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Abstract of Thesis Presented to the G aduate School
of the University of Florida in Partial Fulfillnment of the
Requi renents for the Degree of
Master of Arts in Mass Conmmuni cati on

CREATI VE STRATEG ES I N EL NUEVO HERALD
COVPARI SONS OF ADVERTI SI NG EXECUTI ONS 1996 AND 1998

By
Bet hel Ann Raval o
May, 1999

Chairman: Dr. Marilyn Roberts
Maj or Departnent: Mass Comruni cation

The Hi spanic population in Mam is recognized as one
of the largest in the United States. Furthernore, El Nuevo
Heral d, the | argest Spani sh | anguage newspaper is
established in Mam . In 1998, the newspaper is organizing

itself as a separate business unit from The Mam Heral d.

This study was designed to explore and describe the

advertising in El Nuevo Herald through a content anal ysis of

Spani sh and English | anguage i n body copy, headline and
subheadl i ne; the use of Web/Email| address and product type.
It will also inplenent the Laskey, Day and Crask creative
typol ogi es Informati onal and Transformational and their
subcategories. The creative typol ogies were derived from

studies by Puto and Wl s.



The use of advertising |ayouts will also be coded. The
content analysis will take into consideration the
segnent ati on periods of 1998 (Post) and 1996 (Pre).
Review of related literature yielded six research
guestions and ni ne hypot heses. Frequencies, Cross-
tabul ati ons, Paired Sanple T-Test and Pearson’s Chi Square
were used to test the hypot heses.
The results indicate that there are significant
rel ati onshi ps between advertising | ayouts and creative
typol ogies within the segnmentation periods. There also are
sone significant rel ationshi ps between creative typol ogi es
and design elenents including the increased use of Spanish

| anguage words in the body copy.

vi



| NTRODUCTI ON

There is a growi ng Hi spanic/Latino population in the
United States. New projections released by the U S. Bureau
of the Census show Hi spanics replacing Blacks as Anerica’ s
| argest mnority by the year 2010 (Metropolitan Dade County
Pl anni ng Departnent, 1994). As the Anmerican popul ation
beconmes nore diverse, and the total percentage of mnority
popul ati on continues to increase, their inportance grows
(Agee, Ault, and Enery, 1997).

Wth this in mnd, advertising and marketing efforts
geared toward this market are taking place. Mire than any
other ethnic group in Anerica, H spanics have an inpressive
medi a system an avenue through which the target audi ence
can be reached effectively and efficiently (Baker, 1995). A

case in point is the newspaper The Mam Herald and its

Spani sh counterpart El Nuevo Herald. In 1998, during the

first week of January, El Nuevo Herald would not be

folded inside editions of ‘The Heral d.’ | nstead t he
newspaper woul d be sold as a stand-al one product at
newsstands and retail outlets in M am -Dade and Broward

counties. As of April, El Nuevo Herald began selling

separate home-delivered subscriptions (Arrarte, 1997).



Thi s uni que case provides an opportunity to study
segnentation strategies for the H spanic/Latino market,
particularly through its |anguage and adverti sing.
Therefore, the purpose of this study is to content analyze

El Nuevo Herald in regards to the type of advertising before

and after its separation as a stand-al one product.

Due to the particular case of the EIl Nuevo Herald

newspaper, the anount of related information for this
instance is limted. However, there is sone information and
the literature review will provide a nore in-depth | ook at

the Mam Herald and EIl Nuevo Heral d newspapers, the city of

M am , Spani sh | anguage and advertising research related to
this investigation.

Thi s exam nation of the existing body of research
serves to identify factors which need nore attention, thus,

to justify a content analysis of El Nuevo Herald at the

dawn of its separation fromthe Mam Herald.

This study will partly replicate investigations on
creative typol ogi es conducted by Anchal ee Phat ar al aoha
(1994) and the Newspaper Advertising Bureau s (1989) study

on advertisenent design in newspapers.



CHAPTER 2
REVI EW OF LI TERATURE

Fromthe initial press panphlets to the |arge size
dailies of today, newspapers have been a news source for
many people in the United States. As the nmedium served to
dissem nate information in ever w der circles, newspapers’
initiation created new devel opnents for nmass communi cati on.
At present, the nmedium continues evolving. Changes in
t echnol ogi cal, social and econom cal forces are affecting
t he nmedi um

Research on this mediumreflects these changes. From
Internet to cultural influences, the study of newspapers as
a comunication’s mediumis studied within the mass context.
Mass context is defined as the conmunication which is
medi ated by electronic or print nmedia (Infante, Rancer, and
Wnmack, 1997).

Newspapers’ role as a conmunication’s nmediumreflects
the functions that Lasswell (1948) and Wi ght (1960)
prescribed: surveillance of the environnment, correlation of

the parts of society in responding to the environnment,



transm ssion of the social heritage fromone generation to
the next and as entertai nment or diversion. Another
function is that of an econom c service that allows
corporations to serve the needs of their sharehol ders by
attracting audiences that will pay for the nedia product
(Cristal, 1997). These functions have served as a basis for
many hypot heses and theoretical studies for conmunication
t heorists and social scientists. Al these theories are
based on an underlying assunption of nass nedi a. Regardl ess
of which questions the theories address, it appears clear
that the mass nedi a exert a powerful influence on society,
cul ture and individual behavior (Infante, Rancer, and
Wnmack, 1997).

Hence, for the study in hand, it is necessary to
exam ne the mass nedia in which the content analysis wll
take place. This would also include the various factors
surrounding it such as the background on Kni ght-Ri dder -the

newspaper’s parent conpany, the Mam Herald and El Nuevo

Her al d newspapers, M am ’'s Hi spanic popul ation and the city
itself. Also, as part of this review, research on the
Hi spani c/ Lati no segnent, Spanish | anguage and adverti sing

will be discussed.



Kni ght Ri dder

The parent conpany of the Mam Herald and El Nuevo

Herald is Knight R dder. Knight Ridder is a newspaper

publisher, with products in print and online. The conpany
publ i shes 31 daily newspapers in 28 U S. markets, with a
readership of 9.0 mllion daily and 12.6 mllion on Sunday
(Kni ght Ri dder, 1998).

Kni ght Ridder is involved in several civic projects in
M am such as the Performng Arts Center and a center court
suite at the new Anerican Airlines Arena (Fields, 1998).

M am Herald

The Mam Herald is a very inportant institution in

M am . The newspaper is the 239 largest U S. daily with
351,000 circulation (Mam Herald, 1998). Their circul ation
area covers the Dade, Broward and Mnroe counties. |In Dade
County, the Herald is considered to be a primary conponent
of the local power structure and in terns of witten nedia,
is the predom nant voice (Croucher, 1993).

The newspaper was founded in 1910 by Col onel Frank B
Shutts at a tine when Mam was a dusty little town of sone
5,000 (Merril and Fisher, 1980). Knight Ridder purchased the
publication in 1937. The newspaper has garnered Pulitzer
prizes, National Press Photographer’s Associ ation Awards,

Overseas Press C ub Awards and National Press C ub Awards.



In 1998, the newspaper’s managenent has wor ked on
i nprovi ng equi pnment in order to upgrade and redesign the
newspaper for nore color, nore color positions, new
mast heads on inside section fronts and a new si ze-scal ed
down to 21 inches from22 % (Perucci, 1998). Also, in
August, Al berto | bargien was assigned the position of

publi sher of Mam Herald. M. |barglien, whose parents were

Cuban and Puerto Rican, becane the man hol ding what is
arguably the nost powerful managenent position achi eved by
any U.S. Hspanic journalist to date (Cardwel |, 1998).

El Nuevo Herald

I n what appears to be unique to Mam, the city’'s main
newspaper publishes both a Spanish and English version of
t he paper on a daily basis (Croucher, 1993). El Heral d was

first inserted as a supplenent to the Mam Herald in 1977.

In 1987, the newspaper was redesigned, enlarged and renaned

El Nuevo Heral d. The newspaper started selling subscriptions

and as a stand-al one product in 1998. As the newspaper’s
managenent expl ai ns:

Recogni zi ng the ever changi ng wants and needs of our
readers, The M am Herald Publishing Conpany <MHPC>
will expand its distribution channels for El Nuevo
Herald. First, we will expand the single-copy delivery
of El Nuevo Herald separate from The Mam Herald that
first began in 1997 to a full market rollout. Second,
we w il offer home-delivery subscriptions to El Nuevo
Heral d separate from The Mam Herald in all of Mam -
Dade County. This will not only neet the needs of a

di verse marketpl ace that prefers to receive its news
and information in Spanish; it will solidify The M am
Heral d Publishing Conpany as the premer information




provider in the South Florida marketpl ace.

Unduplicated circul ation and El Nuevo Heral d
circulation gromth will result in an advertising
revenue opportunity. This will result in advertising
efforts specifically for El Nuevo will gain inportance,
because of which a dedicated El Nuevo

sales force will be strengthened". (Mam Herald
Publ i shi ng Conpany, 1997).

El Nuevo Herald is the | argest Spani sh-|anguage

newspaper in the United States with daily circul ation of
nmore than 103, 000 and Sunday circul ation of nore than
133,000 (EI Nuevo Herald, 1998). As the newspaper pronotes
and positions itself to the adverti ser:

Advertise en espafol <in Spanish> in El Nuevo Herald

and you' |l effectively target the Hi spanic adults in
Dade County who prefer to read in Spanish (MHPC, page
18) .

The newspaper has earned the distinction as the best
Spani sh-1 anguage newspaper in the U S. by the National
Associ ation of Hispanic Publications for five consecutive

years (from 1989-1993). Wat's nore, the El Nuevo Heral d has

news exchanges with Brazil, Venezuela, Col onbia and Buenos
Aires.

Furthernmore, El Nuevo Herald often sets the agenda of

what will be reported and what will serve as fodder for the
tal k shows and conmentaries on the broadcast nedia (Veci ana-
Suarez, 1990). This statenent, serves to strengthen the fact

that simlar to its English counterpart, El Nuevo Herald's

presence in the comunity is |arge.



To further understand El Nuevo Herald s positioning, it

is essential to describe its primary audi ence: the Hispanic

popul ation in M am.

Mam: The City

When President Cinton announced Mam as the site for
the “Summ t of the Americas” he said the choice was based
on:

The diversity, the dynamsmall nake Mam an idea

site for this neeting. Mam’'s econony is fully

integrated with the econom cs of Latin Anerica and
the Caribbean (Sunmtry in the Anericas, 1997).

The city’s dynam cs are pal pabl e in business,
governnment, and cultural activity. Part of this has to do
with its |location.

Oten referred to as the “Gateway to the Anericas,”
South Florida s strategic location places it at the
crossroads of international trade- particularly between

North and South America (The South Florida Market, 1996).

Kanter (1997) outlines five elenents that have nade

Mam a trade center of the worl d:

1. Strong cultural connections to another region of
the world, as a starting point for trade;
2. Events that flip the focus froma donestic-only

econony, stinulating explicit international
strat egi es;

3. An at nosphere conducive to foreign confort that
attracts foreign capital;

4. Devel opnent of trade skills and infrastructure
t hrough entrepreneurs as well as nultinational
conpani es;

5. Leveragi ng of trade connections in other countries

(page 286).



M am : Hi spani ¢ Popul ati on

The heart that has kept Mam healthy during the past

20 years is a H spanic one (Florida - Insight Guides, 1998).

M am has been a point of entry for a grow ng Hi spanic
popul ati on since the 1950s. This population is predicted to
continue increasing. Wth an H spani c popul ati on approachi ng
50 percent (49.3), the Mam netropolitan area (Dade County)
was ranked 8'" anong all primary statistical metropolitan
areas in 1990 in ternms of Hispanic percentage (Metropolitan
Dade County Pl anni ng Departnent, 1994). By 2005, 62% of

M am - Dade’ s popul ation will be H spanic (Strategy Research
Corporation, 1998). As Jennie Enyart, Vice President of

advertising for Mam Herald, indicates: “I think Mam is

the way Anmerica will | ook down the road. It's a wonderfully
di verse market” (Editor and Publisher, 1998). Also, as

Fodors in their book Mam and the Keys (1998) descri bes:

The | anguage and the Latin influence is everywhere.
Though Cubans make up nost of this Spanish speaking
popul ation, there are also significant comrunities
from Col onbi a, El Sal vador, N caragua, Panama, Puerto
Ri co and Venezuel a (page 9).

And as Soruco (1996) further indicates:

The rapid growt h of Spani sh-|anguage nedia in the
United States in general and in Mam, in particular,
fol l oned t he denographi c expansi on of H spanics as much
as it did their ethnic concentration, their consuner
behavi or and their perceived use of Spani sh-|anguage
mass nedi a (page 35).
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Hi spani c Popul ati on and El Nuevo Heral d

Approxi mately 22% 29% of the DVA Hi spanics read El

Nuevo Herald (M am Herald Publishing Conpany, 1998).

According to the Metropolitan Dade County Pl anni ng
Departnent (1994), the census data of 1990 for the Hi spanic
popul ati on of M am - Dade County was conposed prinmarily of
Cubans (60%, Puerto Ricans (8%, Mxicans (2.4% and
“other” countries (30.8%. The “other” group consisted of
Spani ards and people from Central and South Anmerican

countries. The denographic profile of El Nuevo Herald' s

daily readers indicates that 58% are nale and 42% are
femal e. The 35-44 and 65+ years are the | argest age
brackets (both with a share of 21%respectively). The
reader’s share according to age group explains, in part, the
hi gh readershi p of the newspaper conpared to other |ike

medi a as Val des (1995) expl ai ns:

..Hi spanics with nore formal education, higher incones
and white collar occupations tend to read nore than
those at the |l ower end of the socioeconom c scale.

For exanple, according to Standard Rate and Dat a
Service (1993, 165, 167), Mam’'s Spani sh-|anguage
newspaper El Nuevo Herald has a circul ation on Sundays
(126,359) that is about twice the circulation of Los
Angeles’ La Opinion (63,382). Yet the size of the

Hi spani c popul ation of Mam is about half the size of
Los Angeles’. So why the difference? Cubans are the
Hi spanic majority in Mam, they are also relatively
ol der, and better educated and tend to have higher

i ncones than Mexicans, the largest group in Los

Angel es. Thus, Cubans would be nore |ikely than

Mexi cans to buy newspapers...(pages 270 and 271).
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Pursuing this line of thought, on the reader’s profile, the
majority (799 have had hi gh school education or higher. The
nost conmon occupations are technical/sales/clerical (24%
foll owed by service (21%. Seventeen percent are retired
while 25% are not enployed. This reflects in the househol d
i ncome, where a high share of the readers (43% are earning
| ess than $25,000. However, the majority are earning
$25, 000 or nmore of which 41% of the readers have annua
i ncomes above $35, 000.

The newspaper has served the denographic profile by
offering a variety of sections for the various segnents:

El Nuevo Herald's staff of journalists provides a
conpl ete newspaper for the South Florida community.
Their mssion: to inform interest and inspire; to
create a sense of community; and to be the primary
source of information in Spanish every day. Sections
that captivate readers and bring in advertisers

i nclude: Noticias de Cuba (Cuba News), Opiniones

(Opi nion Page), Anerica Latina (Latin American News),
Negoci os (Business), Galeria (Living), Deportes
(Sports), Viernes (weekend entertai nment tabloid), Vida
Soci al (Weekly Society Tabl oid), Diseflando Para Vivir
(Honme and Design), Abriéndose Camino (New | mr grant

I nformation) and Cl asificados (O assified) (M am
Heral d Publ i shi ng Conpany, 1997).

Research has served to abridge studi es between
Hi spanic cul tures and conmuni cati on (Wodman, 1993; Soruco,
1996; Subervi-Velez, 1984). Pertinent to this investigation
are studi es done on print nmedia, on advertising and the
newspaper itself. Wthin the newspaper studies an analysis

by the Newspaper Advertising Bureau (NAB) will be covered
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and in advertising research the topics of H spanic/Latino
audi ence, | anguage, creative typol ogies, advertising |ayouts

and use of Wb addresses are revi ewed.

Advertising Research

Hi spani c/ Lati no Research

Al t hough the Hispanic/Latino segnent is on the rise,
studi es dedicated to the nedia and this group are not
extensive. As Soruco (1996) indicates:

Despite keen interest in U S. H spanics, the

met hodol ogi es to study them have been devel oped
only recently and there is still nmuch work to be
done. Not only are surveys of special groups
costly and tinme consum ng; they require a
carefully devel oped research net hodol ogy, a
conpl ex sanpling plan, an instrunent that neasures
a population within tolerable limts, and trained
personnel to contact respondents (page 18).

It is expected however that as the Hi spanic/Latino
popul ation increases the trend towards nore research wll
al so grow. Roslow and Nicholls (1996) summari zes the
studi es on this denographic group as foll ows:

The Hi spanic market in the United States has been
studied froma variety of perspectives, including
consuner behavior and the influence of ethnicity,
acculturation and assimlation. Studies have been
made of Hi spanics as a popul ati on segnent, su
generis, as well as Hi spanics versus non-

Hi spanics. A consistent thread of much of this
research is the role of |anguage in Hi spanic-
American accul turation; the inpact on advertising
effectiveness is explicit in some of the studies,
inplicit in others (pages 67-68).
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Spani sh Language

El Nuevo Heral d’ s | anguage segnentation is divided by

the use of Spanish Influence Goups (SIG. The SIG groups
are divided as foll ows: Spanish | anguage dependent and
Spani sh preferred (56% of the Hi spanic popul ation in Dade
County), Hi spanics who prefer or are dependent on the
Engl i sh | anguage (44% and “Latin Anerican tourists who
prefer or are Spanish dependent, an average of 46,200 in
Dade County during any given week” (Mam Herald Publishing
Conpany, 1998).
Hi spani cs often prefer to comrunicate in Spani sh even
as they becone Anericani zed, according to two recently
rel eased studies fromDRI /MG aw Hi Il of Lexington, Mass.,
and Strategy Research of Mam (Fisher, 1994). According to
Strategy Research, there are 1.2 mllion Hi spanics of which
54% depend primarily on the Spani sh | anguage. Because of a
hi gh Hi spanic population in Mam listening to the Spanish
| anguage is common. As described by the Sel bys (1995):
| ndeed, while English is the predom nant | anguage in
the USA, Mam's proximty to countries that have
tended to generate mass refugee mgrations have
resulted in an above average nunber of non-English
speaking. . . foreigners. Spanish is the main | anguage
in al nost every shop, café, coin laundry and restaurant
in Little Havana and in a surprising nunber of
busi nesses el sewhere in the city (page 46).
Rosl ow and Nicholls (1996) perforned two investigations

on the use of Spanish and English | anguage in adverti sing.

In their 1993 study they analyzed the retention rate of a
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message i n Spanish and English tel evision comerci al s.
Rosl ow and N cholls (1996) then conducted anot her study, in
1996, which nmeasured persuasion of English and Spani sh
advertisements. They conducted tel ephone interviews in
cities with sizeabl e H spanic popul ations. For both studies
the conclusion was simlar: Spanish advertisenments received
a higher nmessage retention rate and al so a hi gher persuasion
measure. This study affirnms the predictions of the
Acconmmodat i on t heory. Accommodati on theory predicts that
Hi spani ¢ consuners woul d react positively to the use of
Spani sh, to the advertiser’s sensitivity and respect for the
Hi spanic culture and then reward that sensitivity by the
purchase of the advertised product (Koslow, Shandasani and
Touchstone, 1994). Likewi se, Assimlation patterns in
Spani sh | anguage usage mrror this theory as explai ned by
Strategy Research Corporation (1991):
Unassim | ated Hi spanics are nore prevalent in the
Sout heast ... Cuban and Central Anerican heads of
househol d display the | east |evel of assimlation. The
relative lack of assimlation anong Cuban- Aneri can
heads of household, as a group, can be attributed to
several factors including an ol der average age, the
hi gh density of Hispanics in the Mam nmarket, and
possi bly the tendency anong the nost first generation
Cuban- Anericans to believe that they nmay one day return
to their honeland. The relatively |low |evel of
assim |l ation anong Central Anmerican heads of househol d,
however, is the result of the latest influx of new
immgration anong this segnent. Nearly all (96% U.S.
Hi spanic adults presently living in the United States
first learned to speak Spanish. The first |anguage

spoken is usually preserved and mai ntai ned throughout
one’s lifetinme. \When devel oped fully enough, it can
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represent a cultural bond with a person’s heritage
(pages 76, 78, 81).

Furthernore, it is predicted that these Unassim |l ation
patterns will continue:

It could take two or three generations before it may
not be necessary to market separately to this
popul ati on. However, denographic experts predict that
the power gained as a result of the sheer nunber of

Hi spanics in this country will create a resistance to
assimlation for sone years to cone (Radice, 1997).

Creative Typol ogi es

Laskey, Day and Crask (1989) devel oped a two stage
approach in which the first stage was to place the
advertisement in one of two basic categories Informational
versus Transformational, then stage two was to classify it
further into a subcategory.

Puto and Wells (1984) proposed a theoretical structure
of advertising effects based on the cognitive and affective
el ements of Informational and Transformational adverti sing.

According to Puto and Wells (1984) for an adverti senent
to be judged Informational it nmust reflect the foll ow ng

characteristics:

1. Present factual, relevant information about the
br and.

2. Present information which is inmediately and
obviously inportant to the potential consuner.

3. Present data which consuner accepts as being

verifiable (page 638).

Li kewi se, for the adverti senent to be Transformati onal

1. It nmust nake the experience of using the product
richer, warnmer, nore exciting and/or nore
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enj oyabl e, than that obtained solely from an
obj ective description of the advertised brand.

2. It nmust connect the experience of the
advertisement so tightly with the experience of
using the brand that consumers cannot renenber the
brand wi thout recalling the experience generated
by the advertisenent (page 638).

Laskey, Day and Crask’s (1989) typol ogy invol ved
subcategories for Informational and Transformati onal
classifications. Brief descriptions of the five types of
message strategies for Informational are:

Conparative: The main thrust nust be on conpari son

Uni que Selling Proposition: Cains of uniqueness.

Preemptive: Clains are factually based and verifiable.

Hyper bol e: Message built around exaggerated cl ai ns.

Generic-Informational: Focus is on the product class in

general (page 38).

Simlarly, Transformational subcategories included:

User | mage: Focus on user.

Brand I mage: Brand personality.

Use Cccasion: Usage of product.

Ceneric-Transformational : Product class (pages 38-40)

Creative typol ogi es has been applied to investigations
in Web/Internet advertising (Philport and Arbittier, 1997)
and cross cultural content analysis of U S. and Thai
advertisenents (Phataral aoha, 1994). Phataral acha (1994)
devel ops the Brand | mage subcategory by incl udi ng
“Institutional ads or those focusing on the
conpany/ organi zation’ s inmage.”

Creative Typol ogi es and Products

Several studies have identified the strategies enpl oyed

in advertisenents based on the type of products: durables
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and non-durables (referred in the various studies as
“products”) or services. Studying 760 television
commercials, Zinkhan, Johnson and Zi nkhan (1992) identified
the foll ow ng:

This exploratory analysis indicates that the objectives
and net hods used by advertisers for product, retail,
and service advertising differ in television

commer ci al s. Retail advertisenents differ frompure
product ads in that the enphasis is on buying one or
nmore brands froma particular seller in cases where the
brands are avail able from several sources. Service
advertisers nmade the heaviest use of transformational
ads whil e product advertisers enployed transformational
ads the least. The |arge percentage of retail ads that
are informational conpared with service ads reflect the
“product” side of retail advertisenents (pages 62-65).

The Informational strategy is notable in retai
advertising. This is especially inportant when considering
newspapers as Moriarty (1991) expl ains:

Retail advertising is dom nated by newspapers.
Newspaper advertising is fast to produce, carries a
tremendous anount of information, and is relatively

i nexpensive. |It’s the ideal nediumfor nost retai

mar keti ng. The enphasis in nost newspaper ads is on the
| ocal store and its nerchandi se or service, as opposed
to magazi ne or television advertising, which is
primarily brand oriented. Readers want information,
facts, details. In addition to |ocal and retail,

anot her characteristic of newspaper advertising is its
enphasis on news. News is the nedium s reason for

exi stence, and advertising that mrrors this function
will be the nost successful. This is one nedium where
advertising copy can be | ong because it is in context
with the nedium (pages 262 and 365).

Restating the Informational strategy by products is the
study by Abernethy and Butler (1992). This study content
anal yzed advertisenments in newspapers including the Mam

Heral d. The results were siml ar:
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Newspaper ads for products and product/service

conbi nati ons averaged nore advertising cues than those
for service advertisenents. Overall, service
advertisenents averaged far less information than both
product and product/service conbinati on adverti senents
(pages 411 and 412).

Cutler and Javal gi (1993) extend the transformational
strategy of services by reporting:

Service advertisenents nore often contain an enotiona

appeal than do product advertisenents. The foregoi ng

results suggest a consistent pattern of using enotion

in ads to inprove the tangibility of services (pages 65

and 66) .

Advertising Layouts

Jewl er (1995) defines |layout as two things:

1. The | ayi ng out of the conponent parts of a print
advertisement.

2. A bl ueprint for the mechanical, or paste-up and
thus a guide for the printer. Above all, it is the

pl an of an ad (page 137).

He further el aborates:

A layout is a pleasing arrangenent of elements into a

meani ngf ul message. In an ad, this includes headline,

body copy, illustration, other design devices and

whi te space (page 137).

These arrangenents are the basis for the creative
executions. The reasoning behind the execution is in the
strategy (Wagner, 1998; Jewl er, 1995; Mriarty, 1991). As
Wagner (1998) expl ai ns:

. . .when eval uating those choices you nust consider

the advertising and creative strategies to determ ne

whi ch format or conbination of formats is nost
effective for the creative execution (page 107).
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Wagner (1998) describes thirteen basic |ayout patterns.

Brief descriptions of the 13 patterns are:

1. Picture Wndow. Illustration occupies a
majority of the format.
2. Frane: Presence of a border, sinple rule

border or wide white space margins. The frame is
often conbined with one or nore other formats-
especially Picture Wndow | ayout with nortises
and insets.

3. Si | houette: Inmage has no background. This |ayout
format is based on a production technique, so it’s
often found in conbination [ayouts wth severa
ot her formats.

4. Rebus: Substitution of a word for a picture.

5. Mul ti-Panel: Entire format is divided into
equal sized rectangles. This format usually
di spl ays several different products, different
features or uses of the sane product. In any
case, it has equal proportion because no inmage is
enphasi zed over the others by size- everything
gets equal pay.

6. Mondrian: Entire format is divided into
unequal sized rectangles.
7. Type Specinmen: Type represents all or nobst

of the advertisenent. |ncludes reverse type

and varied sizes. Variations of type specinen

| ayouts can include illustration- but it’s not a
dom nant el enent.

8. Copy Heavy: Body copy occupies nore than
three/fourths of the space. Variations generally
conbine the long copy with other formats such as
Rebus or Sil houette.

9. Al phabet: Layout of the advertisenent forns
a letter.
10. Circus: Dfferent typefaces and illustrations.

Crcus |layout are often used in nulti-product
(omi bus) retail advertising, such as grocery
store ads found in the newspaper.

11. Push Pin: Use of slanted elenents, randomy
past ed and/ or conputer effects.

12. Gunge Design: Hard to read copy. This
distinctive style is inportant to note, because
it’s very preval ent today- especially in design
targeted to teenage and young adult audi ences.

13. Conbination: Use of two or nore el enents (pages
107-108).
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Advertising Creative Strategies and Hi spanics

Most of the major Spanish | anguage netropolitan dailies
that existed ten years ago, still exist today..these

newspapers, such as Diario Las Anericas and EIl Nuevo Herald

in Mam, El Diario/La Prensa and Noticias del Mundo i n New

York, El Maifana in Chicago, La Opinion, El Eco de Valle and

Noticias del Mundo in Los Angeles along with a few ot her

dailies in smaller markets, have dedicated their pages to
servicing the Hi spanic market (Strategy Research
Cor poration, 1991). According to the Anerican Managenent
Associ ation (1987) advertising in H spanic newspapers tends
to be local. GQuernica (1982) adds that Spani sh newspapers
need to be deeply involved in the H spanic comunity to be
nost successful .

These ties are effective for reaching | ocal businesses
as advertisers; Quernica (1982) suggests:

Spani sh newspapers are effective advertising vehicles
for supermarkets, restaurants, theaters, and ot her

| ocal retailers, particularly when they feature speci al
sal es announcenents. Spanish print is an effective tool
for pronoting contests and sweepstakes and for

di stributing coupons. As a supporting nmedium Spanish
print can communi cate a vast anmount of information and
a degree of detail that is not feasible through
broadcasti ng (page 146).

Val des (1995) further el aborates:

For the H spanic market, television, radio, and print
pl ay conplenentary informational roles. For exanple,
if, in addition to a television conmercial, a coupon or
print ad is also available, the Hi spanic consuner
needing a nore detailed information about the product
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can |l ook at the ad for any length of tinme and
internalize the subtleties and characteristics of the
product, all of which would help himor her with the
in-store search. The printed ad al so offers other
advant ages for Spani sh-dom nant consuners. It hel ps

t hem avoi d having to say the product’s nane in a

| anguage they are not fluent in.it helps themto shop
at ease for the particular product or brand they saw
advertised in a televised commercial or heard about on
a radi o broadcast. (pages 275-280).

The majority of U . S. Hi spanics tend to be very literal
in their interpretation of advertising..abstract or el aborate
met aphors, inmages and nessages, tend to be m ssed or ever
worse, msinterpreted (Valdes, 1995). Sanchez (1992)

i ndi cates that H spanics have denonstrated a tendency to
interpret visuals and copy literally. Furthernore, she adds
that Hi spanic consuners “repeatedly denmand that conmercials
provide themw th detail ed product information.”

However, there are sonme cases where the “enotiona
pull” is effective, particularly in services, as Val des
(1995) illustrates:

Phone conpani es targeting H spanics should al ways keep
in mnd that enotionally driven bilingual or Spanish-

| anguage advertising, information and support are
essential to attract, entice, and retain Hi spanic
custoners. In addition, new arrivals (that is, foreign
born Hi spanics) require special marketing attention and
support because a very | arge percentage did not have
phones in their hones before immgrating to the United
States...

.ln the case of a nortgage insurance broker who wants
to appeal to Hispanics, sinply describing in
straightforward | anguage what a policy offers {“The
policy covers and pays nortgage paynments if the | endee
is unable to do so”} will not get massive results. It
may succeed in informng the audience- which is
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certainly inmportant- but it will not notivate the
majority. |In order to raise the H spanic consuner’s
purchase interest and to increase recall- there nust be
an enotional hook {“Wth this insurance policy, you can
rest assured that your |oved ones will not need to
worry if you | ose your job and cannot make the house
paynment s”} (pages 121 and 342).

But the H spanic’s product interest is not only limted
to services. Valdes (1995) details the interest of the
Hi spani ¢ who i s Spani sh | anguage-dom nant and Spani sh
| anguage—preferred:

.for marketers pronoting nmass market consuner goods and
products and services, marketing to the Spani sh-

dom nant/preferred foreign born tier is a nust.

Personal care products, soft drinks, beer, packaged
goods, clothes, shoes, and services such as dentists,

i nsurance policies, eye care services, eyeglasses and
contact |enses, savings and | oans, noney remttance
products, credit cards, checking accounts, telephone,
wat er, gas and electricity, entertai nnment and anmusenent
parks, airline travel and tourismare sone exanpl es of
categories with great appeal anong these Hi spanics.

O her products that have great acceptance anong the
Spani sh-dom nant/ preferred are hard durabl e goods, such
as radio, CD players, video players, mcrowave ovens,
sewi ng nmachi nes, pressure cookers, and irons. Another
sought -after product anong consuners in this foreign-
born tier is a brand new car, an attai nable Anmerican
dream for many i nm grant Hi spanics (pages 323 and 325).

Based on their interest in the various products, many
food, clothing, retail and tel ecommuni cati ons conpanies are
aggressively conpeting today for their patronage (Val des,
1995).

Thomas (1988) interviewed several retail organizations

to gauge their advertising and pronotional efforts towards

Hi spanics. The observations were:
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Burdine' s targets Hispanic advertising to the Latin

mar ket segnment with the sanme upscal e denographic
profile of its Anglo custoners..due to conmon buyi ng and
shoppi ng habits.

Burdine’s Hi spanic advertising parallels its Anglo
media m x, which is approximately 70/ 30
print/broadcast.

Copy is scrutinized in Burdine's ads considering the
differing dialects of Spanish.

JC Penney’ s marketing strategy has been to pronote and
produce ads for television that are oriented to sale
events — no i nage — ads.

Kmart’ s i n-house marketing departnent uses a m x of
print and broadcast that roughly mrrors its overal
media m x. Their ads in H spanic nedia are

overwhel mngly itemoriented (page 55).

El Nuevo Heral d’s | anguage segnentation, according to

Spani sh I nfluence Goups (SIG, is another way of
considering creative nessage strategies. As nentioned,
t hese groups are: the Spani sh | anguage- dependent and Spani sh
| anguage- preferred (56%, the Hi spanic who prefers or
depends on the English | anguage, and the Latin Anmerican
tourist visiting Dade County.

There are several considerations when adverti sing,
especially for the |ast group, as Wodnman (1993) descri bes:

The Hi spanics’ “brand unawareness” condition due to
their recent arrival represent a great opportunity to
create brand |l oyalty and/ or new consuners. ..H spanics
with [ow | evels of acculturation manifest a strong need
to adapt to the host society, which would be their end
state of being, and in order to achieve their final
goal they believe that being, courageous, hel pful,
obedi ent, responsible, forgiving, and loving are very
i nportant nodes of behavior (instrunental val ues).
Knowi ng the needs and desires of the | ow accul turated
Hi spanics, and nore inportant, know ng the origin of
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t hese needs, provides a better understanding of this

Hi spanic segnent. A practical application of these

findings would be for advertisers to focus their

message on or appeal to the Hispanics’ desire to keep
their ethnic identification. Al so marketers can
pronote products that would help H spanics to adapt to

this society (pages 55-56).

However there are several common attributes in the
backgrounds of Hi spanics. These characteristics are: strong
famly values, a need for respect, product loyalty
(particularly with nationally advertised brands) and an
interest in product quality (Radice, 1997). Support of the
community is another way to capture nore Hispanic
consuners..consi der pronoting H spanic festivals such as
Cinco de Mayo, Calle Ocho, Colunbus Day and Mardi G as
(Radi ce, 1997). Addressing to the Hispanic community in
general, and to their H spanic background specifically, wll

produce a positive chain reaction that could end in the

adoption of certain brands (Wodnman, 1993).

Web Adverti sing

Conputers increasingly are beconmng a neans to receive
news and information in the age of the Internet (Harper,
1998). Al though the nunber of Hi spanic househol ds owning a
conputer is quite low at 3.8% the Wst and Sout heast
regi ons have the highest ownership share at 4.8% and 4. 6%
respectively (Strategy Research Corporation, 1991).

Moreover, El Nuevo Herald has its own Website:

wwv. el heral d. com A study conducted by Maddox and Mehta
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(1997) exam nes the effects of URL’s in traditional nass
medi a advertising. Here is a conclusion of their findings:

In many cases the nere existence of a URL in an ad
enhances the advertiser’s inmage over advertisers who do
not include them Advertisers with Wb addresses are
percei ved as nore custoner-oriented, responsive,
informative, “high tech,” sophisticated and nore |ikely
to stay in business |onger (pages 56 and 57).

Newspaper Studi es

Newspapers Adverti sing Bureau (NAB)

The Newspaper Advertising Bureau is a non-profit sales,
research, marketing and pronotion organi zation that has been
hel pi ng menber newspapers and advertising community to use
newspapers nore effectively since 1913 (Rankin, 1986). The
Research Departnment of the NAB designs and carries out
survey research involving readers, the newspaper, products
and it does special analysis of econom c and nedi a data
(Rankin, 1986). Anong the studies are eye caneral/ novenent of
advertisenents (1987), usually read sections of the
newspaper (1987) and appearance of “w nni ng” newspaper
advertisenents (1989).

The National Advertising Bureau in 1987 conducted an
investigation to identify “good” and “bad” advertisenents by
asking retail advertising professionals to exam ne ads that
ran in the |argest papers on Sunday, August 23, 1987
(Newspaper Advertising Bureau, 1989). The results were:

Overall ads rated “good” by experts differ in inportant
ways fromthose rated “poor.” The distinguishing
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features of highly rated ads suggest the foll ow ng
opportunities for inproved newspaper adverti sing:
II'lustrations should be nore prom nent.
The use of col or shoul d be expanded.
The purpose of the ad nust gui de ad design (page
vii).

On the study of “Newspaper Sections” the results
i ndi cated that the General News section was the nost w dely
read by both sexes and every age (Newspaper Adverti sing
Bur eau, 1987).

A summary on sone of the “Eye Canera Study” results

are as foll ows:

Large ads are nore likely to receive an initial
scanning fixation (or twd) than are small ads

sinply because they take up nore space on the

page. Everyone who reads a paper uses a scanning
process to go through the newspaper to find interesting
things to read or | ook at.

The scanning process is used on the individual

page (Newspaper Advertising Bureau, 1987).

Resul ti ng Hypot hesi s

El Nuevo Heral d’s devel opnment as a Separate Busi ness

Unit (SBU) as well as its ties with the increasing H spanic
community fosters nore Informational strategies inits
advertising. This is maintained by the newspaper’s role as
a supporting nediumin the nmedia m x (Val des, 1995;
Guernica, 1982) and the predom nance of retail adverti sing
(Moriarty, 1991). Therefore it is suggested that:
Hypothesis 1: El Nuevo Herald will contain a greater

nunber of Informational ads in the Post
Segnent ati on peri od.
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Hypothesis 2: El Nuevo Herald will contain a greater
nunber of Establishnment Announcenent ads
(I'nformati onal subcategory) in the Post
Segnent ati on peri od.

Fol | ow ng the same assunption for newspaper and retai
advertising but now attending the products advertised, it is
bel i eved that Durabl es and Non durables -as “products”-
adopt nore the Informational strategy (Abernethy and Butler,
1992; Zinkhan, Johnson and Zi nkhan, 1992) whil e services
enpl oy nore the Transformational strategy (Zi nkhan, Johnson
and Zi nkhan, 1992; Cutler and Javalgi, 1993). Furthernore,
within the Transformational strategy the use of conmmunity
and corporate sponsorship -and therefore the Brand | nage
subcat egory- is considered (Phataral aoha, 1994; Radice,
1997; Whodman, 1993). This suggests that:

Hypothesis 3: Non-durable’s ads will use nore the

Est abl i shnent Announcenent
(I'nformational subcategory) in the
Post Segnentation period.

Hypothesis 4: Service's ads will use nore the Brand
| mage strategy (Transformational
subcategory) in the Post Segnentation
peri od.

Once again, there is a presunption on the dom nance of
retail advertising (and therefore the Informational

strategy) when considering the presence of a Wb address.

El Nuevo Herald has one. Mreover, with the growth and

positive responsiveness towards a Wb address (Maddox and

Mehta, 1997; Harper, 1998) it is suggested that:
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Hypothesis 5: El Nuevo Herald' s Informational ads w |l
use nore Web/Emai |l addresses in the Post
Segnent ati on peri od.

The ties of EIl Nuevo Herald with a grow ng Hi spanic

comunity and its separation fromthe English version

newspaper, Mam Herald, are indications of the increased

use of the Spanish | anguage. Al so, the Hi spanic comunity
in Mam exhibit Acculturation and Unassim |l ation patterns
whi ch can be seen through their use of the Spanish | anguage
(Rosl ow and Nicholls, 1996; Fisher, 1994; Strategy Research
Cor poration, 1991; Koslow, Shandasani and Touchstone, 1994;
Radi ce, 1997). Therefore it is suggested that:

Hypothesis 6: El Nuevo Herald’ s headlines will use

nmore the Spani sh | anguage in the Post
Segnent ati on peri od.

Hypothesis 7: El Nuevo Heral d’ s subheadlines will use
nmore the Spani sh | anguage in the Post
Segnent ati on peri od.

Hypothesis 8: El Nuevo Herald’ s body copy will use
nmore the Spani sh | anguage in the Post
Segnent ati on peri od.

On advertising |layouts, once nore, the prem se on
I nformational strategy will be used. Wagner (1998)
indicates that the Crcus layout is often used in retai
advertising. Therefore it is suggested that:

Hypothesis 9: El Nuevo Herald's Informational ads w |l

use nore the Crcus pattern in the Post
Segnent ati on peri od.
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Research Questi ons

Fromthe review of literature the follow ng research

guestions have been determ ned:

Research Question 1:

How did the creative strategies in the advertising at
El Nuevo Herald differ considering the Pre and Post
Segnentati on of the papers?

Research Question 2:

What is the difference in the use of subcategories
within the Informati onal and Transformati onal
strategies at El Nuevo Heral d considering the Pre and
Post Segnent ati on?

Research Question 3:

What is the difference in the use of creative
strategies by product type considering the Pre and Post
Segnent ati on?

Research Question 4:
How do the design elenents used with the creative

strategies differ at El Nuevo Heral d considering the
Pre and Post Segnentation?

Research Question 5:

How do the design elenents used with the | anguage
strategies differ at El Nuevo Herald considering the
Pre and Post Segnentation?

Research Question 6:

How did the | ayout patterns used with the creative
strategies differ at El Nuevo Heral d considering the
Pre and Post Segnentation?




CHAPTER 3
RESEARCH DESI GN

This study will partly replicate investigations on
creative typol ogi es conducted by Anchal ee Phat ar al aoha
(1994) in her masters thesis “Creative Strategies in Thai
and U.S. Magazine Advertisenents.” It wll also incorporate
parts of a research investigation by the Newspaper
Advertising Bureau (1989) on advertisenment design in
newspapers.

Operational Definitions

The newspapers segnmentation serves as the frame in
whi ch the creative typol ogies, |ayouts and | anguages are
studied. dassification enployed will be whether the

advertisenent was taken froma El Nuevo Heral d newspaper

before (date: before 1998) or after (date: after 1998)

their separation from The Mam Herald.

In addition, the study will conpare the usage of
Engl i sh and Spani sh | anguage within the design elenments: 1)
Body Copy Language 2) Headline Language and 3) Subheadline
Language. Headline is defined as the largest type in the ad
regardl ess of where | ocated (Newspaper Advertising Bureau,
1989). Subheadline follows the headline (Newspaper

Advertising Bureau, 1989). Body copy are all the words

30
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out si de the headline, subheadline and excl udes nunbers,
| egal type and nanmes. Language eval uation takes into
consideration the Herald s separation, the Hi spanic’s
| anguage choices (Strategy Research Corporation, 1991 and
Radi ce, 1997) and effects in advertising studied by Rosl ow
and Ni cholls, 1996; Koslow, Shandasani and Touchstone, 1994.
Phat ar al aoha (1994) enpl oyed the Laskey, Day and Crask
(1989) typology which classifies advertisenents as 1)
I nformational or 2) Transformational. These are further
subcat egori zed. Subdi vi si ons under the I nformational
category are: 1) Conparative 2) Unique Selling Proposition
3) Preenptive 4) Hyperbole and 5) Generic-Info. Likew se,
under Transformational are the followi ng: 1) User |nage 2)
Brand I mage 3) Use Cccasion and 4) Ceneric-Trans.

However, these typologies are used to classify
tel evision commercials. Phataral aoha (1994) suggests: “For
t hose planning to use the Laskey typology to study nedia
other than television coomercials, it is suggested that this
typol ogy be refined so that better and nore accurate coding
can be derived.” Wth her suggestion in mnd and after a
pre-test of the coding instrunent was conducted, several
refinements were introduced. Two additional subcategories
wi Il be included under the Informational category:
Est abl i shnment Announcenents and Product |ntroductions.

Est abl i shnment Announcenents are those adverti senents that
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invite or require the client to visit the store or
establishment in order to take advantage of the information
provided. This takes into account the fact that nost
advertisenments in a newspaper cone fromretailing or |ocal
busi ness (Mriarty, 1991; Belch and Bel ch, 1993).
Announcenents of events such as bridal shows, sales offers,
st ore openi ngs/cl osings and “shopper style” format are
classified under this subcategory. The “shopper style”
format is particularly inportant for print advertisenent as
it helps reinforce broadcast pronotions or ease shopping
(Guernica, 1982; Valdes, 1995). Product Introductions
i nvol ves pronoting a new product. New product is defined by
several common el enments: the product offers innovative
benefits, has features not previously available or are
different fromand better than existing products (Skinner,
1990). To achieve the requirenment of mutual exclusiveness
t he advertisenent should include the word “introducing” or a
derivative thereof. Exanples of advertisements under this
subcat egory are introductions of a novie, telecommunications
and financial services.

Al |l categories and subcategories will use the neaning
of product as defined by Skinner (1990): “Any good, service,
or idea that satisfies a need or want and can be offered in

an exchange.” Wereas goods are tangi ble, services are
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i ntangi ble and idea is a phil osophy, concept or inage

( Ski nner,

1990) .

Phat ar al aoha (1994) also classifies the advertisenents

by product type: 1) Durables 2) Non-durables and 3)

Ser vi ces.

The classification of the product advertised is

based on the use and/or price. If several products are

advertised, classification will be based on the majority of

products advertised. Phataral aoha outlined the product types

as foll ows:

Durables: dothing, jewelry, watches, furniture,
home/ of fi ce furnishings, high-priced products
($100+) .

Non- dur abl es: Househol d/ O fice supplies, personal
care products, drug products, food, beverages, and
t obacco, | ow priced/short-lived products ($99 or

| ess).

Services: Recreational, conferences,

entertai nment, phone services, credit,
newspaper/informati on providers, cards, insurance,
banki ng, and hospitals (pg. 59).

The product types listed are al so products which the

Hi spani ¢ consuner caters (Val des, 1995).

Further study of the advertisenents through its design

el enments i

i ndi cat es:

S anot her suggestion that Phataral aoha (1994)

Since readers of nmagazi ne advertisenents have nore
time to process the information in the copy and
visual elenents, the schene for magazi ne ad study
could be divided into A) graphic el enents such as
phot os and draw ngs, and B) copy, so that the
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an ad (pg. 79).

To take advantage of this suggestion, this study

i ncor porates exam ning the advertisenent design el enents of
Web/ Emai | address and basic advertising |ayouts as defined
by Wagner (1998). In Web/Email Address the presence or
absence of a Website and/or Enmil address is assessed
considering the growth of conputers (Harper, 1998) and the
positive attitude towards them (Maddox and Mehta, 1997).
Layouts are the way the illustration, body copy, headline
and subheadline are arranged in the advertisenent (\Wagner,
1998; Jew er, 1995; Moriarty, 1991). The | ayouts studied are
defined as foll ows:

1. Picture Wndow. Illustration occupies a

majority of the format.

Frane: Presence of a border, sinple rule

border or w de white space margins.

Si | houette: Inmage has no background

Rebus: Substitution of a word for a picture.

Mul ti-Panel: Entire format is divided into

equal sized rectangl es.

Mondrian: Entire format is divided into

unequal sized rectangles.

7. Type Specinmen: Type represents all or npst
of the advertisenent. Includes reverse type
and varied sizes.

8. Copy Heavy: Body copy occupies nore than
three/fourths of the space.

N

o ko

9. Al phabet: Layout of the advertisenent forns
a letter.
10. Circus: Dfferent typefaces and illustrations.

11. Push Pin: Use of slanted elenents, randomy
past ed and/ or conputer effects.
12. Gunge Design: Hard to read copy (page 107-108).
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The brand, conpany or store that is advertised is also

consi der ed.
Sanpl e

The study involved random sel ecti on of advertisenents
hal f page or nore. Advertisenents selected served as the
unit of analysis and unit of observation. This is a common
practice enployed in content analysis (Newspaper Advertising
Bureau, 1987; Phataral aoha, 1994). Generally, |arge sized
advertisenments provide nore el enents which can be studied as
opposed to its smaller counterparts which tends to be a
“fixed” or sane ad printed in a given period of tine.
However, for sonme dates this criteria could not be fulfilled
and therefore the next |argest sized ads were selected. The
advertisenments were selected from Section A or “Cenera

News” section of the newspaper El Nuevo Herald — Final

version, for the nonths of August and Septenber, of the
years 1996 and 1998. The “News” section was chosen because
it is the selection of main interest and targeted to both
mal e and fermal e readers (Newspaper Adverti sing Bureau,

1987). The Final Version ensures that it is the publication
distributed in the Mam -Dade area. |In order to study
differences in advertisenent content, taking into account

t he segnentation of El Nuevo Herald and The M am Herald,

the years 1996 (two years prior to the separation) and 1998

(the year the separation takes place) were sel ected.
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August and Septenber were sel ected as nonths representing
the third quarter of the newspaper’s distribution. The
assunption is that during this period changes due to the
segnentation (in 1998) have al ready taken place as opposed
to the first and second quarter whereas changes may not be
So visible as it is in an “adjustnent phase.”

The issues selected for the sanple will be conducted
usi ng the common net hod of constructed week as described by
Riffe, Lacy and Fico (1998):

Because of their traditional dom nance as a nass

medi um daily newspapers have received nore attention

in sanpling efficiency studies than other forns of

medi a. These studi es have concentrated on efficiency
of sanpling for inference. Mst of these concentrate

on the use of the constructed week, which is created by
randomy selecting an issue for each day of the week

(pg. 97).

This study will use the constructed week nethod through

the foll ow ng steps:

1. Random y sel ecting dates for two constructed weeks
per nonth.
2. Selection of the 10 | argest advertisenents in

Section A or CGeneral News of El Nuevo Heral d.

In sunmary, for August and Septenber 1996, 280
advertisements will be randomy selected and |i kew se for
1998, for a total of 560 advertisenents.

Codi ng Procedure

The researcher coded all 560 adverti senents. To test

reliability, two coders content analyzed 5 percent or 30
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ads. For each advertisenent, the judges (fluent in Spanish
and English | anguage as well as a with a background
know edge on advertising | ayouts) independently coded the 30
advertisenents. Before coding, coders were trained on the
process involved. Exanple ads were presented and studied
for denonstration. The researcher expl ai ned how she vi ewed
the advertisenents and proceeded to describe the variabl es
involved in the questionnaire. The coders practiced with
exanple ads to test understanding of the coding
guestionnai re and process.

Intercoder reliability will be cal cul ated usi ng

Hol sti’s (1969) intercoder reliability ratio:

C.R = 2M
N1 + N2
M = Nunber of codi ng deci sions
N1 and N2 = Nunmber of coding decisions nade by coder 1
and 2.

Statistical Analysis

Pearson’s Chi Square will be used to determ ne the
strength of relationships anong the data. The T-Test w |
be used to conpare the neans when studyi ng the amount of
Spani sh words in body copy, headline and subheadline. Al so
frequencies will be tabulated to describe and sumrari ze the

usage of: Spani sh | anguage in body copy, headlines and
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subheadl i nes; Informational and Transfornmational types,

product type, sizes, Wb/Email address and | ayouts.



CHAPTER 4
RESULTS
For this investigation a sanple of 560 advertisenents
from*“General News — Section A" were used in which 280 were
dated fromthe Pre Segnentation (1996) while 280 were from
t he Post Segnentation (1998).
The intercoder reliability result was 80%
Hypothesis 1: El Nuevo Herald will contain a greater

nunber of Informational ads in the Post
Segnent ati on peri od.

For Hypothesis 1 the valid sanple were all the 560
cases. The results indicated that although the anmount of
| nformational ads increased from 1996 to 1998, it was not
statistically significant. The increase was approxi mately
3% (from 242 Informational ads in 1996 to 250 in 1998).

However, it is worth nmentioning that the | arge
majority (88% of the newspaper’s ads are Informational at
both Pre and Post Segnentation periods (Table 4-1).
Transfornmati onal ads strategy is used at a | esser degree
(12% of the total sanple)

Hypothesis 2: El Nuevo Herald will contain a greater
nunber of Establishnent Announcenent
(I'nformati onal subcategory) ads in the
Post Segnentation peri od.

39
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The nunber of advertisenments wthin the Establishnent
Announcenent (I nformational Subcategory) increased after the
Post Segnentation by approximtely 8% This was not
statistically significant.

There were 484 valid or Informational cases, for this
Hypot hesis, the difference (‘m ssing’) consisted of
Transformati onal ads and those wthin the |Informational
category which could not be classified within a subcategory.

Still, Establishnment Announcenent was the npbst conmon
strategy used by the advertisers for both 1996 (200) and
1998 (217) as seen in Table 4-2.

Hypothesis 3: Non-durable ads will use nore the
Est abl i shnent Announcenent
(I'nformati onal subcategory) in the
Post Segnentation peri od.

Hypothesis 4: Service ads will use nore the Brand
| mage strategy (Transformational
subcategory) in the Post Segnentation
peri od.

For Hypothesis 3 the nunber of valid cases were 484 of
whi ch the m ssing cases were those Informational wthout a
subcat egory or Transformational. For Hypothesis 4 there
were 68 valid cases or the total of Transformational ads in
t he sanpl e.

Wth p = .069 for the year 1998, the relationship
bet ween Non- dur abl es product type and Post Segnentation
periods was not statistically significant. However, through

addi tional collapsing of the categories -by retaining those
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with the highest count- this yielded a p value of .020 (see
Table 4-3 and 4-4). The Establishnment Announcenent proved
to be the nost common strategy across all Product Types as
wel | as periods of Pre and Post Segnentation. However,

Hypot hesis 3 was not supported. Non-durables using the

Est abl i shnment Announcenent decreased from 28 (in 1996) to 27
(in 1998) as tabulated in 4-3 and 4-4.

Hypot hesis 4, on the Transformati onal Subcategory, was
not supported. In 1998, the count of service ads using the
brand i mage strategy was reduced from 1l in 1996 to 7 in
1998 (Table 4-5 and 4-6). In 1998, the npbst conmobn strategy
for services was the Use COccasion. Wth a p val ue of . 008,
the relationship between Transformational Subcategories and
t he Post Segnentation period (1998) was not significant.

Hypothesis 5: El Nuevo Herald's Informational ads w |
use nore Web/Emai |l addresses in the Post
Segnent ati on peri od.

The whol e sanple of 560 ads was used for Hypothesis 5.
The tests results for Pearson Chi Square indicate that there
is a statistical significance (X*=5.33, p = .021) between
the period of Post Segnentation and the presence of a
Web/ Emai | address (see Table 4-7). Al though the nunber of
advertisers pronoting a Website or email is quite reduced,
close to 28% of the sanple, at the Post Segnentation, it is
worth noting this nunber increased from4.6%at the Pre

Segnentation (see Table 4-8). This al so supports Hypothesis
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5. Informational ads proved to be the ones pronoting a
Website/ Email nore. Before segnentation, 92.3%of the ads
pronoting a Website were Informational ads. This percent
i ncreases to 96.2% after segnentation

Hypot hesis 6: El Nuevo Herald' s headlines will use

nmore the Spani sh | anguage in the Post
Segnent ati on peri od.

Hypothesis 7: El Nuevo Heral d’ s subheadlines will use
nmore the Spani sh | anguage in the Post
Segnent ati on peri od.

Hypothesis 8: El Nuevo Heral d’ s body copy will use
nmore the Spani sh | anguage in the Post
Segnent ati on peri od.

The T-Test Paired Sanple statistic was used to conpare
the nmeans for the average nunber of words in the Pre
Segnent ati on sanple and the Post Segnentation for the
Headl i ne, Subheadline and Body Copy. For Hypotheses 6
t hrough 8, the sanple was conposed of 280 cases for Post
Segnentati on and 280 cases for Pre Segnentation.

The neans for the anount of Spanish words in the
headline was 5.90 in the Post Segnmentation while 6.23 at the
Pre Segnentation (see Table 4-9). The results of the T-test
indicate that there is no difference between these neans and
therefore Hypothesis 6 is not supported (see Table 4-10).

Hypot hesis 7 was not supported. The results of the T-
Test (Table 4-12) indicate that there is no difference

bet ween the neans. The neans for Spani sh words in
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subheadl i nes at Post Segnentation was 4.44 while at Pre
Segnentation it was 4.08 (Table 4-11).

However, there is a difference in the nmeans for the
nunber of Spanish words in the body copy. The T-Test proved
that there is a statistical significant difference between
t he averages of Body Copy at Post Segnentation with 155.95
and 109.48 at Pre Segnentation (Table 4-13). The 95%
confidence interval of the difference was 17.59 (|l ower) and
75.35 (upper) and t = 3. 168.

Hypothesis 9: El Nuevo Herald’ s Informational ads w |

use nore the Crcus pattern in the Post
Segnent ati on peri od.

The crosstabul ati on between the Informational and
Transfornmati onal subcategories with |layouts and Pre
Segnent ation yielded significant Chi Square results. The
Transfornmati onal subcategories and | ayouts at Pre
Segnentation were significant (X*= 11.20, p = .047). The
two periods of segnentation for the crosstabul ation of the
| nformati onal subcategory and | ayout were al so significant
(1998: X* = 20.63, p = .014 and 1996: X*= 17.41, p = .043).
The use of the Grcus pattern increased in count from 19 at
Pre Segnentation to 33 at Post Segnentation (Table 4-15 and
4-16). However, this was not the main | ayout pattern used.
Wth the exception of the Transformational subcategories at
Pre Segnentation (where the main |ayout pattern was Picture

W ndow), Type Speci nen was the |ayout pattern used the nost



44

by all other Informational and Transformati onal

subcategories in the various segnentation periods.

Addi ti onal Tests and Anal ysis

The advertisers who appeared the nost in the
sanple did not vary nuch in the Pre and Post Segnentati on.
The nost comon at Post Segnentation were O fice Depot,
Brandsmart, Lord and Taylor, Macy’'s and Burdines. At Pre
Segnent ati on they were AT&T, Bell South, Lord and Tayl or,

Brandsnmart and Burdi nes (see Table 4-19).

Tabl e 4-1

Distribution Creative Typology in Advertisenents
by Segnentation

Creative Typol ogy 1998 1996 Tot al
Informational 250 202 292
Transf or mat i onal 30 38 68
Tot al 280 280 560

(X = 1.07; df = 1; Not Significant)
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Tabl e 4-2

Di stribution Informational Subcategory And Segnentation

| nf or mati onal

Subcat egory 1998 1996 Tot al
Establishment
Announcenent 217 200 417
Preenmptive 20 22 42
Product Int. 7 8 15
O hers 3 7 10
Tot al 247 237 484

(X = 3.45; df = 5; Not Significant)

Tabl e 4-3

Di stribution Informational Subcategory And Product -
Post Segnentation (second crosstab — additional coll apsing)

1998 Count

| nf or mat i onal

Subcat egory Dur abl es Non- Dur abl es Services Total
Est abl i shnent

Announcenent 103 27 87 217
Preenptive 3 4 13 20
Tot al 103 31 118 237

(X*=7.81; df = 2; Significant, p = .02)
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Tabl e 4-4

Di stribution Informational Subcategory And Product -
Pre Segnentation (second crosstab — additional collapsing)

1996 Count

| nf or mat i onal

Subcat egory Dur abl es Non- Dur abl es Services Total
Est abl i shnent

Announcenent 85 28 87 200
Preenmptive 7 1 13 21
Tot al 92 29 100 221

(X*=3.7; df = 2; Not Significant)

Tabl e 4-5

Di stribution Transfornmational Subcategory And Product
Post Segnent ati on

1998 Count

Tr ansf or -

mat i onal

Subcat egory Dur abl es Non- Dur abl es Services Total
User | mage 9 1 4 14
Brand | mage 0 0 7 7
Use Cccasion 1 0 8 9
Tot al 10 1 19 30

(X?=13.92; df = 4; Not Significant)
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Tabl e 4-6

Di stribution Transfornmational Subcategory And Product
Pre Segnentation

1996 Count

Tr ansf or -

mat i onal

Subcat egory Dur abl es Non- Dur abl es Services Total
User | mage 6 0 11 17
Brand | mage 6 4 11 21
Tot al 12 4 22 38

(X?=3.62; df = 2; Not Significant)

Tabl e 4-7

Distribution Creative Typol ogy And Wb/ Emai | Address
— Post Segnentation

1998 Count Web/ Enmai

Creative Has Wb No
Typol ogy and/ or Web/

Emai | Emai | Tot al
| nf or mati onal 75 175 250
Tr ansf or mat i onal 3 27 30
Tot al 78 202 280

(X*=5.331; df = 1; Significant, p = .021)
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Tabl e 4-8

Distribution Creative Typol ogy And Web/ Emai | Address
— Pre Segnentation

1996 Count Web/ Enai |

Creative Has Wb No
Typol ogy and/ or Wb/

Emai | Emai | Tot al
| nf or mati onal 12 230 242
Tr ansf or mat i onal 1 37 38
Tot al 13 267 280

(X = .402; df = 1; Not Significant)
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Tabl e 4-9

Paired Sanple Statistic — Headline Spani sh Wrds

Mean N St d. Dev. Std. Error Mean
Headl i ne
Post Seg. 5.9036 280 4.9356 . 2950
Headl i ne
Pre Seg. 6. 2286 280 5.2832 . 3157
Tabl e 4-10

Pai red Sanpl e Test — Headline Spani sh Wrds

Mean Std Std. Lower Upper
Dev Error
Mean
Headl i ne
Post Seg.
M nus -. 3250 7.2184 . 4314 -1.1742 . 5242
Headl i ne
Pre Seg.

t df Sig (2tail ed)
Headl i ne
Post Seg.
M nus -. 753 279 . 452
Headl i ne

Pre Seg.
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Table 4-11

Pai red Sanple Statistic — Subheadli ne Spani sh Wrds

Mean N St d. Dev. Std. Error Mean
Subheadl i ne
Post Seg. 4. 4429 280 6.0485 . 3615
Subheadl i ne
Pre Seg. 4.0821 280 6.3903 . 3819
Tabl e 4-12

Pai red Sanpl e Test — Subheadline Spanish Wrds

Mean Std Std. Lower Upper
Dev Error
Mean

Subheadl i ne
Post Seg.
M nus . 3607 9. 0606 . 5415 -.7052 1. 4266
Subheadl i ne
Pre Seg.

t df Sig (2tail ed)
Subheadl i ne
Post Seg.
M nus . 666 279 . 506
Subheadl i ne

Pre Seg.
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Tabl e 4-13

Paired Sanple Statistic — Headline Spani sh Wrds

Mean N Std. Dev. Std. Error Mean
Body Copy
Post Seg. 155. 95 280 205.8236 12.3003
Body Copy
Pre Seg. 109. 48 280 124.1776 7.4210
Tabl e 4-14

Pai red Sanpl e Test — Body Copy Spani sh Wrds

Mean Std Std. Lower Upper
Dev Error
Mean
Body Copy
Post Seg.
M nus 46. 4714 245. 4805 14.6703 17. 5930 75. 3499
Body Copy
Pre Seg.

t df Sig (2tail ed)
Body Copy
Post Seg.
M nus 3.168 279 . 002
Body Copy

Pre Seg.
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Tabl e 4-15

Di stribution Layout And Informational Subcategory —
Post Segnent ati on

1998 Count

Layout Preenmptive Est abl i shnent
Announcenent Tot al

Greus 1 2 33

Copy Heavy 1 6 7

Frame 2 3 5

Mondri an 1 47 48

Mul ti Panel 0 10 10

Picture

W ndow 6 23 29

Push Pin 1 2 3

Rebus 1 7 8

Si | houette 1 28 29

Type

Speci nen 6 59 65

Tot al 20 217 237

(X*=20.63; df = 9; Significant, p = .014)
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Tabl e 4-16

Di stribution Layout And Informational Subcategory —
Pre Segnentation

1996 Count
Layout Preenmptive Est abl i shnent
Announcenent Tot al
Greus o 19 19
Copy Heavy 4 6 10
Frame 0 2 2
Mondri an 1 32 33
Mul ti Panel 0 8 8
Picture
W ndow 6 30 36
Push Pin 0 4 4
Rebus 1 8 9
Si | houette 3 25 28
Type
Speci nen 7 66 73
Tot al 22 200 222

(X?=17.41; df = 9; Significant, p = .043)
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Tabl e 4-17

Di stribution Layout And Transfornmational Subcategory —
Post Segnent ati on

1998 Count
Layout User Br and Use

| mage | mage Cccasi on Tot al
G rcus 1 0 0 1
Mul ti Panel 1 0 0 1
Picture
W ndow 10 3 7 20
Push Pin 1 0 0 1
Si | houette 1 3 0 4
Type
Speci nen 0 1 2 3
Tot al 14 7 9 30

(X?=13.29; df = 10; Not Significant)
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Tabl e 4-18

Di stribution Layout And Transfornmational Subcategory —
Pre Segnentation

1996 Count
Layout User Br and

| mage | mage Tot al
Copy Heavy 0 2 2
Frane 0 1 1
Picture
W ndow 11 13 24
Rebus 4 0 4
Si | houette 2 1 3
Type
Speci nen 0 4 4
Tot al 17 21 38

(X*=11.20; df = 5; Significant, p = .047)
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Tabl e 4-19

Di stribution Advertisers — Segnentation

Nunber of tinmes appeared in

Adverti ser 1998 1996
Bel | Sout h 6 11
Br andsmar t 12 14
Bur di nes 19 14
El Nuevo Herald 6 6
Lord and Tayl or 12 14
O fice Depot 10 8
University of Mam 5 5

Appl i ance TV Depot 7

Bl oom ndal es 6
Community Air Cond. 5
D|lards 7
Macy’ s 12
Sear s 5
AT & T 10
Luri as S
Nat i onsbank 6
Roons to Go 5
South Mdtors 5



CHAPTER 5
DI SCUSSI ON AND CONCLUSI ONS

Thi s study invol ved exam ning advertisenents in El

Nuevo Heral d, through content analysis, within the tine

frame of its segnmentation fromthe Mam Herald in 1998. The

sanpl e invol ved 280 ads from Section A or News Section in
1996 (Pre Segnmentation) and 280 ads fromthe sanme section
but in 1998 (Post Segnentation). Anong the variables
studied in the adverti senents were the design el enents, use
of Spani sh | anguage, creative typol ogi es
(whet her Informational —advertisenents’ strategy is to
provide information that is verifiable, factual and rel evant
or Transformational —advertisenents’ strategy is to link the
message with a richer and warner experience with the use of
the product) and | ayouts.

Based on the statistical significant results there are
several characteristics which describe advertisenents in El

Nuevo Herald. Informational strategy was enpl oyed the nost

by advertisers whereas the Establishnment Announcenent
subcategory was the majority. This strategy was applied to

invite readers to visit the store or |location to take

58
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advant age of the pronotion or what was announced. This also
corresponds with the fact that the majority of the
advertisers are retailers. Oher findings indicate that
there was nore use of Web/Enmail address and Spani sh | anguage

in the body copy after EIl Nuevo Herald issued its first

stand al one newspapers separate fromthe Mam Heral d.

Anot her notable result is that this study confirns the
relati onship between a strategy and a creative execution.
The principal |ayout pattern utilized was Type Speci nen
whi ch concurs with the predom nance of the Informational
strategy and the increase of Spanish words in body copy.
Di scussion on these results, the investigation’ s prem ses,

l[imtations and inplications foll ows.

Prem ses for the Study

One assunption is that the El Nuevo Herald' s

segnentation is primarily through | anguage, the Spani sh
| anguage. The persistence for the use of Spanish | anguage
due to Acculturation and Unassim |l ation patterns and a
growi ng Hi spani ¢ popul ati on suggest a continued trend for
this segnentation. The investigation exam ned how this form
of positioning strategy —|l anguage segnmentation- influenced
t he executions of adverti sing.

El Nuevo Heral d' s segnentation fromthe Mam Herald is

a particular case in the newspaper industry. The

particularity was evident in the lack of information on the
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subj ect of segnentation w thin newspapers —as the case of El

Nuevo Her al d.

Looking for information regarding this segnentation
strategy was limted to newspapers (e.g. La Qinioén in
California and El Diario in New York) that have introduced
and established thensel ves as papers of the Spanish

| anguage. El Nuevo Herald’ s case is uni que because of their

begi nnings. They initially served as a translation of the
English version. This has evolved into establishing a
separate business unit which is no |longer just an English

translation of the Mam Herald. |Instead the newspaper, as

part of their separate business unit plan, is in the process
of establishing its own advertising, circulation and

mar keting responsibilities. Mreover, El Nuevo' s news focus
on Hispanics includes news exchanges wth newspapers from
Sout h American countries.

Di scussi on of Research Questions

The first two research questions are as foll ows:

Research Question 1:

How did the creative strategies in the advertising at
El Nuevo Herald differ considering the Pre and Post
Segnentati on of the papers?

Research Question 2:

What is the difference in the use of subcategories
within the Informati onal and Transformati onal
strategies at El Nuevo Heral d considering the Pre and
Post Segnent ati on?

The questions were devel oped using the frame of

segnentation to study creative typol ogies. Two hypot heses
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were used. Hypothesis 1 eval uated whether there would be
greater nunber of advertisenents using the Informational
strategy while Hypothesis 2 studied if there was an increase
in the Establishnment Announcenent/I|nformational subcategory.
In both, the hypotheses results to answer these questions
were, by count, supported but not significant.

To answer the research questions we can cite a main
finding: there were a greater nunber of Establishnent
Announcenent /I nformati onal advertisenents. This served to
reinforce the use that newspapers have within Integrated
Mar keti ng Conmuni cations. As expl ained by Agee, Ault and
Emery (1997):

Approxi mately 50 to 60 percent of every daily

newspaper consi sts of advertising, an inportant service

that gives readers information for purchasing

goods..(pg. 134).

This confirns that | ocal advertising, often referred as
retail advertising, accounts for the majority (85 percent)
of newspapers’ display advertising (Miriarty, 1991; Belch
and Bel ch, 1993).

Consequently, the results reflect this trend in which
417 of the 560 advertisenments were nainly |Infornational
t ypol ogy and subcat egori zed as Establi shnment Announcenent.

The subsequent research question invol ved studying

strategies by the type of product. The questions was:
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Research Question 3:

What is the difference in the use of creative
strategies by product type considering the Pre and Post
Segnent ati on?

The product type Services (whether it would use nore
the Brand | nage/ Transformati onal subcategory) and Non-
durabl es (whether it would use nore the Establishnent
Announcenent /I nf or mati onal subcat egory) were eval uat ed.

Continuing with the results of Establishnent
Announcenent, as the majority of the advertisenents, this
al so refl ected when answering research question 3. Based on
hypot heses test results, we could indicate that the year of

separation of El Nuevo Herald fromMam Herald was

significant on how advertisers announced, based on their
products. This could be explained, in part, by the

announcenent of El Nuevo Heral d’s SBU ( Separat e Busi ness

Unit) plans as well as its sales as a stand al one product.
There is not much difference in the creative strategies

used by each product type. Al product types used the

Est abl i shnent Announcenent/ | nformati onal subcategory the

nmost. However, the majority of the products fall within the

Dur abl es product type as opposed to Non-durabl es which were

of a | esser count conpared to the other product types.

Still, Durables as a majority, reinforces newspapers as

dom nated by retail advertising (Mriarty, 1991) and

therefore serve to provide a showase for |ocal business.

Val des (1995) explained that retail advertising in
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newspapers aids the consuner in selecting products when
visiting the retail store. Furthernore, as Wodnan (1993)
expl ains they are “brand unaware” and hence not

know edgeabl e of the stores and their products.

It was presuned that with the suggestions by Radice
(1997) and Wodman (1993) to sponsor Hispanic comunity
activities, Services wuld use the Brand
| mage/ Tr ansf or mati onal subcategory nore. |Instead, Services
was the next product type to use nore the Establishnent
Announcenent /| nf or mati onal subcat egory.

Anmong t he possible reasons for this is the increasing
i nportance of advertising and famliarizing a grow ng
Hi spani c popul ation with using this product type. The
I nformational strategy would hel p acconplish this goal. As
i ndi cated by QGuernica (1982) and Val des (1995), Hi spanics
use the newspaper as a source of information in their news
as well as purchases. Furthernore, they indicate that this
medi um serves to reinforce and provi de additiona
informati on on what was advertised in broadcast or radio.
Advertisenents for services were oriented towards how t he
service could be used (such as howto fill in insurance
forms for certain clains), rem nders (products pronoting “As
seen on TV’ such as herbal renedies) and invitations for the
reader to visit the location to |earn nore about them

(l awyers, chiropractors).



Research Question 4:

How do the design elenents used with the creative
strategies differ at El Nuevo Heral d considering the
Pre and Post Segnentation?

For research question 4, there are differences in the
design el enents used to advertise. According to the results
of Hypothesis 5, the Post Segnentation had an effect in the
advertiser’s use of Informational typology and the presence
of a Web/Emai|l address. This can be accounted for by the
i ncreasi ng use of Wb and I nternet technol ogi es (Harper,

1998). Also, as nentioned, the EIl Nuevo Herald has a Wbsite

which justifies the potentiality of a continued increase in
Web/ | nt er net usage.
Anot her factor that was studied was the use of the

Spani sh | anguage within the segnentation periods as shown:

Research Question 5:

How do the design elenents used with the | anguage
strategies differ at El Nuevo Heral d considering the
Pre and Post Segnentation?

Spani sh was the dom nant |anguage in the
advertisenents. It seens the use of Spanish | anguage is a
spreading trend as the patterns of a grow ng Hispanic
popul ati on, Acculturation and Unassim | ation continue. As
suggested by Strategy Research Corporation (1991) Hi spanics
retain their first |anguage. Furthernore, a great nunber of
Hi spanics are confortable with the Spanish | anguage (M am
Heral d Publishing Conmpany, 1997; Fisher, 1994) and seemto

show a hi gher retention and persuasion rate (Roslow and
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Ni cholls, 1996). The segnentation of the newspaper was
studied primarily through the design el enents of Spanish
| anguage in their headlines, subheadlines and body copy.
Statistically, increased use of Spanish words proved
significant in the body copy. This can be expl ained by the
majority using the Informational Strategy and nost of the
information is located in the body copy when using this
creative typol ogy (Belch and Bel ch, 1993).

Research Question 6:

How did the | ayout patterns used with the creative

strategies differ at El Nuevo Heral d considering the
Pre and Post Segnentation?

In order to answer this question a crosstabul ation
bet ween the subcategories of the creative typol ogi es and the
| ayouts was conducted. Cenerally, Type Specinmen (‘type
represents all or nost of the advertisenent’) |ayout pattern
was the nost common across |Informational and
Transformati onal subcategori es.

Hypot hesi s 9 exam ned whet her | nformational ads would
use nore the Crcus (conbination of ‘different typefaces and
illustrations’) |ayout pattern which according to Wagner
(1998) was common in retail advertising. The test showed
that there is a significance between |nfornmational
subcat egories and |l ayouts at both Pre and Post Segnentation

and that there was an increase in the use of the G rcus
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| ayout pattern. Also, of the Transformational subcategories,
there was significance before segnentation

In general, this significance denonstrates the
i nportance of establishing a strategy in order to acconplish
a creative execution.

For the significance in the crosstabul ati on between
| nformati onal subcategories and | ayouts, this strengthens
the fact that there is a dom nance of these strategy in
newspaper advertising and that it has influence in the
creative executions before and after the separation of the
newspapers. In part, this could possibly explain why the
Transformati onal subcategories and | ayouts before
segnentation were significant and not after: the
Est abl i shnent Announcenent/ | nfornmational subcategory was

the dom nant type - slightly nore so - at Post Segnentation

Lim tations

The nature of this study is exploratory and descriptive
due to the constraints of information on the topics of
segnentati on and the decision maki ng process on which
creative typol ogies and | ayouts to use. Therefore, the
studi es does not attenpt to answer: Wiy are the creative in

the adverti senents at El Nuevo Heral d executed |li ke that?

| nstead, the study focuses on describing and answering: Wat

are the advertisenents at El Nuevo Herald |ike?
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Sanpl e selection was confined to Section A or General
News. A stronger representative sanple of the newspaper
woul d have invol ved a sanpling design which considered al
the sections and a random sel ection of the advertisenents
wi thin the section or sections chosen.

Several concepts were introduced into coding. The
subcat egori es of Establish Announcenent and Product
| nt roduction were added under the Informational typol ogy.
Anot her introduction was to content anal yze the basic
| ayouts used for advertisenents’ design

Based on the results of the intercoder reliability
testing (.80) the categories should be defined further to
ensure they are nutually exclusive and nutual |y exhaustive.
Hol sti (1969) suggests to increase the reliability by
rigidly and exhaustively attenpting to reduce coding froma
judgmental task to a clerical one. He al so suggests
i ncreasi ng the nunber of coders.

| mpli cations for Future Research

The limtations and the suggestions to counteract them
provi des sonme inplications for future research in content
anal ysis. For exanple, the [imtation on studying only
Section A (News) and resolving that shortcom ng by expandi ng
the sanple design to include other sections, suggests
several possibilities for study. This could include

conparing within the various sections (e.g. Sports conpared
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to the Business sections). Another possibility could be the
study of another section —simlar to this study- within the

segnentation periods (e.g. Lifestyle section and changes at

Pre and Post Segnentation). Then again, another frame or

| ayer for study woul d be conparing between the Spanish

version-El Nuevo Herald and the Mam Herald —the English

ver si on.

A further analysis could include studying news content
with advertising (e.g. newspapers’ front page headlines and
news contrasting wth the type of advertising withinits
pages) .

Continuing wth this thought one nore possibility for
future research is studying news content and advertising of

El Nuevo Herald with |ike H spanic nedia (e.g. El Nuevo

Heral d conpared with La Opinion and/or El D ario).

The results in this study al so provi des opportunities
for other research methodol ogi es such as questionnaires and
in-depth interviews. As indicated previously, the study is
exploratory and descriptive in nature. Yet, the descriptive
statistics can be used to explain creative strategies
particularly to exam ne the reasoni ng behind them

For a stronger support of the correlation between a
creative typol ogy and | ayout, a research topic could be to
determ ne what are the reasons for deciding the types of

patterns for advertisenent |ayouts of their products.
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One final research topic can be to focus on the appeal
of the advertisenent. By identifying which advertisenents
are appealing it is possible to determ ne which |ayouts and
creative typol ogies are favorabl e.

These research topics could be answered either through
guestionnaires or in-depth interviews of the advertiser’s
creative directors or the agencies handling the accounts and
in some cases, the newspaper’s readers.

Wth the changing face of the population in the United
States and the growmh of the Hi spanic popul ati on, newspapers
are being challenged to cater the needs of this different

reader. Responding to these changes is the Mam Herald and

El Nuevo Herald as well as their advertiser’s that help by

providing information through their advertising and by

econom cal ly supporting the newspaper. The Mam Herald and

El Nuevo Herald's situation is original and distinct,

creating the groundwork which nerits further research

eval uati on and study.



REFERENCES

Aber net hy, A (1992). The Information Content of
Newspaper Advertising. Journal of Current |ssues and
Research in Advertising, 14(2), 63-68.

----------- and Butler, D (1992). Advertising
| nformati on: Services versus Products. Journal of
Retailing, 68(4), 398-417

Advertising Research Foundation. (1991). Asian, Black and
Hi spani c Research: Pointing the Way to Marketing
Ef fectiveness. New York, New York:
Advertising Research Foundation

Agee, W, Ault, P., and Enery, E. (1997). Introduction to
Mass Communi cation. Menlo Park, California:
Addi son Wesl ey Longman, | nc.

Ameri can Managenent Association. (1987). Successf ul
Marketing to U S. Hi spanics and Asians: Pl ayers,
Agenci es and Media. New York, New York: American
Managenent Associ ati on.

Annual Report 1994. (1994). Tall ahassee, Florida: The
Florida State Comm ssion on H spanic Affairs.

Arrarte, A “El Nuevo Herald Heads for Newsstands.”
M am Herald, 18 Decenber 1997

Babbie, E. (1998). The Practice of Social Research. Al bany,
New Yor k: Wadsworth Publishing Conpany.

Bailey, E. and Bailey, R (1993). D scover Florida. Oxford,
Engl and: Berlitz Publishing Co.

Baker Wods, G (1995). Advertising and Marketing to the
New Majority. New York, New York: Wadsworth
Publ i shi ng Conpany.

70



72

Belch, GE and Belch, MA (1993). Introduction to
Advertising and Pronoti on. Honmewood, Illinois: Irwn.

Burton, P.W (1990). Advertising Copywiting. Lincolnwood,
I1'linois: NTC Busi ness Books.

Cardwel |, C. (1998). The Mam Herald s Big News. H spanic
Busi ness, 20 (9), 80-81.

Corzo, C. “Mam El Nuevo Subscriptions to be Sold
Separately.” Mam Herald, 4 April 1998.

Cristal, T. S. (1997). Longitudinal Fram ng: Media
Coverage of the Ennis Cosby Murder. Unpublished
masters thesis, University of Florida.

Croucher, S. (1993). Imagining Mam : Toward a
Theory of Ethnicity in the Postnodern Wrl d.
Unpubl i shed Ph.D. Dissertation, University of
Fl ori da.

Cutler, B.D. and Javalgi, R G (1993). Analysis of Print Ad
Features: Services versus Products. Journal of
Advertising Research, 33 , 62-69.

Edi tor and Publisher. “Herald Remakes Ad Departnent.”
Edi tor and Publisher, 30 August 1998.

Ekmanm P. and Friesen WV. (1976). Measuring Faci a
Movenent . Environnmental Psychol ogy and Nonver bal
Behavi or, 1, 20-26.

El Nuevo Herald [Wbsite] (Accessed August 1998); Avail abl e
fromhttp://WWVURL: http://ww. el heral d.com | nternet.

Fields, G “Conpany’ s Move Deals Blowto Mam’'s |nmage.”
Mam Herald, 29 April 1998.

Fisher, Christy. (1994). Hispanics Indicate Enduring
Preference for Native Language. Advertising Age, 65,
26.

Fitzgerald, M “County Hands Ad Wndfall to Free Papers.”
Edi tor and Publisher, 11 July 1998.

Florida — Insight Guide. (1998). London, Engl and: APA
Publ i cati ons.

Garcia, M (1997). Newspaper Evolutions. St. Petersburg,
Fl orida: Poynter Institute.




73

Graham J., Kamins, M and Cetono, D. (1993).
Content Analysis of German and Japanese Advertising in
Print Media from I ndonesia, Spain and the United
States. Journal of Advertising, 22(2), 5-15.

Guernica, A (1982). Reaching the Hi spanic Market
Ef fectively. New York, New York: McGaw Hi || Book
Conpany.

Harlan, Judith. (1991). Bilingualismin the United
States. New York, New York: Franklin Watts.

Harper, C. (1998). And That’'s the Way It WII| Be: News and
Information in a Digital Wrld. New York, New York:
New York University.

Harrower, T. (1989). The Newspaper Designer’s
Handbook. Portland, Oregon: Oregonian Publi shing
Conpany.

Hol sti, OR (1969). Content Analysis for the
Soci al Sci ences and Hunmani ties. Readi ng, MA: Addi son-
Wesl ey Publ i shi ng.

Infante, D., Rancer, A and Wwnack D. (1997).
Bui | di ng Communi cation Theory. Prospect Heights,
[1l1nois: Wavel and Press.

Jewer, A J. (1995). Creative Strategy in Adverti sing.
Bel nont, California: Wadsworth Publishing Conpany.

Kanter, R M (1997). Wrld Cass: Thriving Locally in the
d obal Econony. New York, New York: Sinon and
Schust er.

Kim Y.K (1996). The Inpact of Cultural and Market
Di stance on International Advertising: A Content
Anal ysi s of Magazine Advertising fromUS, Japan and
Korea. Unpublished Ph.D. Dissertation, Syracuse
Uni versity.

Kni ght Ri dder [Website] (Accessed August 1998); Avail able
fromhttp://WWVURL: http://ww.Kkri.com |nternet.

Kosl ow, S., Shandasani, P.N. and Touchstone, E.E. (1994).
Expl ori ng Language Effects in Ethnic Advertising: A
Soci ol i ngui stic Perspective. Journal of Consuner
Research, 20(1), 575-585.




74

Kri ppendorf, K (1980). Content Analysis: An Introduction
to Its Methodol ogy. Beverly HIls, California: Sage
Publ i cati ons.

Language Loyalties. (1992). Chicago, Illinois: University
of Chicago Press.

Laskey, H A, Day, E. and Crask, MR (1989).
Typol ogy of Main Message Strategies for Tel evision
Commercials. Journal of Advertising, 18(1), 36-41.

Lasswel |, H. D. (1948). The Structure and Function
of Conmuni cation in Society. New York, New York: Harper
Publ i cati ons.

Lebron, C. J. (1997). Study of the Persuasive Effects of
Engl i sh versus Spani sh Language Printed Comruni cations
on Hi spani c- Anmerican (Advertising). Unpublished Ph.D.
Dissertation, Florida Atlantic University.

Maddox, L.M and Mehta, D. (1997). The Role and Effect of
Web Addresses in Advertising. Journal of Advertising
Research, 37(1), 47-58.

Marita, T.(1998). The Hi spanic Market. Stores 70, 53-56.

Marth, D. and Marth, M (1995). Florida Al manac: 1995.
Branford, Florida: Suwanee Ri ver Press.

Merril J.C and Fisher, H A (1980). The Wrld s G eat
Dailies. New York, New York: Hastings House

Met ropol i tan Dade County Pl anni ng Departnent. (1994).
Hi spanics in Dade County. Mam, Florida: Metro Dade
Ofice of Latin Affairs.

M am Herald Publishing Conpany (IVHPC). 1997. EI Nuevo
Herald — Strategic Business Unit. Mam, Florida:
M am Heral d Publishing Conpany.

----------- . (1998). It's Al Happening, Right Here, R ght
Now. Mam, Florida: The Mam Herald Publishing
Conpany.

----------- . (1998). El Nuevo Heral d — Reader Denvographics.
Mam, Florida: The Mam Herald Publishing Conpany.

M am and the Keys. (1998). New York, New York: Fodor’s
Travel Publications.




75

Mam Herald [Wbsite] (Accessed August 1998); Avail abl e
fromURL: http://ww.kri.comkri/oc |i_m.htm;
| nt ernet.

Moen, D. (1989). Newspaper Layout and Desi gn.
Ames, lowa: lowa State University Press.

Moriarty, S. (1991). Creative Advertising: Theory and
Practice. Englewood Ciffs, New Jersey: Prentice Hall.

Motes, WH., Hlton, C.B. and Dulek, RE (1995).
Per ceptual Shaping Via Syntax and Textual Layout:
Addi tional Insights for US Copywiters. International
Journal of Advertising, 14, 263-276.

Newspaper Advertising Bureau. (1987). An Eye Canera Study
of Ads. New York, New York: Newspaper Adverti sing
Bur eau, |nc.

----------- . (1987). Daily Newspaper Page Openi ng: Pages
and Sections Usually Read. New York, New YorKk:
Newspaper Advertising Bureau, Inc.

----------- . (1989). The Look of W nni ng Newspaper Ads-
Research Findings on Ad Design to Pronote | nage,
Traffic, and Sal es. New York, New York: Newspaper
Advertising Bureau, Inc.

Nicholls, J.A F. and Roslow, P. (1993). Miin Message
Retention. Marketing Research, 8(1), 38-45.

Parks, AR, Bush, GW and Pincus, L. (1996). Mam: The
Aneri can Crossroad. Needham Hei ghts, Massachusetts:
Sinon and Schuster.

Perucci, D. “Herald presses on with colorful redesign.”
Medi aWweek, 23 February 1998.

Phat ar al aoha, A. (1994). Creative Strategies in Thai and
U S. Magazi ne Advertisenents. Unpublished master’s
thesis, University of Florida.

Philport, J.C. and Arbitier, J. (1997). Advertising: Brand
Communi cation Styles in Established Media and the
Internet. Journal of Advertising Research, 37(1), 68-
75.

Pronoti ng the Total Newspaper — A Newspaper
Pronoti on Handbook. (1984). Reston, Virginia:
I nt ernati onal Newspaper Pronotion Associ ation.




76

Puto, C.P. and Wlls, WD. (1984). The Informational and
Transformational advertising: The Differential Effects
of Time. Advances in Consunmer Research, 11(2), 638-
643.

Radi ce, C. (1997). Hispanic Consuners: Understanding a
Changi ng Market. Progressive Gocer, 70, 109-110.

Rankin W (1986). The Practice of Newspaper
Managenent. New York, New York: Praeger.

Resni k, A. and Stern, B. (1977). An Analysis of
I nformati on Content on Tel evision Advertising. Journal
of Marketing, 41, 50-53.

Riffe, D., Lacy, S. and Fico, GF. (1998). Analyzing
Medi a Messages — Using Content Analysis in Research.
Mahwah, New Jersey: Law ence Erl baum Associ at es.

Roslow, P. and Nicholls, J.A F. (1996). Targeting the
Hi spani ¢ market: Conparative persuasion of TV
commercials in Spanish and English. Journal of
Advertising Research, 36(3), 67-77.

Rossman, M L. (1994). Milticultural Marketing —
Selling to a Diverse Anerica. New York, New
York: Anmerican Managenent Associ ation.

Roth, M (1995). Effects of G obal Market
Condi ti ons on Brand | mage Custom zation and Brand
Performance. Journal of Advertising, 24(4), 55-72.

Sanchez, J. (1992). Sone Approaches Better Than O her When
Targeting H spanics. Marketing News, 26, 8-11.

Sel by, N and Selby, C (1995). Mam Cty Quide.
Cakl and, California: Lonely Planet Publications

Ski nner, S.J. (1990). Marketing. Geneva, I|Ilinois: Houghton
Mfflin Conpany.

Soruco, G R (1996). Cubans and the Mass Media in
South Florida. Gainesville, Florida: University Press
of Fl ori da.

South Florida Market, The. 1996). Mam, Florida: The M am
Heral d Publ i shi ng Conpany.




77

Stenpel, G H and Westley, B.H (1981). Research Methods in

Mass Commruni cation. Englewood Ciffs, New Jersey:
Prentice Hall, Inc.

Strategy Research Corporation (1998). The 1998 U. S.
Hi spanic Market. Mam , Florida: Strategy Research
Cor por ati on.

Strategy Research Corporation (1991). US Hi spani c Market.
Mam , Florida: Strategy Research Corporation

Subervi -Vel ez, F. (1984). Hispanics, the Mass Media and
Politics: Assimlation vs. Pluralism Unpublished
Ph.D. D ssertation, University of Wsconsin-Mdi son.

----------- , F., Ramrez C B., Constantakis-Valdes, P.
Noriega, C., Rios D.I. and Wl kinson K T. “Hi spanic-
Oiented Media.” In Latin Looks, ed. Clara E
Rodri guez, 225-238. Boul der, Col orado: Westview
Press., 1997.

Summitry in the Arericas: A Progress Report.
(1997). Washington, District of Colunbia: Institute
for International Econom cs.

Thomas, M “The H spanic market.” Stores, 10 May 1988.

Thorn, WJ. and Pfeil, MP. (1987). Newspaper C rcul ation
Mar keting the News. Wiite Plains, New York: Longman
I nc.

True, S.L. (1992). The Rel ati onship of D vergent
Et hnic Accul turation Levels and Various Aspects of
Intra-Ethnic Advertisenents: An |Investigation of
Hi spani ¢ Consuners. Unpublished Ph.D. Dissertation,
University of M ssissippi.

Wagner, E. (1998). Advertising G aphics and
Production (Unpublished Course Textbook).
Gainesville, Florida: University of Florida.

VWiite, B.C. (1993). The New Ad Media Reality. Westport,
Connecti cut: Quorum Books.

Wlson, C.C and Gutierrez F. (1995). Race,
Mul ticulturalism and the Media — From Mass to O ass
Commruni cation. Thousand Qaks, California: Sage.




78

Wodman, G (1993). Rel ationship of Hi spanics’ |Instrunenta

Val ues to Levels of Acculturation Inplications to
Mar keti ng and Adverti sing. Unpublished nasters
thesis, University of Florida.

Wight, C R (1960). Functional Analysis and Mass
Comuni cation. Public Qpinion Quarterly, 24, 606-620.

Val des, M 1. (1995). Hi spanic Market Handbook. New Yor k
New York: Gal e Research

Veci ana- Suarez, A. (1990). H spanic Media — | npact and
| nfl uence. Washington, D.C.: The Media Institute.

Zi nkhan, G M, Johnson, M and Zi nkhan, F.C (1992).
D fferences between Product and Services Tel evi sion
Commercials. Journal of Services Marketing, 6(3),
59- 66.




Bl OGRAPHI CAL SKETCH

Bet hel Ann Raval o was born in the Philippines and
raised in Puerto Rico. She graduated fromthe University of
Puerto Rico in 1995 with a Bachel or of Science in Business
Adm ni stration — Marketing and a mnor in Organizational
Studies. After working as a Marketing Manager in a retai
operation in Puerto Rico, she noved to Gainesville in 1997
to pursue a Master of Arts in Mass Communi cation degree at
the University of Florida. During her academ c year she was
able to obtain work experience with MI'V Networks in Mam,
Florida and with Jordan, McGath, Case and Partners in
Manhatt an, New Yor k. She worked in the account teans for
Sm t hKl i ne Beecham and Procter and Ganble. Bethel Ann is a
menber of the Honor Society — Phi Kappa Phi and a AAAA -
MAIP Alumi. She will pursue a career in

adverti si ng/ mar ket i ng.

79



