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“The sight of
a peacock’s
tail,
whenever |
gaze at it,

it makes me
sick”
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Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2
10
20
40

Number of subjects = 214

Source: Kirmani & Wright (1989)
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Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2 5.4
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Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2 5.4
10 5.7
20 6.2
40

Number of subjects = 214

Source: Kirmani & Wright (1989)



Table 1. Average perceived quality rating at each ad spend level

Ad spend (million $) Average perceived quality
rating
2 5.4
10 5.7
20 6.2
40 5.7

Number of subjects = 214

Source: Kirmani & Wright (1989)



PRODUCT DESCRIPTION

TIXE is the new laundry
detergent that makes it easy
to be green and clean. TIXE
removes stubborn stains and
freshens your clothes even at
the lowest temperatures and
uses 50% less packaging than
other liquids meaning its also

good for the environment.

MEDIA DESCRIPTION

TIXE will launch with an
advertising campaign that will

appear on TV. T
campaign wi

ne advertising
l run for 3

mont

1S.



Ad signalling power by media channel (% positively scoring / agreeing to

statement) - Adults

Social Video
Signal Average TV Newspapers| Magazines Radio Media sharing
32% 43% 34% 38% 37% 19% 22%
Quality
31% 50% 32% 32% 32% 21% 20%
Financial strength
47% 58% 49% 45% 49% 40% 42%
Confidence
‘Fitness' signal 37% 50% 39% 38% 39% 27% 28%
average

Source: Signalling Success, 2020, house51/Thinkbox. Base: all adults (3,654) Quality- How would you rate the likely quality of TIXE?
Financial Strength — How would you rate the financial strength of the company that owns TIXE? Confidence — How confident do you think the
company that owns TIXE is in the product?
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Ad signalling power by media channel (% positively scoring / agreeing to

statement) - Adults

Social Video
Signal Average TV Newspapers| Magazines Radio Media sharing
44% 52% 44% 44% 48% 40% 38%
Well known
. 37% 50% 39% 41% 39% 24% 29%
Popularity
37% 43% 37% 41% 38% 32% 31%
sSuccess
‘Social’ signal 39% 49% 40% 42% 41% 32% 33%
average
N 25% 30% 26% 29% 28% 20% 19%

Source: Signalling Success, 2020, house51/Thinkbox. Base: all adults (3,654) Quality- How would you rate the likely quality of TIXE? Financial Strength — How would
you rate the financial strength of the company that owns TIXE? Confidence — How confident do you think the company that owns TIXE is in the product? Trust — how
mitich wotilld voui truist TIXE to deliver on the nromise< made?
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Ad signalling power by media channel (% positively scoring / agreeing to

statement) - 16-34

Media sharing

Signal Average

Quiality 29% 36%
Financial strength 28%
Confidence 40%
Well known 41% 42% 40% 39% 39%
Popularity 41% 42% 42% - 37%
Success 39% 40% 38% 37% 38%
jf;‘ﬁ;ﬂ Sonal 40% 41% 40% 36% 38%
Trust 24% 27% 27%

35% 36% 36%

All measure average




