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Consumer Evaluation of Advertising in Bulgaria and Romania
Introduction
The marketing environment in Central and Easterrojal (CEE) has developed significantly in the
recent years starting from a legacy of limited econer choice, restricted knowledge of
brands/products (Feick and Gierl, 1996) and liilvertising (Manragt al., 1999). Average annual
growth rates of advertising expenditure in cert@iBE countries reached two digit figures in the
period 2000-2006 (MultiChannel, 2002; AdMaker, 200Bor example, advertising spending in
Romania was € 640 million in the first quarter @08 (The Marketer, 2006) whereas in Bulgaria
advertising expenditure in 2005 reached € 2180ianil(Bulgarian National Bank Bulletin, 2006).
The institution of advertising has played a sigmfit role in the transition to market across CEE. |
has also assisted consumers to accept advertising @ew form of communication (Jeannet &
Hennessey, 1995). Consumer lifestyles and arguatbtydes toward advertising and personal uses of
advertising have become relevant concepts (FESSIKI -T¥97) in analyzing consumer markets in
the region. Certain segments have benefited fromkehéberalization (e.g. “active professionals’dan
“sophisticated”) having greater potential to benéfom advertising, as the affordability in their
choices is relatively unrestricted. Yet, the legatyn environment with little advertising and lted
number of TV and radio stations, magazines, andspapers contrasts the colorful landscape of
growing advertising spending and media channelgudbly, the variability in the degrees of
exposure to advertisements creates scope for esdwef beliefs and experiences in processing ads,
henceforth variability in attitudes toward adverigsacross diverse demographic groups.
It should be noted that difficulties associatedhwiheasurements of conventional segmentation
variables are apparent in CEE. Against a backgrafnsignificant proportion of shadow economy
(reaching between 18 and 50 percent of the offi@aP, Schneider, 2002), official income may not

be a robust segmentation variable.



There are some studies on advertising in post-camsheconomies (Andrewat al. 1994; Pribova
and Savitt, 1995; West and Paliwoda, 1996; vonowh Akimova, 1998; Koudelova and Whitelock,
2001, Orth and Holancova, 2004) addressing coraéspecificity of advertising development over
time. The post-communist economies of South-ea&iarape have been given limited attention.
Consequently, this research focuses on Bulgaria Rachania, two former communist Balkan
neighboring countries. They became EU members*odamuary 2007. Bulgaria and Romania share
common past, some economic and cultural similarigiarinovet al., 2001; Greenberg and Erdinc,
1999; Hofstede and Hofstede, 2004). Thereforeutccbe expected that consumers in these countries
would have rather similar attitudes to marketingnomunications and more specifically toward
advertising. Consequently, research into consumtiénages toward advertising considering the effects
of demographics and segmentation is justified.

The purpose of this paper is threefold:

Firstly, to identify underlying dimensions of atiites toward advertising, personal uses and pecteive
socio-economic effects of advertising in Bulganma &omania; secondly, to investigate demographic
variations in consumer beliefs and attitudes toveahgertising in the two countries; thirdly, to idién
clusters of consumers in each country based oarterlying dimensions and profile them according
to key characteristics.

Conceptual framework

The economic and social effects of advertising weitgally conceptualized by Bauer and Greyser
(1968) and Lutz, (1975). Subsequent research studenotion of economic and social predictors of
advertising, and ‘personal uses’ of advertisinglléoand Mittal, 1993; Mittal, 1994; Yang, 2000;
Davila and Rojas-Méndez, 2001). They have incotpdréhe perceptions people hold of advertising
as a source of product information, social rolej aource of pleasure/hedonic use. Sandage and
Leckenby (1980) discussed the need to distinguetivden the institution of advertising and the
instruments of advertising. Attitudes-institutiondaattitudes-instruments have been viewed as direct

antecedents of overall attitudes toward advertifigvasulaet al., 1993).



The empirical data were theoretically underpinngd lzonceptual framework focusing on two major
groups of predictors of attitudes toward advergjsiNamely the perceived socio-economic effects of
advertising and the primary determinants or “peasaises” of advertising (Pollay and Mittal, 1993),
i.e., product information, social integration aretlbnic/pleasure (see Figure 1).

Insert Figure 1 here
The generation of clusters based on determinaras\drtising has been overlooked in literature with
the notable exception of Pollay and Mittal (199).segmenting consumer markets the proposed
study incorporates for the first time direct antl®s to advertising (attitudes-institution and
attitudes-instruments) in addition to personal uaed general attitudes. It is argued that in the
development of a free market economy these atstade crucial in the understanding and segmenting
of consumers. It also incorporates a new concepibfe incongruence/alienation and enhances the
construct of social role of advertising.
Hypotheses
Early research on attitudes toward advertising exwied that demographics are unrelated to the
evaluation of advertising (Bauer and Greyser, 19&Bavittet al. (1998) reported that male and
younger consumers of both genders as well as p&atiidower levels of income and education hold
more favorable attitudes toward advertising. Theeselts are convergent with the findings of Lee and
Horn (2003) who have found out that younger pedpled to have more positive views toward
advertising. Arguably, people with higher levelsiméome are more able to discern the manipulative
aspects of commercials and develop a more skegitalde to persuasive messages. Other authors
(Alwitt and Prabhaker, 1994) argued that the irdoa of demographics with consumer attitude to
TV advertising influences the general attitudesahadvertising.
In the light of the above cited studies the follogvhypotheses have been formulated:
H1 Consumers with lower level of education have more favorable attitudes toward advertising than
consumers with higher levels of education.
H2 Younger consumers have mor e favorable attitudes toward advertising than older consumers.

H3 Male consumer s have mor e favorabl e attitudes toward advertising than female consumers.
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These hypotheses have been tested in Bulgaria amdufta.

M ethodology

Our methodology is based on an overview of the etarl literature on general attitudes toward
advertising. More specifically the conventions maooended by Churchill (1979), Anderson and
Gerbing (1988), and Hullanet al. (1996) in developing more reliable measures ofketing
constructs, the pool of items on each dimensiom@fconstructs has been generated using and a pilot
study of university business students. The elicitatechnique was used to identify underlying Wslie
toward advertising. The original questionnaire waiten in English, then translated into Romanian
and Bulgarian and back-translated into Englismtwaase instrumentation equivalence (Brislin, 1986;
Nasifet al., 1991). Given the exploratory nature of the redehe fact that Bulgaria and Romania are
countries with similar socio-economic environmemigimizes the risk of construct non-equivalence
(Craig and Douglas, 2000). Pilot studies have hesed to refine and adjust the questionnaire for
cultural differences. Double-barreled statementehzeen eliminated or redefined. The collaboration
of researchers with knowledge of their respectiwikuce/country as suggested by Cavusgil and Das
(1997) has minimized the risk of functional non-glence (Craig and Douglas, 2000).

Consumer data were obtained by administering theee and adjusted questionnaire in main urban
areas of the two countries. The combined samplsistu of 787 usable answers from face-to-face
interviews with adult respondents, of which 440rirRomania and 347 from Bulgaria.

The data collection method used was stratified sandampling. The sample frame consisted of a list
of residential addresses in each town. Within ezith households’ residential neighborhoods were
stratified, and addresses in each district randaelgcted. Within each household adult respondent:
have been selected based on a random proceduriés ek place during weekdays as well as
weekends in order to maximize the representatidghensample. When required the interviewers made
subsequent visits in order to conduct the questivas with the selected respondent. The sample
breakdown by age, gender and education represergpmoximation of national statistics, although it

slightly overstates younger persons, which refldoes share in the structure of the urban popoiain



the two countries. Trained interviewers from locabrket research institutes were employed to
administer the survey. The composition of the samplkach country is presented in Table 1.

Insert Table 1 about here
Respondents working in advertising, market researdiaving participated in market research in the
last six months have been excluded from the study.
Research design and psychometric properties of the constructs
All variables in the study are measured on mudtivitscales as a typical application of the reflectiv
indicator model (Jarviet al., 2003). The directionality of the relationshipsvibeen latent variables, as
hypothesized by Pollay and Mittal (1993) and Muedpl{1987), has been respectively adopted.
Attitudes toward advertising are measured on s@aent semantic differential scales, while personal
uses of and the perceived socio-economic effectaleértising are measured on seven-point Lickert
scale from l1=strongly disagree to 7=strongly agsse Sandage and Leckenby, 1980; Pollay and
Mittal, 1993; Eagly and Chaiken, 1993),
The general attitudes toward advertising are medsuiith two items defined by Pollay and Mittal
(1993), and one from Andreves al. (1994), i.e., positive/negative which worked wellthe study of
advertising in Russia. The attitudes toward thetitutgon of advertising are measured with
valuable/worthless, important/unimportant and neagguseless.
Two other items, i.e., advertising is essential addertising is effective (Bauer and Greyser 1968),
were measured but not included as they raisedsssiuastrumentality toward ambiguous ends, e.g.,
efficient for what purpose or group (similar prablevas reported by Pollay and Mittal, 1993).
Product information is measured using the indicasuggested by Pollay and Mittal (1993). Two
measures of information acquisition have been gaedr from the qualitative interviews, i.e.,
advertising is a useful source of information adgeatising contributes to the knowledge of quality
products. The second item is specific to the postraunist environments where the need for
information emphasizes the requirement for intelige on product quality. It is argued that
advertising is seen as providing product informatleading to consumer education (Calfee and

Ringold, 1994). Nevertheless, the role of adverjsin educating children can be viewed as a
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component of children’s socialization and theirigbmtegration in view of formation of role models
aspirations and social images. Thus, the item egpalnt of the social integration role and imagarmas
extension of Pollay and Mittal’s construct. The qmeral use of advertising as hedonic/pleasure is
measured as suggested by Pollay and Mittal (1988. indicator that compares the pleasure from
advertising with the hedonic/pleasure of other mguliograms has been measured but not reported
because it has a weak contribution to the hedarategHairet al., 1998). An additional item, i.e.,
sometimes advertisements bring to my mind pleas®rories, was generated from the qualitative
interviews.

The social effects of advertising have been medswme seven-point Likert scales (1=strongly
disagree; 7=strongly agree) (Pollay and Mittal, 3;%agly and Chaiken, 1993). The perceived effects
of advertising on the economy are measured on iteges adapted from Bauer and Grayser (1968)
and Pollay and Mittal (1993) to capture primaryedetinants as well as distal antecedents. One item
was added to reflect the specifics of the Bulgadaa Romanian marketing environment in the
context of market liberalization and marketizatioamely “advertising is necessary in a free market
economy” (Marinovet al., 2001). Value corruption is measured with items frBollay and Mittal,
(1993). “Materialism” and “promotes undesirablesg aneasured with items from Pollay and Mittal
(1993). The study extends the concept of undesisaby including two additional items generated
from personal interviews and qualitative researcBulgaria and Romania, namely “the ideal image
of women from health and beauty products is offendor the majority of females”. Consumer
concerns about violence in advertising have beghlighted in this region (CNA, 2004; Stoica,
2004). Concerns over sex and violence in TV adsiedi were hypothesized to contribute to the
concept of offensiveness (Alwitt and Prabhaker,4)98nd reported as negatively impacting on
attitudes to TV advertising and programming. Heaxceadditional item has been added, namely “there
is too much violence in some advertisements”. Bdaisleading is measured as a single item
construct (Pollay and Mittal, 1993). Finally a neanstruct has been developed in line with the value
congruence from Mittal (1994). However unlike Mitsaconstruct there is a separation from criticism

of sexual images in advertisements and a focub®pérceived lack of identification with values and
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lifestyles depicted in commercials. This constrlabeled “alienation”, is aimed at tapping into the
lack of identification of consumers with advertisents. During the qualitative fieldwork in Bulgaria
and Romania it has become apparent that therpescaived gap between consumer lifestyle and the
lifestyles and values portrayed or implied by mavgstern advertisements. Therefore, alienation is
measured with the following items tested in the telwserved countries: “foreign advertisements
promote too many western values” and “most advedgipromotes concepts/lifestyles that do not
belong to the majority of population”.
Construct validation
The validity of the main latent constructs in tfmceptual model was investigated following a two-
stage approach (Ahire and Devaraj, 2001). Firstesef Exploratory Factor Analysis (EFA) were
conducted to identify underlying dimensions of #mnomic and social effects of advertising. ltems
with double loadings were removed (see Hair etl@h8). Only the items that discriminated well
against each other were retained in the subsegteyg.
Namely the economic effects regarded by PollayMittal (1994) as primary determinants: good for
economy with their associated distal antecedentsmetes undesirables regarded in the original
model as a distal antecedent but enhanced with itesws; and the proposed new construct of
alienation drawing on the concept of value incoeguae.
In a second stage, series of confirmatory factatyses (CFA) were conducted in LISREL (Joreskog
et al., 2001) to test the construct validity (Bagoeizial., 1991) and unidimensionality of concepts.
Tables 1.1, 1.2, 1.3, 2.1, 2.2, 2.3, and 3.1, i@ &3 summarize the performance indicators
associated with the variables of the conceptualehod

Insert Tables 2.1, 2.2, 3.1, and 3.2 about here
The models using the Bulgarian and Romanian sasipbev acceptable reliability as indicated by
composite reliability estimates. The chi-square diit the hypothesized three-factor models were
superior to the one and two-factor model. Thuseherevidence of discriminant validity for attitiede
and personal uses of advertising (Bagozzi andip$illLl982). The goodness-of-fit indicators implied

acceptable fits of the model to the data (Hullehal., 1996; Diamantopoulos and Siguaw, 1999). GFI
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for all measurement models corresponding to eachstnoct was above 0.9 indicating
unidimensionality. The LISREL indices provide evide of adequate fit for attitudes and satisfactory
levels of fit for social effects and personal useloth countries.
The meaning of the factors validated by the CFA il consistency with the constructs of interest,
as highlighted by previous studies (see AndersanGerbing, 1988), provides supportive evidence of
construct validity.
Resear ch findings
Demographic differences in general attitudes toward advertising, personal uses of advertising and
perceived effects of advertising
The chi-square tests indicate consumer’'s age andaédn as significant predictors associated with
attitudes toward advertising (Table 4).

Insert Table 4 about here
In Bulgaria, elderly and people with lower educatattainment hold less favorable attitudes toward
advertising. This was to be expected given thaeptety to advertising is associated with
philosophies of life, which are arguably shaped dge. The relationship with income is more
intriguing. Informants most reserved towards adsg are amongst the very low and the very high
income groups. However, one should exert somearaats income in Bulgaria and Romania is often
associated with additional sources embedded irslthdow economy (EIU, 2003). In Romania, only
gender is a significantly discriminates generalitiates toward advertising. Romania female
consumers have more positive general attitudesrtbadvertising than their male counterparts.
Hypothesis testing proves the following:
H1 is rejected in Bulgaria as Bulgarian consumeith Wower level of education have less favorable
attitudes toward advertising than consumers withéi education. This result is not in line with the
previous studies on attitudes toward advertisingtimer countries. H1 is inconclusive in Romania.
H2 is rejected in Romania, confirmed in BulgaridisTmeans that older Romanian consumers have
more favorable attitudes toward advertising thannger ones while in Bulgaria elderly people have

less favorable attitudes toward advertising thamnger consumers.
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H3 is rejected in Romania meaning that female coress in Romania have more favorable attitudes
toward advertising than male. H3 is inconclusiv8uigaria.
In Bulgaria, the institution of advertising is apted by highly educated consumers. At the same time
high income consumers question the legitimacy ofedtsing. Younger consumers in Bulgaria
embrace to a largest extent the institution of dtkieg, which can be explained by the fact theyeha
been exposed to it during a larger part of theiedi Yet, they are highly critical to the applied
techniques of advertising. Male respondents wittelolevels of education and income have favorable
attitudes toward the technique of advertising. Tt can be explained with the lower persuasion
knowledge of advertisements which results in lésptcism to advertising (Feick and Gierl, 1996).
Bulgarian consumers from older generations areonbt very skeptical about the application of free
market as well as the institution and instrumefitsdvertising but also express high level of disdel
associated with their positive impact on the econpom
Cluster formation and analysis
The aim of the cluster formation and analysis isdentify distinctive segments of homogenous
consumers who can be targeted with tailored margetommunications strategies. For this purpose
the hierarchical clustering method using squaredliiean distance as a measure of respondents’
similarity and the complete linkage method (Pokend Mittal, 1993) has been used. As a result four
clusters have been identified by the examinatiodesfdrogram. Factor scores were calculated based
on the regression method.
In line with Pollay and Mittal (1993), seven peraband societal belief dimensions and their global
attitude scores have been used for clustering. dere the two primary determinants of general
attitudes toward advertising, namely attitudes towne institution and techniques of advertising
have been applied. Table 5 shows the average factoes in the four clusters validated by the quick
cluster procedure with the final cluster centensesponding to the four clusters used as seedgpoint
Insert Table 5 about here
Cluster C1 is that ofraditionalists. In Bulgaria, consumers belonging to this cludtetd more

negative general attitudes toward advertising tilmRomania. Bulgarian traditionalists are highly
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critical toward the institution of advertising. Bj@rian and Romanian traditionalists have similar
attitudes toward the instrument of advertising dedl alienated from advertisements. However
Bulgarian traditionalists are more skeptical abadertising as a source of product information and
pleasure, and less enthusiastic about the positile of advertising for the economy. They are
particularly critical toward advertising as pronmgfiundesirables and materialism which they perceive
affects negatively the traditionally embedded valystem of the Bulgarian society.

Cluster C2 is the one ehthusiasts. They accept advertising and its instruments. Hav@ulgarians
are more reserved toward the institution of adserg than Romanians. Bulgarian and Romanian
enthusiasts seem to hold quite similar attitudesatd the instruments of advertising. Compared with
the traditionalist cluster in Bulgaria the enthgtsaare more likely to perceive advertising asw®

of information and hedonic/pleasure and are apatigei of its positive role for the economy.
Bulgarian enthusiasts are highly critical towardextising as promoting undesirables and materialism
and believe it is false and alienating. Romaniath@siasts do not see the negative effects of
advertising on values and are greatly entertaine@dvertisements regarding them as a source of
information about sales, features, and a meanscialie.

Cluster C3 is the one akserved receptives. In Romania like the enthusiasts their generaétuats
toward advertisements are positive. They regarceridements as an intrinsic part of free market
institutions and highly value the informational @nsion of advertising. They acknowledge the
positive role of advertising for the economy, betgeive advertisements as misleading. In Bulgaria
this cluster shows reservation toward advertisimggéneral and its role as a source of hedonic
pleasure, product information, and integration imaBulgarian reserved receptives are receptive
toward the institution and instruments of advemgsibut acknowledge advertising as promoting
undesirables, alienation, and materialism.

Cluster C4 ofcynical critics encompasses consumers in both countrighly critical to both the
institution of advertising and the instruments usedurther it. They see little informational and
entertainment value in advertising. Cynical critiaee highly skeptical towards the effects of

advertising for economy, presumably because they lsg@en their incomes eroded during market
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liberalization. They represent the least attracthegment for advertising agenciekhey express
concerns about the social effects of advertisinigeiathe strongest concerns are associated with
advertising promoting materialism.
Profiling clusters
Developing cluster profiles is both relevant andfuk This is analyzing of profile groups with siani
characteristics (Table 6). The clusters emergenh fitee analysis are described here with the use of
additional variables. This stage of analysis isuid to enhance the interpretation of clusters cant
also be viewed as a validation based on extermalblas (Saporta, 1991).

Insert Table 6 about here
The traditionalist cluster in Bulgaria (C1 B) castsi predominantly of people with own businesses or
public sector employees, generally consumers vatly tiigh income, 57 percent of those belonging to
this cluster are male. The cluster does not corday students. It is with the highest percentage of
possession of satellite TV, PC, Internet accesscamnsl. The educational level of the consumers is
mostly high school or college. The respondents ftbim cluster belong to the second largest family
size. C1 B cluster represents the most affluenswarers. C1 R cluster, Romanian traditionalists,
consists mostly of female self-employed consumé&le high share of students accounts for the
young profile of this segment. Romanian traditiestaltend to have more than one TV set and have
the best access to satellite TV. C1 R cluster camepia large share of low-income respondents, which
is due to the large student population. Howeverpireetration of cars, PC and mobile phones in this
cluster is among the highest in comparison witleothusters.
Cluster C2 B, enthusiasts in Bulgaria, are the gesh and represent the smallest household size.
Most of them are either self-employed or studenith w3 percent of the total having very low
income. This cluster has equal gender distributidany of the respondents in this cluster have
college education. The cluster is with the highestetration of mobile phones and car ownership is
similar to that of traditionalists. Cluster C2 RprRanian enthusiasts, consists predominantly of

female consumers, has the largest share of entieym® and employees in the public sector and the
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smallest share of students. It is the most affls@giment in Romania in terms of both incomes and
access to technology.

Cluster C3 B, reserved receptives in Bulgaria, steisof mostly retired people or public sector
workers, with below average income. Cluster iscitme is male dominant. This is the cluster with
most high school education holders, but less celleducation in comparison with the previous two
clusters. The cluster is with lowest penetrationntérnet and PCs. Cluster C3 R, Romanian reserved
receptives, concentrates more pensioners and hthengfore an above average age profile, thisas th
least affluent segment. The marked feature of gegment is with low level of education.
Consistently, there is the highest penetrationldftechnology (black and white TV sets) and lowest
access to modern communication technologies (latemobile phones).

Cluster C4 B, the cynical critics in Bulgaria, camsps the oldest respondents. This is the most
diverse cluster consisting of mostly retired peppet also of students, self-employed and public
sector workers. The unifying feature is their laweome level, the lowest among the four Bulgarian
clusters. The cluster has equal gender distributtmmpared with the other clusters about a third of
its representatives have primary school educafldve consumers in this cluster have the highest
possession of more than one TV. They have relgtiogl access to communication including Internet
access, PCs and satellite TV. Cluster C4 R, Romagyaical critics, comprises predominantly male
consumers, has below average incomes and the tignggsortion of unemployed. There is however
relatively good access to communication (satelite PCs, mobile phones) albeit the proportion of
car ownership is the lowest compared with the oR@nanian segments.

Conclusions and implications

All researched consumers seem to be rather criticie social role of advertising, while generally
acknowledging its economic effects. A harsherasin of the social effects of advertising is appéare

in Bulgaria and is valid for all clusters.

In Bulgaria and Romania, economic (good for econoamnd social effects (impact on values and
lifestyles) of advertising have been outlined. Gengent to Pollay and Mittal (1993) materialism,

value corruption and falsity/misleading did notadisiinate well. Nevertheless, unlike Pollay and
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Mittal's study (1993), the promotion of undesirabl@.g., sex and violence) is well discriminated
against the other constructs in the exploratoryamdirmatory factorial model.

It is the distal antecedent “promotes undesirabk#ianced by the perception of violence which
emerged a well discriminated social effect of atserg together with economic effects and
alienation. The adaptation of Mittal (1994) constraf value congruence proved a significant social
effect of advertising in Bulgaria and Romania.

The concept of value incongruence and alienaticso@ated with it emerges as an important
dimension of social effects of advertising. Itilely that lifestyle segments such a “rerootingetia
“nostalgic traditionalists” (FESSEL-GfK, 1997; Ratici and Neacsu, 2003) may have been less
integrated in the institutional framework of thedrmarket and are more likely to perceive alienatio
from advertisements portraying western values dadtyles. An adjustment of advertising messages
and appeals may be pursued by marketers in ordentiance the effectiveness of their advertising
campaigns in the region.

The most affluent cluster in Bulgaria reflects tt@mahal values and its members are critical of the
social effects of advertising. People can afforghhvalue purchases nevertheless they are not too
appreciative of the informative and hedonic rolead¥ertising. Therefore for consumers from this
cluster the impact of advertisements could be ecdgtirby an emphasis on traditional and family
values while advertising should possess subtles salented content. The youngest cluster is the one
of the enthusiasts which may have significant fitpotential to increase their income; however one
should note that they are most skeptical towardribtution of advertising and are concerned about
the social effects of advertising.

By contrast, the most affluent cluster in Romamsighat of the enthusiasts. They take pleasure in
advertising and are appreciative about its soadl iaformative role. Advertising messages arising
feelings of enjoyment and pleasure can be expectedrk well for this cluster.

Future research may explore the demographic diftere in personal uses and perceived social and
economic effects of advertising.
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Figure 1 A conceptual model of determinants of attitudesto advertising
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Source: Adapted from Sandage and Leckenby (1980&h\hg (1987); Pollay and Mittal (1993);
Shavittet al. (1998) and personal interviews conducted in Roaan

Table 1 Sample breakdown by key socio-demographic characteristics

Gender B R Age B R Education B R
Male 54.9 41.6 <34 years 46.5 45.7 < Primary 16.5 18.4
Female 45.1 58.4 35-54 years 26.6 36.6 Secondary 4 59 51.1

> bbyears 26.9 17.7 University 24.1 30.5

Note: B = Bulgaria, R = Romania
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Table 2.1 Psychometric properties of the attitudes to advertising: Fit indicesfor the three-factor

model

Romania

GFI

Normedy®

Standardised RMR

0.04

Table 2.2 Psychometric properties of the attitudesto advertising: Composite reliability and

factor loadings

ltems Zomposite reliabilities and fact
loadings
Bulgaria Romania
General attitude (advertising) (0.63) (0.81)
Good/Bad 0.55 0.71
Positive/Negative 0.65 0.79
Pleasant/Unpleasant 0.59 0.79
Attitude institution (0.69) (0.77)
Valuable/Worthless 0.58 0.74
Important/Unimportant 0.79 0.84
Necessary/Unnecessary 0.56 0.58
Attitude instrument (0.73) (0.67)
Sincere/Insincere 0.61 0.71
Clean/Dirty 0.89 0.71

Note: All loadings were significant at 1% level.



Table 3.1 Psychometric properties of the personal uses of advertising: Fit indices for the three-

factor modd

Bulgaria Romania
GFlI 0.90 0.90
Normedy® 5.38 5.73
Standardised RMR 0.06 0.06
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Table 3.2 Psychometric properties of the personal uses of advertising: Composite reliability and

factor loadings

ltems Composite reliabilities

and factor loadings

Bulgaria Romania

Product information (0.70) (0.72)
Square root (AVE) 0.57 0.57
Advertising is a valuable source of information abolocal 0.50 0.57
sales/products

Advertisements are a useful source of information 0.57 0.68
Advertisements tell me which brands have the featuam looking for 0.69 0.54
Advertising contributes to the knowledge about fy@roducts 0.51 0.66
Advertisements helps me keep up to date about ptefdervices 0.51 0.50
available in the marketplace

Social role (integration)/Image (0.70) (0.71)
Square root (AVE) 0.55 0.56
Advertising has an important role in the educatibohildren 0.54 0.44
From advertising | can learn what is fashionable 0.51 0.86
Advertisements tell me what persons like me arerngugr using 0.37 0.59
| like to talk to my friends about advertisements 0.45 0.40
Advertising keeps me up to date with trends fromoes fields 0.72 0.49
Hedonic/pleasure (0.71) (0.72)
Square root (AVE) 0.67 0.69
Advertising is often amusing and entertaining 0.60 0.64
Sometimes | take pleasure in thinking about wisaw, heard or read in 0.81 0.86
advertisements

Sometimes advertisements bring to my mind pleasanhories 0.62 0.53

Note: All loadings were significant at 1% level.
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Table 4 Cross tabulations by age, income, education, and gender

X?AG B X?AGR X? Al B X2 AIR X?AT B X?ATR
Age 23.7%** 54,6%** 9.1%* 62.4%** 25.2%%%
Gender 0.3 6.4%* 27 1.2 9.1%* 0.5
Education 32.7%x* 33.2%%* 11.7%= 53w 17.8%
Income 22.1%%* 14.2% 7.1 86.7++* 18.3%x

Probability values for parameters: *px0.01; ** p<0.05; *p<0.10

Note:

AT = Attitudes toward the techniques of advertising

Table5 Average factor scoresin thefour clusters

AG = general attitudes toward advertising=AAttitudes toward the institution of advertising,

Average values ClB C1lR C2B C2R C3B C3R C4B C4R
Product information 3.81 5.58 4.28 5.46 3.67 5.06 3.54 3.97
Integration/image 3.47 4.66 4.42 4.42 3.49 439 823. 3.15
Hedonic/pleasure 3.80 5.21 4.36 5.30 3.76 4.74 3.953.62
Good for economy 3.74 5.28 4.14 5.36 3.73 4.64 3.533.50
Promotes undesirables 5.08 4.45 5.58 2.14 4.73 3.695.64 3.67
Alienation 5.06 5.31 5.33 3.08 4.05 4.19 5.45 3.65
Falsity 3.00 4.00 5.00 3.00 4.00 5.00 6.00 4.00
Materialism 5.11 4.96 5.24 2.86 4.00 4.31 5.41 4.32
Attitude general 3.02 4.70 4.57 5.20 3.63 5.56 2.69 3.81
Attitude institution 2.92 4.26 2.01 4.74 4.70 56 .33 3.49
Attitude instrument 3.33 3.54 4.46 4.36 4.36 5.71 .212 3.35
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Table 6 Profile of cluster sbased on additional variables

Average values

CilB Cl1R C2B C2R C3B C3R C4B C4R

Age
Household size

Per centage of

45.9 37 29.29 39 44.88 42 50.68 39

2.14 2.47 1.88 2.44 2.27 2.38 2.02.25 2

Respondents who own business
Self-employed

House-maker and unemployed
Students

Retired

Employee, public sector

3.1 3.9 1 7.1 0 0 0 5
14.3 5.5 26.3 1.6 8.2 54 15 1.3
7.1 1.6 4.4 5.5 59 2.21.7 6.3
0 28.1 20.2 11 3.5 151 11.7 26.3
13.3 125 0 15 25.9 29 26.7 213

21.4 14.1 7 19.7 16.5 15.115 8.8

Very low income
Very high income
Females

Primary school
High school

College

235 414 526 26 435 38.7 583 .843
24.5 8.6 4.4 24.4 2.4 7.5 3.3 11.3
42.9 65.6 50 63 424 559 50 43.8
2 18 0 15 0 269 317 15
68.4  49.2 64 512 847 495 633 525

296 328 36 33.9 15.3 23.7 5 325

Household accessto durable goods
Radio

Black and white TV set

More than 1 TV set

Satellite TV

PC

Internet access

Mobile phone

Cars

100 95.3 100 92.9 100 89.2 93.3 925
2 18.8 4.4 7.1 4.7 441 11.712.5
255 406  30.7 299 306 22.6 .746 36.3
59.2 88.3 41.2 79.5 50.6 76.3 26.7 86.3
50 57 421  49.6 153 344 26.7 50
36.7 336 281 291 10.6 151 1837.5
65.3 75 737 756 56.5 57 41.7 70

673 484 66.7 488 553 30.1 517 35
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