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Abstract 
 

  

Date: 2008 June 08 

Course: Master thesis 

Authors:   Haiyan Wang, Teewin Wongrattanavichit 

Tutor: Jan Löwstedt 

Title:  The study of marketing communication effectiveness and 

customer perception of Tuna Park shopping centre 

Introduction:  The research about the effectiveness of marketing 

communication tool and customer perception was studied in 

Tuna Park shopping center, Eskilstuna. The marketing strategy 

and objective was to compare with the results from the 

questionnaire in order to measure the effect of each 

advertising and marketing communication tools. 

Problem: “How should the company invest in the marketing 

communication tool in the years to come”. 

Purpose: The purpose of the study is to measure the effectiveness of 

marketing communication tools used in Shopping center 

through the focal company ‘Tuna Park Eskilstuna’ using the 

framework of Hierarchy-of-effects model and its variation and 

FCB grid.  

Method: The primary data was collected by the interview and the 

questionnaire was conducted with respondents that were 

randomly invited to answer the questionnaire on the webpage. 

Analysis and conclusion: The television media has the highest reach and high effect on 

respondents, The radio media is lesser in effect. Newspaper is 

another high reach media while the outdoor advertising 

considered effective but has the least reach.   
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1. Introduction 

The introduction chapter provides necessary information about the background of the 

company, Problem statement and purpose of the research, target audience and limitation of 

the study.  

1.1 Background of the research and Company Background 

The authors had the opportunities to conduct the research about the marketing 

communication tools with Tuna Park shopping center in the issue of the marketing 

communication effectiveness. The research comprises of measurement of marketing 

communication effectiveness and the customer perception toward the marketing 

communication tools that company employed lately. The result would be used to come up 

with the recommendation for the company. In the following section, the background of the 

company and its strategy will be presented. 

1.1.1 Short Background of the Company  

Tuna Park Köpcentrum was established in year 2004. Tuna Park AB is the subsidiaries of 

Aberdeen Asset Management PLC. Tuna Park shopping centre is located in Eskilstuna, 

Sweden. The shopping center located 10 minutes from Eskilstuna Centrum. It is easy for 

customer to visit Tuna Park by car and public transportation.  

Tuna Park comprises of 66 shops within one shopping area separated by three main 

buildings. The first building “Stormarknad” comprises of big grocery stores such as Coop 

forum, Apoteket, Systembolaget, Fiskboden and Max Hamburgerrestauranger, 2nd  Building 

Volymhandel, comprises of big stores such as Expert, ONOFF , Colorama, Kvik, Micro Bildelar, 

Plantagen and Skopunkten and the last building  , the Gallerian which comprises small 

boutiques, food centre and activities area. The arrangement of boutiques in the shopping 

center was planned by the management. The shopping center has its own parking lot. (See 

Figure 1) 
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Figure 1: Location of Tuna Park 

 

Source: tunapark.nu, 2008 

1.1.2 Service & Product  

Tuna Park is a provider of the space for shops within the shopping center. Where the type of 

business is B2B (Business to business), the revenue of Tuna Park directly comes from the 

rent of the boutiques and shops which is considered as direct customer. However, 

undeniably, the shops and boutiques (or retailers) need to generate revenues from the 

customers which are described as visitors or shoppers. Therefore, the shoppers can be 

considered as the indirect revenue source of Tuna Park while the Retailers are the source of 

direct revenue. Consequently Tuna Park provides service and product that can divided 2 

frames which comprises of service & product for retailer customer and shoppers customer. 

Retailers 

As a B2B organization, the product of Tuna Park is the boutique space and facilities for 

operating shops. Tuna Park provides service for the retailer or boutiques by providing the 

space for each boutique. Moreover, the company also help facilitate by advertising the 

promotion from each boutiques in the newspaper, special discount coupon, company own 

magazine and website. 

Shoppers 

Although Tuna Park does not sell directly to the customer who comes to visit the shopping 

center, the customer can affect directly to the income of Tuna Park by their spending at the 

boutiques. Therefore, Tuna Park provides the facility that provide comfort shopping 

environment to customers such as free parking lot, events for family shoppers, free toilet 

and information by the magazines that also make easy to the customers. 
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1.2 Outlook of Tuna Park position on the market 

The information about the market, competition and position of Tuna Park shopping center 

are provided in this section 

1.2.1 Competition 

The competition of shopping centers in Eskilstuna is Oligopoly (a market type that a market 

is dominated by a small number of players) since there are only two shopping centers in the 

city of Eskilstuna. 

The only competitor is the Eskilstuna Centrum which comprises with a large number of 

shops located in the center area. The opportunity of capturing the center area is to acquire 

the easy-to-access location for the customer and capturing the non-intentional shoppers. 

However, the cluster of shops in Eskilstuna Centrum does not have the umbrella brand and 

almost unable to build up brand positioning. 

1.2.2 Positioning of Tuna Park 

The positioning of the company is the shopping mall for everybody in the family. Moreover, 

the concept of the shopping center is the place where the customer can find easy parking 

space and find shopping items within the same area.  

The shopping center welcomes any group of customer. However, according to the 

positioning of the company which is where the whole family can shop together, the main 

target groups of customers are family. 

1.3 Advertising strategy of Tuna Park 

This section provides the information about several types of advertising employed by Tuna 

Park in Eskilstuna area. Tuna Park has different purpose on each advertising as follows. 

1.3.1 Target group 

The shopping center welcomes any group of customer. However, according to the 

positioning of the company which is where the whole family can shop together, the main 

target groups of customers are family. However, in the real practice, the company designs 

the message in the advertising for the intentional shoppers. 

1.3.2 Newspaper  

Tuna Park advertises in three local newspapers available in Eskilstuna in order to show the 

sales promotion of the boutiques in Tuna Park by placing at the bottom of several the pages. 

The advertising in the newspaper comes in the form that the user can cut off the coupon 

and shows to the boutiques in Tuna park. Moreover, the advertising in newspaper is 

changed weekly according to new weekly promotion from different shops. The shopping 
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mall has big promotion pages four times per year that the advertising will take the whole 7 

pages in the newspaper. 

Moreover, Tuna Park occasionally acquires the whole page for promoting activities such as 

invited artists or musicians that held in the galleria. 

The message conveyed by the newspaper advertisement aims to attract the target audience 

to visit to the shopping center 

1.3.3 Television 

The Television ads is Profile advertising, the advertisement on television shows the shopping 

scene and shopping environment and many different kinds of shops. The aim of the 

television advertisement is to remind the brand in customers mind.  

The television channel that is chosen is TV4 only because TV4 is the only channel which 

broadcasts locally. 

1.3.4 Radio 

The aim of radio advertisement is the same to television which is to create awareness 

remind the existence of brand in customer’s mind. The radio channel that was chosen was 

Rix FM which is one among few local radio stations that is available for advertising in 

Eskilstuna area. 

1.3.5 Billboards 

The billboards advertisement that Tuna Park employed are located in the railway station 

only. The profile advertising and activities are the message conveyed by billboards, the 

message is changed according to the special events held in Tuna Park. The poster containing 

the message about activities is deployed whenever there is a special activity. 

1.3.6 Website 

Tuna Park has its own website “tunapark.nu” which contains information about Tuna Park, 

boutiques and special sales promotion at a particular time. 

1.3.7 Cooperation of Tuna Park 

By both closeness location and compatibility of strategy of both companies, Tuna Park and 

Eskilstuna Zoo have cooperation in term of co-promotion. This cooperation also benefit to 

both companies in term of enhancing brand positioning. The companies use a co-branding 

strategy by having joint commercial which has two brands presented together. The 

marketing communication tool that were used recently was Television advertising, Outdoor 

commercial (billboards), radio that aims to deliver a message of “One trip double pleasure, 

double fun”. Tuna Park and Eskilstuna Zoo also have joint logo type. 
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Moreover, Tuna Park and Eskilstuna zoo also have another joint promotion. Discount 

coupon for particular boutiques in Tuna Park is given to the visitors at the entrance of the 

zoo. Promotions are differs from time to time depending on the promotion from boutiques. 

1.4 Scope of the study and delimitation 

As the company needs basic information about how the money to be spend on marketing 

communication does work as much as it should be. The result of this research is limited to 

aim at marketing communication and advertisement is the area of the study that was picked 

out due to the limitation of information existed at the moment.  

The scope of this study is aimed mainly to the marketing communication and the effect of 

each marketing communication tool in comparison with to the theory and the objective of 

each marketing communication tool by the company. Yet, some other relevant issue to the 

marketing communication such as consumer behavior that can be benefit to the company 

as well.  The scope of marketing communication is aimed to study all kind of advertising that 

were employed by Tuna Park previously, which includes; Television, radio, Outdoor 

Commercials and News Paper.  

However, there is another kind of research in some particular area such as customer 

satisfaction and expectation toward Tuna Park the brand positioning can be the other issues 

that the researchers give recommendation to do conduct these kind of further researches as 

those researches can be based on this research on marketing communication. 

1.5 Problem areas 

The shopping center Tuna Park was newly established three years ago, despite the fact that 

the company is growing profitably year over year, the information about the market and its 

customer are very limited due to the company had no research conducted in full-coverage 

scope of Eskilstuna area before, especially the research that measure the feedback from 

customer due to the marketing campaign that were launched. Moreover, the shopping mall 

does not have membership system to trace the behavior of customer. Therefore, the 

Company solely employs the marketing strategy by business sense at the moment.  

1.6 Problem statement 

The problem statement of the study is “how should the company make decision on 

improvement marketing communication strategy and investment of media channel in the 

years to come”. As the shopping center is newly opened, the information about the 

effectiveness and response from the customer in term of marketing communication is very 

limited; however, the company needs to know that the investment on marketing 

communication effort is worth in term of which marketing communication channel and 

which target customer should company focus on. Moreover, the behavior of customer that 

reflects from the marketing communication is another aspect that the company needs to 

acquire in order to come up with marketing communication strategy as well.  
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1.7 Purpose of the study  

The purpose of the study is to measure the effectiveness of marketing communication tools 

used in Shopping center through the focal company ‘Tuna Park Eskilstuna’ using the 

framework of Hierarchy-of-effects model in order to come up with recommendations for 

the company. Moreover, the study also covers the behavior of customer which will be 

benefit to the company to come up with a proper investment in the right channel of 

marketing communication in the future.  

The researchers aims to study the effective way to utilize the resource of the company on 

the marketing communication in order to capture new perspective customer and retain the 

current shoppers for Tuna Park. As this study is conduct for the first time, this will provide 

the company to be able to see the behavior of customer affected from the marketing 

communication strategy and how the customers perceive the message. Therefore, the 

result from this study is going to be used in the marketing strategy planning of Tuna Park for 

the years to come.  

1.8 Target Audiences 

The main target audience of this research is the marketing executive of Tuna Part shopping 

center. However, the target audience for this research can be the researchers who would 

like to conduct a further study on other aspects of marketing of Tuna Park shopping center.  
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2. Literature review 

As the author decided to study on the effect of integrated marketing communication 

effectiveness of Tuna Park AB, the literature search was conducted to give support to the 

research. The literature sources that were used included; University Database, Internet 

Source and Text Books. 

The database that was used in the literature search was mainly acquired from the university 

database.  The authors used several internet databases such as JSTOR, Emerald and Science 

direct as main sources in search of the relevance study.  And research in order to discuss in 

the related research and study.  

To acquire the in-depth knowledge about the Marketing communication, the book from 

Belch & Belch on Advertising and Promotion-Integrated Marketing Communication (2003) 

were used as a major source of knowledge.  Another text book that authors used were 

selected from de Pelsmacker et al “Marketing Communications: A European Perspective” 

(2004). Moreover the textbook from Perloff “The Dynamics of Persuasion: Communication 

and Attitudes in the 21st Century” (2002) were also used to acquire the knowledge about 

the marketing communication as well. Another source of literature were acquire from the 

center of Interactive advertising, the University of Texas at Austin, www.ciadvertising.org 

For the knowledge about the market communication campaign tracking and evaluation 

which are the part of study of effect from the marketing communication which is the 

purpose of the study, the textbook that the authors applied to the framework of the 

research was “Advertising communications & Promotion management” by Rossiter & Percy 

(1996) Another source of literature were articles from Emerald insight “Advertising Effects 

and effectiveness” by Bendixen (1993)  

2.1 Related research and study 

According to study of Scholten (1996) on the study of Information-Processing Model of 

Advertising Effectiveness, Advertising effectiveness is assessed by investigating the 

relationship between advertising expenditures and brand sales. The author marked that 

several of hierarchy-of-effects model have been advanced for advertising effectiveness and 

each model in this paradigm has assumed a particular sequences of stages that consumer 

pass through until demand is affected.  (Scholten, 1996, P.1) However the author gives 

support to IMP rather than other variance of hierarchy model by discussing that IMP remain 

vulnerable to the criticism over traditional hierarchy model that did not base on attitude 

about the selective and biased learning of advertising communications (Scholten, 1996, P.2) 

The author concludes that; the  IPM  provides  a  general  framework  for advertising  

research  by  (1)  identifying  four  major  classes  of antecedents  of  advertising  effects,  (2)  

identifying  five  major classes of advertising effects, (3) conceiving advertising  effectiveness  

as  a  sequence  of  responses  up  to  the  target  response  in the  sequence,  and  (4)  

conditioning the  effect  of an  advertising treatment on other advertising treatments and on 
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the marketing context  in which  the  advertising  treatments  are  implemented. (Scholten, 

1996, P.6) 

Keith B. Murray and Christine M. Vogel conducted the study on Using a “Hierarchy-of-

Effects Approach to Gauge the Effectiveness of Corporate Social Responsibility to Generate 

Goodwill Toward firm: Financial versus Nonfinancial Impacts”, the research about the 

effectiveness was conduct using the Hierarchy-of-effect approach to measure the 

effectiveness of CSR campaign, moreover the authors also stated that “hierarchy-of-effects 

model offers such a measurement technique in that it addresses cognitive and affective 

dimensions as well as behavioral outcomes, which, taken together, capture how individuals 

process and use information” (Murray and Vogel, 1998) 

 

The study about Advertising effect and Effectiveness by Bendixen (1998) discussed that the 

earlier stage of communication are accessed via intermediaries variables; Awareness is 

accessed by Impact and recall, Comprehension is accessed by Interpretation of Message and 

difficulty of understanding and perceived image. The conviction stage is accessed by 

credibility. However, Bendixen also discussed that the measurement of consumer intention 

to purchase the advertised brand/product are notoriously poor in actual behavior stage. The 

study also suggests The FCB matrix as a comprehensive communication model.  

Robert Madrigal (2001) studied the social identity effects in a belief-attitude-intention 

hierarchy on the sponsorship of corporation as one of marketing communication vehicle.  

The study that test hierarchy of belief-attitude-intentions is similar to the hierarchy of effect 

from the integrated marketing communication.  

2.2 Term and definition 

In order to provide a clear picture of the research, the specific term and definition are 

provided in this section. 

 

Definition of Integrated marketing communication 

There are different marketers gave the different definition of integrated marketing 

communication (IMC) However, the researcher decided to bring the definition from Belch & 

Belch. According to Belch & Belch (2003) IMC involves coordinating the various promotional 

elements and other marketing activities that communicate with a firm’s customers. The 

marketing activities are not just promotion, communicates with customers (Belch & Belch, 

2003, P.17) IMC comprise of Advertising, Personal Selling, Sales Promotion, Direct Marketing 

and Public relation.  

Definition of Advertising 

As well as the definition of IMC, there are large numbers of definition for advertising. 

According to the definition on advertising by American Marketing Association, Advertising is 
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The placement of announcements and persuasive messages in time or space purchased in 

any of the mass media by business firms, nonprofit organizations, government agencies, and 

individuals who seek to inform and/ or persuade members of a particular target market or 

audience about their products, services, organizations, or ideas (Marketingpower, n.d.) 
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3. Methodology 

3.1 The Choice of topic 

According to the interview with Tuna Park executive, Mr. Peder Berentsen - the companies 

which has 3 years old of establishment has not conducted sufficient amount of research in 

order to acquire adequate amount of market information in term of consumer behavior, 

reach, perception and attitude of both current and perspective customers in order to come 

up with precise strategy. Therefore, the research will be mainly benefit to Tuna Park and the 

researchers who conduct the related studies. 

Moreover, the researchers also see the importance of the marketing communication as 

marketing communication can reflect in term of the profitability of company, therefore , 

according to the famous quote by John Wanamaker "I Know Half the Money I Spend on 

Advertising is Wasted, the Trouble is Which Half?" (Quotationpage, n.d.) Tuna Park should 

know where to spend the money on investment of marketing communication on the right 

place. 

3.2 The chosen concept 

In order to analyze the marketing communication of Tuna Park, two marketing theories 

were chosen in order to analyze both secondary and primary data collected. The data used 

in this research were mainly collected from primary source by interview with executive of 

Tuna Park and the questionnaire to be distributed.  

As the study of effectiveness of advertising from Tuna Park will be employed, several 

concepts are picked up into consideration; these concepts are the hierarchy of effect and 

Information Processing Model as a variation. The model of Hierarchy of effect can identify 

the customer who exposed to the media and will be able to measure by the classification of 

learn, feel and do whether this is according to the goal of advertising that the company 

would like to achieve while the Information Processing Model was used to see the attention, 

comprehension, message acceptance and recognition in different aspect. 

3.3 Choice of collecting information 

The research is conducted in order to acquire empirical data for analyzing the 

communication effectiveness and perception/attitude of perspective customers in 

Eskilstuna.  The research was based on mainly on primary data. 

The primary data is acquired from the interview with executives of Tuna Park, and 

distribution of questionnaires and interview. As the secondary data of industrial information 

is limited, the information about companies and industrial specific information are mainly 

expected to acquire from the executive interview.  
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The interview was conducted with Mr. Peder B, the manager of Tuna Park on the 9th, 16th 

and 23th of April 2008 in order to acquire the essential information for the empirical 

findings.  

The questionnaire was distributed conducted from 16th of May 2008 until 23th. The detail 

the questionnaire survey is stated below.  

3.3.1 Choice of market survey methodology 

The market survey methodology that was used in the research was chosen from several 

noted methods used in the tracking studies of marketing communication: Panel Method, 

Wave Method and Continuous Method. 

The panel method is theoretically most appropriate tool that provides most valid procedure. 

Yet, the method is beard out to be the most costly. The method diagnoses the causality of 

advertising through every step (Rossiter and Percy, 1998, P591) the panel survey, same 

consumers are called to interview from the pre-campaign wave to the during campaign 

wave. However, as the company did not do the ad-testing research before the launch, it is 

not possible to use this tool.  

Continuous method: in this survey method, small random samples of consumers or 

customers are drawn from the potential target audience population on a daily or weekly 

basis. The method is known as “Continuous tracking” (Rossiter and Percy, 1998, P591) 

Therefore, this method can provide the outcome as moving average and provide the fast 

data that can enhance speed of the management response. However, due to the nature of 

the research, this is not possible for researchers to keep tracking the marketing 

communication campaign continuously as daily/weekly basis. Therefore, the authors 

decided not to chose this method. 

The Wave Method: Wave method interviews separate samples of consumers or customers 

each time, the wave method allows researchers to relate steps in the chain of effects on 

aggregate basis. The researchers can relate exposure to percent processing or percent 

processing to percent acquiring the communication effect. (Rossiter and Percy, 1998, P591) 

The authors considered that this method is the most appropriate amongst 3 survey methods 

presented above.  

3.3.2 Choice of research Instrument 

After choosing survey methodology, the researchers had considered several research 

instruments to find which are the most appropriate for the research. Finally the researchers 

came up with the questionnaire as the research tool – which the distribution of 

questionnaire will be explained in detail later in the next section. 

As there are some weaknesses in focus group research instrument in order to conduct a 

post test of advertising and advertising effectiveness. According to Rossiter and Percy (1998, 
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P551), focus group are appropriate for advertising strategy research. Rossiter also argues 

that there are four principle reasons for not testing advertising in focus group 1 non-valid 

exposure condition, 2. Non-valid processing reactions, 3 lack of reliable projection of results, 

4 the lower cost is misleading 

Due to the time limitation and the marketing communication exposure which is to be 

measured, the in-depth interview are considered improper research instrument for the 

research. However, as the survey needs to show the ads to respondents to measure the 

advertising processing, the research has tried to adapt this concept by utilizing the website 

of Tuna Park and the form of questionnaire. The researchers have designed the web-based 

interactive questionnaire that is possible to show pictures, video and sounds to the 

respondents.  

The questionnaire is mainly focused in order to find out the effectiveness of communication 

of Tuna Park toward target audiences, moreover, the perception and attitude of the 

perspective customers as well. The company Tuna Park agrees to work with researchers by 

helping on the distribution of invitation letter to fill in the web-based questionnaire.  

The invitation letter from the company will convey the special prize which offers a particular 

amount of money for those who win. The questionnaire and invitation is available in the 

Appendix. The 2000 copies of invitation letter were randomly sent out all over the city by 

mailing company hired by Tuna Park. The questionnaire that used in the research was in 

Swedish and the respondents to the questionnaire are the target respondents in Eskilstuna 

city that were randomly sent the invitation with passwords to log in to the survey page of 

Tuna Park website (www.tunapark.nu/tycktill). The detail of population and sampling 

techniques is stated below. 

The reason that the researchers chose the web-based questionnaire comes from several 

reasons, According to internet telecommunication union (ITU), the internet usage rate of 

Sweden is increasing over past several years and the percentage per total population is 

76.7% in 2007. Moreover, the distribution of invitation letter cost lesser than the 

distribution of the whole set of questionnaire which the customer needs to send back to 

tuna park which may reduce the chance of getting questionnaire in a way. 
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Table 1: 1 Sweden Internet Usage and Population Statistics 

YEAR Users Population % Pop. Usage Source 

2000 4,048,000 8,899,075 45.5 % ITU 

2004 6,722,553 9,043,990 74.3 % Nielsen//NetRatings 

2005 6,800,000 9,076,757 74.9 % ITU 

2007 6,981,200 9,107,795 76.7 % ITU 

 Source: Internet World Statistics (internetworldstats.com, 2007) 

3.3.4 Population and sampling techniques 

According to the Statistics Sweden (www.scb.se, n.d.) the population of Eskilstuna is 

approximately 60,200 with municipality's 93,101 inhabitants. The sampling size of 

questionnaire needed will be equal to 383 sample size with 5% of margin of Error or 95 

percent level of certainty (Fisher ,2004, P160) However, the company agreed to send out 

2000 copies of invitation letter in order to collect the web-based questionnaire. The 

sampling method was simple random sampling by sending out the invitation letters to 

households and apartments. The data that authors used to present throughout the research 

as of May 23, 2008 were 432 copies which comprises of 193 male respondents and 239 

female respondents.  

3.3.5 The design of questionnaire 

This section depicts how the researchers designed the questionnaire and the question that 

were created. The questions were design following the chosen concept and company 

requirements. You can find the questionnaire at the appendix of the paper. 

The questionnaire is divided into 3 sections  

1. Marketing Communication, 2.Consumer Behavior and, 3.The Personal data of 

respondents. The first part, marketing communication was designed according to the 

concept of effectiveness test which comprises of Exposure and Presentation test, 

recognition that was used to measure the attention. The recall test which aims to see the 

interpretation of message and brand attitude that derived from the attitude toward 

message conveyed by advertisement.  And importantly, measure the overall effect of 

advertising which is used to compare with the objective of marketing communication of the 

company. 

The second part, consumer behavior was aimed to gather the additional information that 

company inquired the researchers to find out such as the possibility of other Medias that 

the company may employ the advertising for the year to come. Moreover, in this section, 

some questions were also crafted in order to verify the brand positioning and target 

customer of Tuna Park. The third part of questionnaire is personal data of respondents. 
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3.4 How to analyze the information 

Since the measurement of marketing communication effectiveness needs the information 

from the primary empirical data only due to the nature of the research. Therefore, the 

analysis of information will be totally focused on primary data. 

The primary data uses in this research comprises of: First, data from interview with 

executive regarding the information about company policy and marketing communication 

objective of Tuna Park. Second, the empirical data from questionnaires - that was conducted 

with 432 respondents. In this section, several statistical tools will be applied to analyze the 

information.  

The statistical tools that will be used in the research are descriptive statistics tools. The 

analysis applies frequency and arithmetic means. The frequency is used in the non-ranking 

question. The Likert-scale will be used will be calculated by arithmetic means. 

3.4.1 Analysis of Data 

Throughout this research, several statistical tools that were used in the analysis of data are 

percentage and Likert scale. The percentage were used in the questions which asked the 

general information from respondents while the authors decided to put Likert-Scale into the 

questionnaire in order to measure the attitude of respondents toward several issues, the 

interpretation of advertising, Attitude toward Advertisements, How satisfy the respondent 

toward the special offers by Tuna Park and people that influence the visit at Tuna Park. 

The calculation of likert scale interval 

The followeing formular were applied to define the interval range of likert scale 

used in the research 

Range of scores  = (Highest score-Lowest score)/ Number of interval 

Therefore the Interval of Scores  = 7-1/7 = 0.857 

The calculation Likert score 

The Likert scale is calculated using weighted mean value 

Weighted Average = (W1F1 + W2F2 + … + WnFn)/ (F1+F2+…+Fn) 

Given;  W = Weight of score (From 1-7 as of Likert scale) 

 F = Frequency of score in each intervals 

Interpretation of Likert score 

The Likert scale used were 7 intervals and the range of Likert interval score was 0.857. Once 

the Likert score is calculated, it will be interpreted according to the following table whether 
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which is the interval range that calculated Likert score falls into. The interpretation of score 

is shown as Likert items as described on the next page. 
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Table 2: Interpretation of Likert score 

Interval 

Range 

Interpretation of data 

Interpretation of Ads Satisfaction toward special 

offers in newspaper 

Presentation of 

advertising 

People that influence the 

visit of Tuna Park 

Interest of Tuna Park special 

offer to respondents 

1.000-1.857 Very high Intuition Not satisfy at all Very good Very low influential Very Interesting 

1.858-2.715 High intuition Not satisfy Good Low influential Not interesting 

2.716-3.573 Moderate intuition Rather not satisfy Somewhat good Moderate low influential Rather not interesting 

3.574-4.431 Balance fair Tolerable Moderate influential Tolerable 

4.432-5.289 Moderate deliberation Rather satisfy Somewhat bad Moderate high influential Rather interesting 

5.290-6.147 High deliberation Satisfy Bad high influential Interesting 

6.148-7.000 Very High Deliberation Very satisfy Very bad Very high influential Very Interesting 
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Part 1 Marketing Communication 

The analysis of information in this section were based on the frequency statistical 

tool in order to measure the number of exposure of respondents, the recall of brand 

and the recall of advertising. However, there is a section that the researchers needs 

to measure by the Likert scale which is “how you understand the advertisement” 

which the interpretation of advertising will be measured whether the respondents 

are more likely to understand the advertising by intuition or deliberation.  

The interpretation of advertising rank from 1-7 to measure the deliberation-intuition 

of how advertising works in the mind of respondents, the influential of advertising 

were used to measured how influential the ads to make customer go to the shopping 

mall. And the presentation of advertising was used to measure the attitude toward 

advertising that will affect the brand and derive in the later stage of hierarchy of 

advertising effect 

Part 2 Consumer Behavior & Part3 Personal Data 

The statistical tools used in these two part were similar to the first part which is the 

percentage and Likert scale as explained. The researchers leaved out the cross 

tabulation (Frequency distribution) due to the data collection of the company 

database did not provide the full table which can be used to run pivot table and 

coefficient test. 
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4. Concept & Theory 

4.1 How advertising works 

Communication Processes 

One of the notable models of communication was developed by Claude Shannon and 

Warren Weaver (1949), the model of communication process.  The model involves a 

message sent by a source to a receiver, the sender encodes a message by verbal and non-

verbal symbols and sends through a particular channel to a receiver, who decodes or 

interprets the message. The receiver in turns reacts and responds to the message by 

encoding feedback and sent back to the original sender. However, the communication 

context involves noise which is any interference that limits the ability of the channel to carry 

a message faithfully from the sender to the receiver. The interference can occur in both 

encoding and decoding stage or even exist in the channel used to transmit (Smith, 2004)  

Figure 2: Communication Processes 

 

Source, Strategic Planning for Public Relations, Ronald D. Smith 2004 

Advertising effectiveness 

Hierarchy-of-effect 

Hierarchy-of-effect models are a fundamental marketing communication models that 

influence on marketing thoughts. The hierarchy of effects model has become the foundation 

for objective setting and measurement of advertising effects in many companies (Belch & 
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Belch, 2003) the model was developed by Robert Lavidge and Gary Steiner. The model 

assumes that individuals go through a series of attitudinal stages on the way to a purchasing 

decision. In general, a hierarchy-of-effects model assumes that things have to happen in a 

certain order. The model assumes that things will happen in a certain order. Consumers 

goes to difference stages from cognitive, affective and a cognitive stage or think-feel-do 

(Marketing Communications: A European Perspective, de Pelsmacker et al, 2004) Exposure 

to an advertising message is thought to move them along a continuum from awareness to 

final behavior or purchase. The model further assumes that marketing communication is the 

tool that drives that movement. Therefore, the more messages or exposures provided to 

customers and prospects, the faster they will move along the continuum and ultimately 

purchase the marketer’s product or service. (Schultz & Schultz, 2003) Lavidge and Steinger 

(1961) formulated six steps consumers follow before actual purchasing: 1) awareness, 2) 

knowledge, 3) liking, 4) preference, 5) conviction, and 6) purchase. 

 Table 3: Hierarchy of Effects table 

Cognitive Stage 

The realms of thoughts, Ads provide 

information and facts 

Awareness 

Knowledge 

Affective Stage 

The realms of emotions, Ads change 

attitudes and feelings 

 

Liking 

Preference 

Conviction 

Behaviour(Conative) Stage 

The realms of motives advertising 

stimulates or direct desires 

Purchase 

 

Bendixen (1993, P.2) the earlier stage of communication are accessed via intermediaries 

variables; Awareness is accessed by Impact and recall, Comprehension is accessed by 

Interpretation of Message and difficulty of understanding and perceived image.  

High-Low involvement 

Involvement is viewed as a variable that can help explain how consumers process 

advertising information and how this information might affect message recipients. (Belch & 

Belch, 2003) In this research the FCB (Foote, Cone & Belding advertising agency) grid that 

was developed that provides a clear useful way of the high-low will be implemented to the 

questionnaire development and analysis.  
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Figure 3: FCB Grid 

Source: Belch & Belch, Advertising and Promotion Integrated marketing 

communication, 2004 

According to the nature of business of Tuna Park, the decision of visiting the shopping 

centers is low-involvement. Moreover, the media used by the company are the Medias for 

low involvement product, therefore, the study will scope only on the messages that were 

conveyed by advertisements.  

Information Processing Model 

However, another development of hierarchy model called the information processing model 

of advertising effect was purposed by William McGuire. The assumption of model is the 

receiver of a communication tool is an information processor or problem solver. Therefore, 

the hierarchy of the model are similar to the hierarchy of effects sequence (belch & belch, 

2003) which starts form attention & comprehensions instead of knowledge, yielding instead 

of liking. Retention which is the ability of the receiver to recall the portion of the 

comprehended information that he or she accepted as valid or relevant, therefore the 
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importance of retention is how the promotional campaign takes action in the mind to 

provide customers for receiver to use later in making a purchase decision   

Figure 4: Information Processing Model 

        

Source: Belch & Belch, Advertising and Promotion Integrated marketing     

communication, 2004 

Nonetheless, according to the nature of the research and the requirement of the company, 

the researchers need to carve out some parts of the theory in order to be most suitable to 

the research.  The retention/ recall over time were decided by the authors to be cut off by 

the reason that the recall over time test requires perpetually data collection which this ad 

hoc research at a particular time is unable to provide.  

 

 



 

 22

5 Findings 

5.1 Marketing Communication tool and objectives of Tuna Park 

In this section, marketing communication tools and objective of Tuna Park from interview 

with Tuna Park executive will be presented. The data is used to depict how each marketing 

communication tools were conducted. Moreover, the objective of each communication tool 

is also provided. The communication objective of Tuna Park is to be compared by items with 

the result from the questionnaire that will be presented in the next section, 5.2. The 

comparison will be made to the position of Tuna Park, objective of newspaper, television, 

radio, outdoor advertising and website. 

5.1.1 Positioning of Tuna Park 

According to the positioning of the company which is where family with kids can shop 

together, and the main target groups of customers are family with kids.  

5.1.2 Newspaper  

Tuna Park advertises in three local newspapers which exist in Eskilstuna in order to 

announce the sales promotion of the shops in Tuna Park. The advertising is positioned at the 

bottom of advertising section in the newspaper. The advertising presents the coupon 

showing discounts and special offers which can be cut off as a coupon for receiving 

discounts or special offers. The offers are replaced weekly according to the promotion held 

by boutiques in Tuna Park. The shopping mall has seasonal big promotion pages four times 

per year that the advertising that takes the whole several pages in the news paper. 

Another kind of advertising in newspaper from Tuna Park is to promote activities held in the 

galleria of the shopping mall. 

The message conveyed by the newspaper advertising of the company aims to increase the 

visitor to tuna park. Moreover increase the purchase by customer using the provided 

coupon.  

5.1.3 Television 

Tuna Park employs television advertising on TV4 which is only one TV channel that 

broadcast locally in Eskilstuna and the location nearby. Tuna Park has no policy to broadcast 

the adverting in any other Television channel.  

Television advertising is Profile advertising which shows the shopping scene and shopping 

environment and many different kinds of shops. The aim of the television advertisement is 

to remind the brand in customers mind.  There are three theme of Television advertisement, 

however the more detail about how the appearance of advertisement is available in 

Appendix.  
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5.1.4 Radio 

The aim of radio advertising is the same to television which is to remind the existence of 

brand in customer’s mind. The ratio channel that was chosen was Rix FM which is the only 

one radio that can broadcast the advertising of the focal company. 

5.1.5 Outdoor Advertising (Billboards) 

The billboards advertising that Tuna Park employed are located in the railway station only. 

The profile advertising and activities are the message conveyed by billboards, the message is 

changed weekly. The poster containing the message about activities is deployed whenever 

there is a special activity. The aim of outdoor advertising is to inform the target audiences 

about the events in Tuna Park and it are expected the target to visit Tuna Park as well. 

5.1.6 Website 

Tuna Park has its own website “tunapark.com”, the website contains information about 

Tuna Park, boutiques and special sales promotion at a particular point of time. The special 

offers can be printed out of the website to receive a discount in the shopping center.  
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5.2 Empirical Findings from questionnaire 

5.2.1 Positioning 

Percentage of respondents that go shopping with family/kids is 71% while the rest 29% do 

not visit Tuna Park with family or kids.  

However , from the question measuring the person that influence the respondents to visit 

tuna park. The data from likert score. More detail about the score is presented in table 2, 

methodology chapter  

Person that influence respondents to visit Tuna Park 

The data is calculated to Likert score, the family decision has highest Likert score equal to 

4.711, One’s own decision 6.157, Friends 4.643 and Kids equal to 3.594 

Figure 5: Person that influence respondents to visit Tuna Park 

  

5.2.2 Media coverage 

Television 

The numbers of respondents that do not watch TV4 Television channel is 10% of the total 

respondents while the rest of 90% watch TV4 channel. 

The respondents that watch TV4 but do not remember both advertising and do not know 

that Tuna Park appears on television are 3% of the respondents that watch TV4. The 

respondents that there is Tuna Park Advertising on television but cannot remember the 

brand was 52%. The respondent that remembers the advertising but did not know the 

advertising was from Tuna Park was 2% and finally, the respondents that remember both 

advertising and brand are 43%.   
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Figure 6: Detail of respondents exposed to TV advertisement on TV4 

 

5.2.3 Radio  

The numbers of respondents that do not listen to Rix FM radio channel were 65% of the 

total respondents. While the rest of 35% of respondents listen to Rix FM. 

However, while looking at the portion of respondents who listen to Rix FM, the respondents 

that listen to Rix FM but do not remember both advertising and do not know that Tuna Park 

appears on television are 14% of the respondents that listen to Rix FM. The respondents 

recall that there is Tuna Park Advertising on television but cannot remember it was Tuna 

Park was 61%. The respondent that remembers the advertising but did not know the 

advertising was from Tuna Park was 3% and finally, the respondents that remember both 

advertising and brand are 22%.   
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Figure 7: Detail of respondents exposed to radio advertisement on Rix FM 

 

The preferred radio channel of respondents amongst 3 radio stations chosen from Tuna 

Park is 1st Rix FM with the percentage of 53%, Mix Megapol with percentage of 44% and 

follow by Radio Eskilstuna with percentage of 4%.  

Figure 8: Preference of respondents on radio channel 

 

5.2.4 Newspaper 

According to the result from the questionnaire 63% of respondents remember the 

advertising from Tuna Park. 10% do not remember the advertising although they read 

newspapers that have advertising from Tuna Park. And 27% do not read the newspaper that 

tuna park employs the newspaper advertising. 
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Figure 9: Detail of newspaper reader respondents 

 

Amongst the respondents that have seen the advertising 9% of respondents do not 

remember how the advertising was like but they remember that the advertising is from 

Tuna Park. 49% of respondents remember that there is Tuna Park advertising on the 

newspapers but they do not remember the advertising was like. And 42% remember the 

advertising and know that the advertising belongs to Tuna Park 

Figure 10: Respondents recall the advertisement & Tuna Park from Newspaper 
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5.2.5 Outdoor advertising 

79% of the respondents did not see the outdoor advertising from Tuna Park which is located 

around Eskilstuna Train station. And the rest of 21% have seen the outdoor advertising. 

However, amongst the respondents who have seen the outdoor advertising. 68% remember 

that the outdoor advertising was from Tuna Park but they could not remember the contents 

of advertising. 4% of respondents remembers the outdoor advertising only but did not know 

that it was the advertising from Tuna Park. And 27% or respondents remember both 

advertising and Tuna Park. 

Figure 11: Detail of respondents exposed to outdoor advertisement 

 

5.2.6 The effect of the advertising of each media on respondents  

Television Advertisement 

The effect of Television advertisement to the respondents: The awareness of Tuna Park 

brand was creating amongst 28% of the respondents who remember both Tuna Park and 

the advertising. 17% of respondents are informed about what Tuna Park is and 10% were 

created liking, 7% of respondents prefer Tuna Park over another shopping mall.  4% were 

convinced to visit Tuna Park and 34% take action by visiting Tuna Park shopping center. 
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Figure 12: Effect of Television Advertisement 

 

Radio Advertisement 

The effect of Radio advertisement to the respondents: The awareness of Tuna Park brand 

was creating amongst 52% of the respondents who remember both Tuna Park and the 

advertising. 15% of respondents are informed about what Tuna Park is and 18% were 

created liking, 0% of respondents prefer Tuna Park over another shopping mall.  9% were 

convinced to visit Tuna Park and 6% take action by visiting Tuna Park shopping center. 

Figure 13: Effect of Radio Advertisement 

 

 

Newspaper Advertisement 

The effect of Newspaper advertisement to the respondents: The awareness of Tuna Park 

brand was creating amongst 30% of the respondents who remember both Tuna Park and 

the advertising. 29% of respondents are informed about what Tuna Park is and 15% were 
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created liking, 2% of respondents prefer Tuna Park over another shopping mall.  2% were 

convinced to visit Tuna Park and 19% take action by visiting Tuna Park shopping center. 

Figure 14: Effect of Newspaper Advertisement 

 

        

Outdoor Advertisement 

The effect of Newspaper advertisement to the respondents: The awareness of Tuna Park 

brand was creating amongst 52% of the respondents who remember both Tuna Park and 

the advertising. 16% of respondents are informed about what Tuna Park is and 8% were 

created liking, 0% of respondents prefer Tuna Park over another shopping mall.  0% was 

convinced to visit Tuna Park and 24% take action by visiting Tuna Park shopping center. 

Figure 15: Effect of Outdoor Advertisement 

 

5.2.7 The attitude of respondents toward advertising 
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The attitude of respondents toward advertising is measured by Likert Score. The Likert Score 

of Television advertisement is 4.454, The Likert score of Radio Advertisement is 3.495, Likert 

score of newspaper advertisement is 4.438 and Likert score for Outdoor advertisement is 

4.609 

Figure 16: Effect of Television Advertisement 

 

5.2.8 The interpretation of advertising from respondents  

The interpretation of advertising is measured by Likert Score. The Score of Television 

advertisement is 3.472, the score of Radio Advertisement is 2.458, Likert score of 

newspaper advertisement is 3.958 and Likert score for Outdoor advertisement is 3.282. 

Figure 17: The interpretation of advertising 
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5.2.9 Special offers and promotion from Tuna Park 

Number of users that use discount coupons 

80% of The respondent that use discount coupons from Tuna Park uses the coupon from 

newspaper, 7% from co-promotion with Eskilstuna Zoo and 25% from tunapark.nu 

Figure 18: Number of users that use discount coupons 

 

The interests over the special offers from Tuna Park is calculated by likert scale and the 

score for special offers from Tuna Park is 2.757.  

Tunapark.nu and Discount Coupon from Tuna Park 

There are about 29.9% respondents know that tuna park has its own website while 63% out 

of them know they can print out the discount coupon from tunapark.nu. 

 

Figure 19: Tunapark.nu and Discount Coupon from Tuna Park 
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These findings data from both interview with executive and the data from questionnaire will 

be analyzed in the next chapter. Analysis of empirical data 
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6. Analysis 

The effectiveness of marketing communication of Tuna Park will be analyzed in this section 

by comparing the objective of marketing communication. The analysis starts from 

Positioning of Tuna Park. Media coverage which is dealing with the choosing of media to 

employ advertising, Recall or advertising and brand, effects of advertising by hierarchy, 

attitude toward advertising, interpretation of advertising and analysis of effectiveness of 

special offers from the shopping center. 

6.1 Positioning of Tuna Park Use  

According to the interview with the manager of Tuna Park, the positioning of the company is 

the shopping mall for everybody in the family Firstly, the analysis of Tuna Park is to check 

whether the brand positioning is right for Tuna Park. 

From the empirical data the respondents that go shopping with family or Kids at Tuna Park 

is 71% while the rest of respondents do not go shopping with family.  Therefore this is the 

once evidence that shows that Tuna Park activities has enhanced its brand positioning. 

Moreover, the measured brand positioning is right to the company positioning as well. 

As exhibited in Figure 4, our measurement shows that the people who influence the 

shopping at Tuna Park the most is not surprisingly “own respondents decision” following by 

Family decision, Friend and Kids. Therefore, we can conclude that the family decision is one 

of the influential factor rather than the kids. Therefore, the advertising that Tuna Park 

would employ in the future should be in line the individual decision, shopping place for 

family that can enhance the brand positioning. And one more that can be consider, is to 

shop with friends. 

6.2 Media coverage 

In this section, the analysis about the coverage of media used by Tuna Park will be analyzed 

and discussed. The coverage of media is the number of respondents that watch the 

television media – TV4, listen to Rix FM, a radio channel that Tuna Park employed 

advertising, Reading 3 newspaper that has the advertising from Tuna Park including 

Eskilstuna-Kurire, Folket and Smejournalen.  And have seen the outdoor advertising from 

the shopping center. 

Television Media 

According to the empirical findings, the percentage of respondents who do not watch TV4 

channel is 10% of the total respondents, moreover since TV4 is only one television channel 

which broadcast locally. The rest of 90% or respondents are the considerable number to 

continue to employ the television advertising on TV4. 
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Radio Media 

There are 62% of the respondents who answered that they do not listen to Rix FM. However, 

while considering three radio channels that Tuna Park can employ the radio advertising. The 

percentage from findings show that Rix FM is the radio channel that respondents listen to 

the most, with the highest percentage of 53% following with Mix Megapol of 0.44% and 

Radio Eskilstuna of 0.04%.  

Newspaper Advertising 

Tuna Park employs advertising in three newspapers in Eskilstuna, Eskilstuna-Kuriren, Folket 

and Smejournalen. The number of non-newspaper reader from respondents is only 27% 

which means the newspapers remain a proper media for employing advertising.  

Outdoor Advertising 

There are a large percentage of respondents who do not see the outdoor advertising of 

Tuna Park with the percentage of 79%. However, the outdoor advertising location is 

available at the train station only which makes the exposure level remain in low level. 

6.3 Brand awareness (Recall Test) 

According to Rossiter & Percy (1998) , brand awareness comprises of two elements, first the 

advertising recall and brand recall, the following section is the analysis on the brand 

awareness on how successful the company has done in creating awareness using the various 

kinds of advertisings. 

Television Media 

Amongst the respondents that watch TV4, the percentage of the respondents that watch 

TV4 but do not remember both advertising and they do not know that there is television 

advertising on TV4 is 3% which can surmise  that the timing of television advertising has 

covered enough to reach most of the respondents. 

However, the percentage of 52% that reveal that the number of respondents that 

remember Tuna Park on television but they cannot remember how the advertising was like 

are pretty high. However, there is only 2% that remembers the television advertising but 

they cannot remember this is tuna Park. Moreover, the percentage of respondent that recall 

both advertising of Tuna Park and the brand that appears on television is 43% 

The interpretation of these factors showing in percentage is Tuna Park has been successful 

in term of imprinting brand to the customer’s mind (brand recall) although the advertising is 

non-recallable by half.  
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Radio Media 

Amongst the respondents who listened to Rix FM radio channel, the result show that 13% of 

respondents did not exposed to the advertising although they listen to Rix FM. The 

percentage of 13% of respondents who were unexposed shows that the advertising 

coverage time on the radio is in a good level. 

About 64% of the respondents knows that there is Tuna Park advertising on Rix FM , 

however, they could not recall how the advertising was like (Recall Brand but not 

advertising). However 21% of respondents recall both brand and advertising. While there 

are 3% recall the advertising but unable to recall what the brand was.  The result reflect that 

Tuna Park was successful in putting brand in the mind of customer as the customer tends to 

know that they heard about Tuna Park from radio. However, with the small portion of 

respondents who recall clearly how advertising and brand on radio shows that the radio 

advertising should be improved more. The small percentage of 3% of the respondents who 

recall advertising and Tuna Park - is not highly significant. 

Newspaper Media 

The percentage of respondents who read the newspaper Eskilstuna-Kuriren, Folket and 

Smejournalen but they did not exposed to the advertising of Tuna Park are at 10% which can 

be considered a low percentage. However, the reason behind this percentage can be 

portrayed that the advertising is in the complementary page of the newspaper and the user 

did not pay attention on it. 

However, the total number of the respondents that recall the newspaper advertising is 62%. 

However, the percentage within these 62% shows that 1) the percentage of respondents 

who remember the advertising but did not know it was the advertising from Tuna Park was 

only 9% 2) the respondents that recall that there was Tuna Park advertising on the 

newspaper is 49% 3) The respondents that remember both are 42% 

These can be analyzed that most of the respondents that have seen the advertising on 

newspaper tends to recall Tuna Park; however, the problem arises in the recall of the 

advertisement. According to the interview with the manager of Tuna Park, the aim of 

advertising in the newspaper is to show the special offer and discount offers from boutiques 

in Tuna Park. And Tuna Park wants the user to use that coupon to come and shop in Tuna 

Park. Therefore, the percentage of 49% that shows respondents are unable to recall 

advertising can be a problem to Tuna Park in term of marketing communication objective. 

The more detail about the newspaper advertising will be explained in recommendation 

section. 
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Outdoor Media 

Among the respondents who have seen the outdoor advertising from Tuna Park 68% 

remember that they have seen Tuna Park brand in the outdoor advertising, however, not 

the contents in the outdoor billboards. Only 4% recall the outdoor advertising but do not 

know the billboards advertising was from Tuna Park. And the findings reveal that 27% of 

respondents recall both advertising and brand. 

Although the exposure rate of advertising to all respondents is 32%. As the company only 

have billboards in the area around the train station only, the spot that Tuna Park employs 

the outdoor advertising is surprisingly effective.  For the aspect of the respondents who 

recall brands and advertising. The number of respondents who knows the ads was from 

Tuna Park but they cannot remember the contents are high with the percentage or 68%. 

Therefore, Tuna Park which consider the billboards as notification to bring the audience to 

visit Tuna Park and join in the special events of the week, should consider this percentage as 

well. 

6.4 The effect of the advertising of each media on respondents 

In this section, the analysis of the effect according to the hierarchy of effects by 

implementing the concept of hierarchy of effect of marketing communication by order of 

Cognition-Affection-Conation and compare to the objective of marketing communication of 

Tuna Park in order to measure the effectiveness of the advertising.  

However, the analysis in this section is not the direct percentage comparison between the 

result from empirical data and the objective of the company as the objective of the 

marketing communication of the company was not set in common practice as in number or 

percentage. 

Television Media 

The objective of television advertising of Tuna Park is to create awareness amongst the 

target audience. Considering awareness, this element fall in the first hierarchy of effect from 

6 levels of hierarchies Awareness-Knowledge-Liking-Preference-Conviction-Purchase, Tuna 

Park did better that the objective of communication. The empirical data shows that 28% of 

respondents who exposed to the media reach awareness level. 17% reach the knowledge 

level. 10% for liking, 7% for preference of Tuna Park over other shopping places, 0.4% of 

conviction and surprisingly 34% of television advertising that make target audience would 

like to visit tuna Park. 
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Radio Media 

The objective of radio advertising is as same as Television advertising which is to create 

awareness Toward tuna Park. The advertising is effective for the respondents who exposed 

to the radio advertising.  With The percentage of respondents that reach awareness that 

there is Tuna Park level was 0.52%, knowing about what Tuna Park of 15%, Create liking 

over Tuna Park of 18%, 9% of respondents reported they are convinced to go shopping in 

Tuna Park. And only 6% that the radio advertising makes them go shopping at Tuna Park. 

However, considering the objective of radio advertising, the advertising in this media is 

more effective than the advertising objective.  

Newspaper Media 

The objective of newspaper advertising was to make the audience to come to visit in Tuna 

Park – As the advertising provides the special offers, some of the special events in Tuna Park, 

discount from some boutiques and seasonal promotion. The company also aims to see the 

user use the discount coupon in the boutiques in Tuna Park as well. 

Concerning the empirical data, the hierarchy of taking action according to the company 

objective of visiting & using coupon was less effective than expected. From the empirical 

data the newspaper 30% of respondents shows that the advertising only creates awareness 

of tuna Park. 29% knows what tuna park is, 15% of liking, 2% of preference and 5% of 

conviction. While only 19% would take action to go visit Tuna Park. However, it may be 

considered unsuccessful or ineffective advertising campaign while comparing to the only 

objective of communication that the company has but in a common practice of set the 

marketing communication objective, the percentage is set by percentage of each element of 

hierarchy of effect which can be clearer in comparison in the research of marketing 

communication objective. The more recommendation on this practice will be explained in 

chapter 7: recommendation for Tuna Park  

Outdoor Media 

The objective of outdoor media advertising was mainly to inform the target audiences about 

the special events to visit Tuna Park. Therefore the aim of employing this advertising media 

according to the interview is to make the target audience to visit Tuna Park as well as the 

newspaper advertising. 

From the findings data of respondents that exposed to the media, the percentage of the 

effect of advertising on the respondents is 52% in term of creating awareness amongst 

target audience, 16% of giving knowledge about Tuna Park about the up-coming events that 

will be held in the shopping mall. Only 8% created the liking and none create the preference 

and conviction. However, it has direct effect of 24% of respondents that will go to the 

events announced in the advertising. In the opinion of the researchers, the percentage of 

respondents that was effected by advertising would like to take action is effective level. 
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6.5 The attitude of respondents toward advertising 

According to the study of Gardner (1985) the attitude of advertising has positive correlation 

to the attitude toward brands. Therefore, the analysis using Likert-score will be applied to 

measure the attitude toward advertising of Tuna Park. 

Television Advertising 

The Likert score from the television advertising was 4.453. The number falls in the 4th 

interval range which is the meaning of the score is the attitude toward advertising tolerable 

which is not good but not bad (See table 2 for score interpretation).  This means that the 

attitude toward the brand that was created by the advertising would be affected in the 

similar way, the attitude toward Tuna Park is in the middle or no positive or negative 

attitude.  

The good attitude toward advertising can deliver the good attitude toward brand. Therefore, 

the good radio advertising of Tuna Park can deliver a positive attitude toward Tuna Park 

which can derive indirectly to the higher in preference of the brand when it comes to the 

decision making process of target audience. 

As the Television media TV4 channel tends to be the media that is effective in term of 

number of watchers (90% of respondents). The advertising on Television can be improved in 

order to gain better attitude toward advertising and it can finally reflect in better attitude 

toward brand. 

Radio Advertising 

The radio advertising tends to receive not very good response the respondents. The Likert 

score from the radio advertising was 3.495 which fall in the third interval which the 

interpretation of Likert score is the advertising is somewhat bad (See table 2 for score 

interpretation). The interpretation of this negative attitude toward advertising might be the 

advertising annoyed the respondents by being too much repetitive or the context of 

advertising is not the way that the respondents like. 

In contrary, the bad attitude toward advertising can create the negative attitude that effect 

on the brand. Therefore, Tuna Park should be aware of the negative attitude toward 

advertising. 

Newspaper Advertising 

The Likert score from the television advertising was 4.437 which fall in the fourth interval, 

tolerable. It can be interpreted that the price promotion present in the advertising is not 

tempting enough or the layout of the advertising is too clutter or not easy to read. 
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Outdoor advertising 

The Likert score from the television advertising was 4.608 which fall in the 5th interval range 

which means the attitude toward advertising from respondents was somewhat good.  The 

positive attitude toward advertising could reflect in a positive attitude toward brand. 

6.6 The interpretation of advertising from respondents  

In this section, the analysis of interpretation of the advertising from respondents will reveal 

that the message and context that Tuna Park uses in the advertising was more or less 

intuition. The higher intuition suits for low involvement product and high deliberation suits 

for high involvement product. However, decision to go to shopping at a particular shopping 

center is considered as low involvement decision.  

Television Advertising 

The Likert score of TV advertising 3.477 which falls in the 3rd interval which the 

interpretation of the score is - the advertising can be understood by intuition in moderate 

level. Therefore the interpretation of TV advertising context is suitable for this Tuna Park. 

Radio Advertising 

The Likert score of Radio advertising is 2.458 which fall in the 2nd interval – High Intuition. 

The interpretation of the score is – the advertising can be understood by intuition in a high 

level. The interpretation is – the advertising has a good message that can easily interpret 

intuitively which is suitable for the advertising of this kind of product.  

Newspaper Advertising 

The Likert score of Newspaper advertising is 3.958 which fall in the 4th interval range – 

Balance. Which analyze with the Likert score from presentation advertising is the newspaper 

tends to have more rationale information which has lots of detail to consider rationally, 

therefore the respondents tends to give a score that shows they have to deliberate or think 

when interpreting the newspaper advertising. The researchers see some points that 

newspaper advertising could be improved. The problem may arises from the context of 

advertising has too much detail or too cluttered which is not suitable. However, this study 

did not include the in-depth detail of the context & message of newspaper advertising. 

Therefore, the recommendation from authors is to conduct another research to find the 

way to improve the advertising. 

Outdoor Advertising 

The Likert score of Outdoor advertising is 3.282 which fall in the 3rd interval range – 

Moderate Intuition. Therefore, the advertising can be understood by intuition in a moderate 

level. Which the interpretation of moderate intuitive interpretation is – the advertising has a 
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message that can easily interpret intuitively which is suitable for the advertising of this kind 

of product. 

6.7 Special offers and promotion from Tuna Park 

In this section the special offers, price promotion or special discounts will be analyzed.  

Number of users that use discount coupon 

The number of users that use the discount coupon from Tuna Park is 38% of total number of 

respondents. Amongst respondents that use discount coupon, 80% are using coupon from 

newspaper, 4% use coupon from the co-promotion of Eskilstuna Zoo and 15% from the 

website of Tuna Park. 

Tunapark.nu and Discount Coupon from Tuna Park 

Only 29% of respondents know that Tuna Park has its own website which still remains in a 

low percentage. However 19% of total respondents reported they printed discount coupon 

from Tunapark.nu which means a large portion comparing to the respondents that knows 

there is Tunapark.nu. Therefore, the company can put more effort on promoting the 

website in order to utilize the company resource 

How special offers from Tuna Park interests the respondents? 

The Likert score of is 2.757 which fall in the 3rd interval – Rather not interested. As the 

special offer from Tuna Park is mainly known from newspaper, therefore, there is evidence 

that might support that the newspaper advertising should be considered to make 

improvement. Moreover, the special offer that is rather not interesting in the eyes of 

respondents should also be considered. Moreover, considering the internet based and 

utilization of the website that have mentioned above, to investigate what interest the target 

audience in term of special offers can be beneficial to the company. 

 



 

 42

7. Conclusion  

The research reveals that Television media is the most effective comparing to the rest of the 

media as 90% of the respondents watch TV4. TV advertising is successful in term of 

imprinting brand into the mind, however the recall of the contents of advertising should be 

considered. The effect of TV advertising on respondents is far beyond the objective of 

marketing communication which the company only aims to create brand awareness toward 

the target audience of TV advertisement. The interpretation of advertisement is in a high 

intuitive level which is suitable for the kind of product advertised (the experience at 

shopping mall) 

Radio is a weak point from four type of advertisement employed by Tuna Park. Although Rix 

FM is listened more than another two radio channels that Tuna Park can employs 

advertisement which are Radio Eskilstuna and Mix Megapol. Moreover, the presentation of 

advertisement should also be concerned.  

Advertising Newspaper has high reach to the target audience. Moreover, most of the 

respondents that read have seen and remember Tuna Park. Some points of concern is the 

advertisement is not well recalled. This could have arisen from several reasons such as 

cluttering; this is an issue that could be found out in a further research as if the 

advertisement could not catch attention from the target audience, the effort of trying to 

increase the visit will be less effective than expected. 

Outdoor advertising is least exposed to the respondents and this is because of the limited 

location. However, concerning the effect from this advertisement media, the high 

percentage shows that the respondents exposed to this media have willingness to go to join 

the special events in Tuna Park. 

The special offers of Tuna Park are not very well perceived by respondents as interesting. 

The result reflects in the low usage of coupon. However, the authors’ questions about the 

Wearout effect and ads cluttering that may deter the effect of advertising and promotion 

that was delivered by such advertising.  

To conclude, the overall effectiveness of Tuna Parks’ marketing communication tools are in 

above average level. The recommendation for each kind of media is described in the 

following part. 



 

 43

8. Recommendation  

For the reason that Tuna Park needs to make the decision for the suitable marketing 

strategy on the upcoming year, In this section, the recommendation given to Tuna Park will 

be separated into two parts, the recommendation according to the study which will be 

based mainly on the empirical findings and analysis and another part is recommendation for 

the further study. 

Positioning of Tuna Park 

The actual target customer is in line with the positioning of Tuna Park. Therefore, We 

recommend Tuna Park to strengthen the brand positioning of the shopping place for 

everybody in the family by continuing the activities in Tuna Park which is one kind of brand 

touch points that can deliver the brand positioning. 

Television Advertisement 

Although TV4 is the only television channels that broadcast locally and the only one that 

Tuna Park has a policy to broadcast the advertisement on, 90% of the respondents watch 

TV4. However the researchers found that the advertisement is not well recalled; moreover, 

as the effect of television advertisement on respondents is highly exceeds the 

advertisement objective of the company. It also shows that TV advertisement is more 

influential than expected and require attention.  Therefore Tuna Park should try to find a 

new way to improve Television advertisement in the way that makes the advertisement 

more attractive.   

Radio Advertisement  

Because the coverage of Radio advertisement is low comparing to Television and 

Newspapers, in order to increase chance of exposure of target audience of Tuna Park. One 

more radio station can be considered. However, in this case, we recommend Mix Megapol 

radio which is more preferable by respondents rather than Radio Eskilstuna. 

Moreover, the point to concern about radio advertisement is the low percentage of recall of 

radio advertisement and the attitude of respondents should be concern. In addition, the 

attitude toward advertising that is another concern for radio advertising, the instrument of 

this study could not give the outcome beyond the assumption of the negative attitude that 

might arise from the frequency of advertising that might annoy the audience. The real cause 

could be investigated by conducting the in-depth research on the attitude & how to increase 

the recall of advertising. The recommended research instrument by the researchers to be 

used in the further research is in-depth interview. 
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Newspaper Advertisement  

The newspaper ads can be improved. The assumption from the research was in term of 

context of advertising that might have too much detail or too cluttered which may not be 

comfortable to the reader. However, since this study did not include the in-depth detail of 

the context & message of newspaper advertising and the outcome could not go beyond 

than the above assumption. Consequently, the authors recommend the company to 

conduct in-depth research for newspaper advertisement. 

Newspaper advertisement also receives the attitude from respondents that require higher 

deliberation. However, the opinion from researchers is the amount of special offers, pattern 

and layout of page should be reinvestigated. 

Outdoor Advertisement  

The exposure of this media is low, and there is a reason to support. As the location of 

billboards are limited. However, as 24% of respondents reach the objective of marketing 

communication. The effect on the advertising leads those respondents to visit Tuna Park. 

This media should be taken to company’s consideration. By expanding coverage in a more 

crowded can increase the number of visitor to Tuna Park. 

Special offers 

The study reveals that the special offers from Tuna Park are rather not interesting enough. 

The authors suggested finding the real cause that makes the advertising not interested 

enough. The assumptions from the researchers are the advertising of special offers and 

price promotion may be too cluttered and it is not easy to find what the target audience 

really are looking for. Besides, the cluttered advertising may create a particular advertising 

to be perceived as a ‘ground’ more than ‘figure’ In addition, the repetition of advertising 

also create advertising to be perceived as ‘ground’ as well. More recommendation from the 

authors is to do the in-depth research on the special offers that customer really wanted. 

Tunapark.nu 

The company could utilize its own website Tunapark.nu by firstly promote the website and 

along with utilizing the webpage to promote special offers from the shopping 

mall/boutiques.  

Additional recommendation for further research 

As mentioned earlier, the company should conduct the research which enables the 

company to probe the message and contents of each kind of advertisement. Moreover, the 

further research can be conduct continuously using continuous method (Continuous 

tracking) which the authors has mentioned in 3.3.1 of methodology chapter. 
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The questionnaire for the marketing communication survey 

 

Part1 Marketing Communication 

1.1 Do you know Tuna Park? Yes  No (End of questionnaire) 

As we concern the validity of data, this is a screening question for the questionnaire 

1.2 You know that Tuna Park is a Shopping Centre Yes  No 

Brand Awareness concept is applied to this question. Testing overall Brand Awareness 

objective, the brand recognition and Brand recall. The question is asked to measure whether 

the respondents that know tuna park brand really know what Tuna Park is. 

1.3 You know where Tuna Park is. Yes  No 

Similar to 1.2 However, this can be benefit for the company to consider the advertising in 

term of extended brand recognition. 

1.4 How do you know Tuna Park?  

 Television  Radio  Newspaper  Billboards  

 Friends/Family  Others (Please Specify_____) 

The question is to find out the mean of communication that gives the information about 

Tuna Park to the respondents. The researchers consider that to let the respondents give each 

of factors will  

1.5 Showing the TV ads: How well do you remember Tuna Park TV advertising from on TV4? 

    I don’t watch TV4 

    I watch TV4 but I don’t remember both Tuna Park and TV Advertising 

    I watch TV4, I Remember Tuna Park but not the ads 

    I watch TV4, I Remember Ads but not Tuna Park 

    I watch TV4, I Remember both Ads and Tuna Park 

The aim of the question is to measure the brand awareness as mentioned before in the 

previous question, however, this question is aimed to discover weather First, Television 

media channel is an effective means of communication. Second, to test the brand awareness 

in both brand recognition and brand recall. The question  

5.1 You understand the advertisement by 

Intuition 1 2 3 4 5 6  7 Deliberation 
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High and low involvement concept is applied to this sub question, the intuition and 

deliberation reflects the level of deliberation of advertising which the research could use this 

in order to collect the opinion of respondents to compare with the nature of the product 

whether the contents of advertising is suitable 

1.6 Listen to Radio Ads: Have you heard the Tuna Park radio ads of Tuna Park on Rix FM?  

    I don’t listen to Rix FM 

    I listen to Rix FM but I don’t remember both Tuna Park and radio advertising 

    I listen to Rix FM, I Remember Tuna Park but not ads 

    I listen to Rix FM, I Remember Ads but not Tuna Park 

    I listen to Rix FM, I  Remember both Ads and Tuna Park 

6.1 You understand the advertisement by 

Intuition 1 2 3 4 5 6  7 Deliberation 
 

The concept of designing question is same to question 1.5 in both main question and sub-

question. 

1.7 Showing Newspaper Ads: Do you remember Tuna Park Newspaper advertisings? 

 Yes I do: from  Eskilstuna-Kuriren  Folket  Smejournalen  

   I remember the Ads but not Tuna Park 

   I remember Tuna Park but not the ads 

   I remember both 

 No I do not, but I read  Eskilstuna-Kuriren  Folket  Smejournalen 

 No I don’t read  Eskilstuna-Kuriren  Folket  Smejournalen 

7.1 How much you satisfy with the discount promotion offered by Tuna Park? 

Not at all 1 2 3 4 5 6  7 Very Much 
 

Tuna Park advertises in several newspapers which are Eskilstuna-Kuriren, Folket and 

Smejouranalen. The concept used in designing question 1.7 are similar to the above two 

question, however, differently in sub-question 1.7 due to the objective of communication for 

newspaper advertising aim to achieve “Behavioral” level. Therefore the content of 

newspaper advertising is the special offers and discount promotion available in a particular 

time.  

1.8 Showing Outdoor advertising: How well do you remember Tuna Park Outdoor Ads? 

   I never see outdoor advertising of Tuna Park 
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   I Remember Tuna Park but not advertising 

   I remember advertising but not Tuna Park 

   I Remember both Ads and Tuna Park 

8.2 You understand the advertisement by 

Intuition 1 2 3 4 5 6  7 Deliberation 
 

The concept of designing question is same to question 1.5 in both main question and sub-

question. 

1.9 If you can remember the advertising from Tuna Park. How each of the advertisings from 

television, radio, newspaper and outdoor commercial does have effect on you? 

Television  Radio Newspaper Outdoor Commercial 

 I heard about Tuna 

Park  

 I heard about Tuna 

Park 

 I heard about Tuna 

Park 

 I heard about Tuna 

Park 

 I know what and 

where is Tuna Park  

 I know what and 

where is Tuna Park 

 I know what is and 

what does tuna park 

offer 

 I know the special 

events in tuna park 

 It creates liking 

toward Tuna Park  

 It creates liking 

toward Tuna Park 

 It creates liking 

toward Tuna Park 

 It creates liking 

toward Tuna Park 

 I prefer Tuna Park as 
my shopping place 

over the others 

 I prefer Tuna Park as 
my shopping place 

over the others 

 I prefer Tuna Park as 
my shopping place 

over the others 

 I prefer Tuna Park as 
my shopping place over 

the others 

 I am convinced that I 

should visit Tuna Park 

 I am convinced that I 

should visit Tuna Park 

 I am convinced that I 

should visit Tuna Park 

 I am convinced that I 

should visit Tuna Park 

 I will certainly go 

shopping at Tuna Park 

 I will certainly go 

shopping at Tuna Park 

 I will certainly go 

shopping at Tuna Park 

 I will certainly go 

shopping at Tuna Park 

 

The concept of Hierarchy of effect was applied to question 1.9. The choice orderly developed 

from effects of communication that put receivers into Cognitive-Affective-Behavior stages 

respectively. The question will measure whether the effect of marketing communication 

tools and contents is in an expected, lower or higher in hierarchy.  

Cognitive stage: 1) Awareness - I heard about tuna park is Awareness, 2) Knowledge - I 

know what and where is Tuna Park. However, because the question 1 of the questionnaire is 

the screening question, therefore, these two first choices are not the repetition. 

Affective Stage:  

3 Liking- It creates liking toward tuna park, 4) Preference - I prefer Tuna Park as my shopping 

place over the others, 5) Conviction- I am convinced that I should go shopping at Tuna Park 

Behavior (Connative) Stage:   

As the behavioral objective of the company over marketing communication tool is to make 

customer visit tuna park more often, therefore the behavior in this question was adapted to 
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‘I will certainly go shopping at Tuna Park’ instead of I will buy product and/or service at tuna 

park. 

1.10 How much the advertising from Tuna Park influences the frequency of visiting? 

Price promotion in Newspaper Advertising (Special offers) 
Not influential at all 7 6 5 4 3 2 1 Very Influential 
Billboards 
Not influential at all 7 6 5 4 3 2 1 Very Influential 
 

As stated above, two of the marketing communication tools employed by tuna park which 

aims to attract customers to come to visit Tuna Park. Therefore, it was the reason that the 

authors used the term influence. 

1.11 I think the presentation of advertising is (7-1: Very Good – Very Bad) 

Television 7 6 5 4 3 2 1 
Radio 7 6 5 4 3 2 1 
Newspaper 7 6 5 4 3 2 1 
Outdoor 7 6 5 4 3 2 1 
 

According to the study of Gardner (http://www.jstor.org/pss/3151364, 1985) the attitude of 

advertising has positive correlation to the attitude toward brands. Therefore, the design of 

his question is aimed to measure the attitude of respondents toward advertising of 

advertising. 

1.12 Do you know that Tuna Park has its own website? Yes No 

This question is designed to measure the percentage of respondents that have heard about 

Tuna Park website. 

1.13 Do you know that you can print out the discount coupon from tunapark.nu? Yes No 

 

Part2 Consumer behavior  

2.1 How many times per month that you visit Tuna Park  

 1-2  3-4  5-6  7-8  8-9  more than 10 times per month 

2.2 How many hours you usually spend at Tuna Park? 

 Less than 1 Hour  1-2 Hours 2-3 Hours 3-4 Hours More than 4 hours 

2.3 For someone that use discount coupon from Tuna Park, I use discount coupon from 

 From Newspaper    

 From Eskilstuna Zoo    

 From Tunapark.com  

2.4 How interesting is the special offers from tuna park? 



 

 52

Very interesting 7 6 5 4 3 2 1 Not interesting at all 
 

2.5 Which radio station that you listen to frequently? 

 Rix FM  Mix Megapol  Radio Eskilstuna  

This question is aim to find out the popularity of radio station which the respondents listen 

to in order to use for the decision of next period of media planning. 

2.6 Who influence you for shopping at Tuna Park? (Rank from 7 -1: Most-least influential) 

Family decision 7 6 5 4 3 2 1 
Yourself 7 6 5 4 3 2 1 
Friend 7 6 5 4 3 2 1 
Kids 7 6 5 4 3 2 1 

 

2.7 I go shopping at Tuna Park with your family/kids  Yes  No 

2.8 How often do you visit cinema per month? 

  1-2  3-4  5-6  7-8  8-9  more than 10 times per month 

 

Part3 Personal Data 

3.1 You are  Male  Female 

3.2 You age are between  Below 20  21-30  31-40  41-50  51-60  60&above 

 

End of the questionnaire 

 

 

 

 

 

 

 

 

 



 

 53

 

The television advertising at Tuna Park 

 

The theme of television advertising of Tuna Park that was employed from the last half year 

2007 till present, the advertising type was a profile adverting which shows the shopping 

environment of Tuna Park along with the jingles (Songs to represent a brand or company 

that usually carry the advertising theme and a simple message, belch & belch 2003) which 

contains lyrics “I wake up with a smile on my face” The theme was to deliver message of 

relaxation shopping environment which has all the thing that you need in one place. 

The purpose of the advertising is to create brand awareness and brand recall to the 

audience within the Eskilstuna and area nearby within the coverage of TV4 network. 

There are three theme of television advertising  

1. 66 butiker på samma ställe 

2. Shoppingoasen i Eskilstuna 

3. Öppet 7 dagar i veckan 

The length of the advertising is 15 second and the ads have been broadcasting on TV4, the 

local television until present. 
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The radio advertising at Tuna Park 

 

The theme of television advertising of Tuna Park that was employed from the last half year 

2007 until present, the advertising type was a profile adverting that conveys a message 

containing information about Tuna Park. The following sentences are the translated version 

of message used in the advertisement. 

"Welcome to Tuna Park, 66 stores on the same place, and open hours until 8 pm on 

weekdays and until 5 pm on weekends, Welcome to Tuna Park." 
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The special offers of Tuna Park 

 

There is 22 weeks during the year that Tuna Park give coupon from 3 shops each weeks that 

only valid from Monday to Wednesday in specific weeks. And there is four times a year, we 

arrange something we call KUPONGRACE. There are seven full pages with coupons from 

Tuna Park with great offers. 
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The detail of interview with the manger of Tuna Park 

The interview was conduct with Mr. Peder Berentsen in April, 2008.  

Date of interview Time of interview Purpose & outcome of interview 

April 9, 2008 10.00-12.00 Issue probing, the research interviewed the 

company for the needs of the research and 

investigates the problem in order to come up 

with the statement of problem. The company 

firstly come up with the research in Vasteras are 

rather than Eskilstuna area. The basic 

information about the shopping center is 

collected in this interview.  

April 16, 2008 14.00-16.00 Presenting the alternatives and benefit of doing 

research in both issues. The company finally 

decided to go for the research of Marketing 

Communication in Eskilstuna area.  The interview 

also included the marketing communication 

strategy and objective which were employed by 

Tuna Park.  

April 24, 2008 13.00-15.00 The researchers presented the method of study 

to the manager of Tuna Park and decided on the 

method of collection of data.  

 


