.9% 27.8% 13.9% 16.7% 100.0% 

% within X67 - lifestyle 12.5% .0% 15.5% 22.7% 15.2% 35.7% 18.8% 17.1% 

sense 

accomplis

hment 

Count 0 0 3 0 0 2 3 8 

% within X68 - poster rank 1 .0% .0% 37.5% .0% .0% 25.0% 37.5% 100.0% 

% within X67 - lifestyle .0% .0% 5.2% .0% .0% 14.3% 9.4% 3.8% 

belong Count 0 6 9 4 19 1 12 51 

% within X68 - poster rank 1 .0% 11.8% 17.6% 7.8% 37.3% 2.0% 23.5% 100.0% 

% within X67 - lifestyle .0% 60.0% 15.5% 18.2% 28.8% 7.1% 37.5% 24.3% 

warm 

relation 

Count 6 1 22 4 25 5 4 67 

% within X68 - poster rank 1 9.0% 1.5% 32.8% 6.0% 37.3% 7.5% 6.0% 100.0% 

% within X67 - lifestyle 75.0% 10.0% 37.9% 18.2% 37.9% 35.7% 12.5% 31.9% 

Total Count 8 10 58 22 66 14 32 210 

% within X68 - poster rank 1 3.8% 4.8% 27.6% 10.5% 31.4% 6.7% 15.2% 100.0% 

% within X67 - lifestyle 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

 

 

Chi-Square Tests 

 

Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 79.670
a
 42 .000 

Likelihood Ratio 82.579 42 .000 

Linear-by-Linear 

Association 
.393 1 .531 

N of Valid Cases 210   
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Chi-Square Tests 

 

Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 79.670
a
 42 .000 

Likelihood Ratio 82.579 42 .000 

Linear-by-Linear 

Association 
.393 1 .531 

a. 42 cells (75.0%) have expected count less than 5. The minimum 

expected count is .15. 

 

 

Symmetric Measures 

  

Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Interval by Interval Pearson's R -.043 .070 -.626 .532
c
 

Ordinal by Ordinal Spearman Correlation -.053 .068 -.771 .442
c
 

N of Valid Cases 210    

a. Not assuming the null hypothesis.     

b. Using the asymptotic standard error assuming the null hypothesis.  

c. Based on normal approximation.     
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APPENDIX 7: Cross tab of checking content of posters  

 

 

 

X68 - poster rank 1 * X65 - Life value in the advertisement Crosstabulation 

   X65 - Life value in the advertisement 

Total 

   

security 

being well 

respected 

self 

fulfillme

nt 

self 

respect 

fun and 

enjoyme

nt 

sense of 

accompli

shment 

sense of 

belongin

g 

warm 

relations

hip 

X68 - 

poster 

rank 1 

saved time  10 0 4 0 1 3 1 2 21 

 47.6% .0% 19.0% .0% 4.8% 14.3% 4.8% 9.5% 100.0% 

being well respected  0 1 0 0 0 0 0 3 4 

 .0% 25.0% .0% .0% .0% .0% .0% 75.0% 100.0% 

self fulfillment  0 0 3 0 1 0 0 2 6 

 .0% .0% 50.0% .0% 16.7% .0% .0% 33.3% 100.0% 

self respect  0 0 3 5 1 2 2 4 17 

 .0% .0% 17.6% 29.4% 5.9% 11.8% 11.8% 23.5% 100.0% 

fun  0 0 7 5 20 2 1 1 36 

 .0% .0% 19.4% 13.9% 55.6% 5.6% 2.8% 2.8% 100.0% 

sense 

accomplishment 

 1 0 2 0 0 4 0 1 8 

 12.5% .0% 25.0% .0% .0% 50.0% .0% 12.5% 100.0% 

belong  0 0 1 0 5 0 13 32 51 

 .0% .0% 2.0% .0% 9.8% .0% 25.5% 62.7% 100.0% 

warm relation  3 1 4 0 16 1 5 37 67 

 4.5% 1.5% 6.0% .0% 23.9% 1.5% 7.5% 55.2% 100.0% 

Total  14 2 24 10 44 12 22 82 210 

 6.7% 1.0% 11.4% 4.8% 21.0% 5.7% 10.5% 39.0% 100.0% 

 

 

Chi-Square Tests 

 

Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 2.580E2
a
 49 .000 

Likelihood Ratio 202.499 49 .000 

Linear-by-Linear 

Association 
47.371 1 .000 

N of Valid Cases 210   

a. 52 cells (81.3%) have expected count less than 5. The minimum 

expected count is .04. 

 

Symmetric Measures 

  

Value 

Asymp. Std. 

Error
a
 Approx. T

b
 Approx. Sig. 

Interval by Interval Pearson's R .476 .070 7.808 .000
c
 

Ordinal by Ordinal Spearman Correlation .421 .066 6.689 .000
c
 

N of Valid Cases 210    
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