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ARTICLE INFO Extended ABSTRACT
Article History: . ACKGROUND AND OBJECTIVES: Advertising is an effective marketing medium for
Received 2020/04/18 attracting consumers and acts as a link between the brand and its customers. The
Reviesed 2020/08/20 i efficacy of this contact network, on the one hand, depends on determining the target
Accepted 2020/07/23 igroup and the effectiveness of advertising messages. On the other hand, advertising
Available Online  2021/12/02 i effectiveness is not limited to product purchases but instead involves aspects of awareness
gand the intention to buy. In a competitive market between companies, advertisement is
Keywords: irelevant, and most Iranian industrial design companies are less attentive to the issue of
Advertising Strategy i advertising, resulting in many challenges in the country. Since traditional advertising does
Advertising Effectiveness i not completely fulfill the needs of this market, the importance of advertisement in defining
Industrial Design i and generating the need and the use of the advertised subject should be considered in a
Jumping Production wide scope. In order to improve the production and development of industrial design firms,

i this study aims to provide an appropriate model to enhance the advertising process, and
{its main objectives are to identify the main and sub-indicators of advertising effectiveness
§at home and abroad. It also tries to assess the most detailed and effective advertising
imodel to develop production and the booming of the industrial design companies in Iran.
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ETHODS: This study used both qualitative and quantitative methods. The indicators
are derived from the study literature in order to determine the frequency of
{indicator repetition based on the status of the paradigms, the degree of repetition, and
i the commonality of the sum of extracted indicators in the former. Using Grounded Theory
and the Strauss and Corbin approaches, the success indicators of the identified paradigms
i (foreign companies of Apple, Samsung, IKEA, and Ziba Design) were determined from
ithe consumers’ perspective, and the similarities and discrepancies between indicators
i were established. Sub-indices with the highest frequency were coded, and a model was
%presented. In the quantitative approach, descriptive and inferential statistical methods
iwere used to review and test the proposed model. So, a questionnaire containing 3
i demographic questions (age, education, and gender) and 45 questions with 5 point
i Likert scale were designed. Second, the sample size was identified using the random
gsampling method. The questionnaire was distributed among 384 customers of 4 domestic
companies, including Rasmeh Design Studio, Exir Design, Pars Khazar, and Forminic Product
i Design. Data were collected and analyzed. The validity and reliability of the questionnaire
v i was confirmed using the content method (expert opinion), Cronbach’s alpha, and model
%validation was confirmed using Smart Pls software.
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23

Number of Figures :

4 INDINGS: 40 indicators with the highest frequency, which were ignored by domestic
T 0 industrial design firms, were chosen based on the indicators of international companies
:Samsung, Ziba Design, IKEA, and Apple, and classified and coded in four categories:
= { communication with the consumer, announcements, marketing, and products and
Number of Tables i services. The suggested model was presented in relation to advertisement efficacy, with

8 %four hypotheses elucidated. The validity of the model was confirmed using the validity
iindex and the redundancy check. The Smart Pls least squares technique was used to test
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?the relationship of the examined variables in each of the study hypotheses based on a
i causal structure. The measurement model (the relationship of each visible variable to the
i hidden variable) and the structural model (the relationship of the hidden variables to each
i other) were determined in the general analysis model. The t-statistic was calculated using
the bootstrapping technique to determine the significance of the relationships. The effects
§of a relationship with customer, announcements, marketing and products and services
§on advertising mechanism were calculated 0.468, 0.356, 0.448, and 0.337, respectively.
i The test probability statistics for each hypothesis were 10.0199, 3.062, 8.101 and 4.912,
érespectively. As they were greater than the critical value for t, 1.96, the effects were
i considered significant. Therefore, all hypotheses were significant at the 95% confidence
i level.

ONCLUSION: The findings revealed that changing the advertising mechanism
; requires more than just announcements and advertisements. Particular attention
gshould be given to the product and service categories. The indicators identified in this
i category demonstrated that carefully evaluating the opportunity value of the product
{and service, taking into account affordance, applying Gestalt in product integration,
{ evaluating the consumer experience and analyzing Kano, and developing flexible samples
i and serializations will improve productivity and help the business grow. In order to reach
%the announcing stage, motionography and infographics must be used to introduce and
i portray the brand and product, as well as viral marketing on social networks and the use
i of hidden and explicit advertising in the media and community. The findings highlight the
! importance of paying attention to the customer’s familiarity with the goods, expressing
the possible advantages of purchasing and consuming products, considering the thoughts
iand needs of customers, and taking into account the desires and expectations of
i customers. Competitive competition can help the R&D department of domestic industrial
i design firms identify the demand and evaluate competitors, and content marketing
and announcements lead to easy access to the desired product or service. The study of
i ethnography and demography in order to extend a company’s branches will contribute to
i the systemic development of the company. Using various advertising methods can result
i in adequate consumer awareness of the product and sales growth. The implementation of
a strategy in line with the company’s business goals leads to constant communication with
i customers, depending on the extent and geographical area of the company’s operation.

{ HIGHLIGHTS:

i - Due to the functional nature of industrial design companies, improving the advertising
i mechanism does not depend only on advertisements. To develop industrial design
i companies and introduce their brand and products, it is necessary to pay special attention
to the category of products and services.

i - Considering the norms, senses, proportions, habits, culture and social characteristics
i of customers, an efficient plan can be developed with an effective one-way or two-way
{ communications.
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Table 1. Comparative matrix of selected industrial design companies based on indicators

Companies

Indicators

Pars Exir Rasmeh Forminic Apple Ziba Samsung Ikia
Khazar Design  Design  Product Design
Studio Design

Low profit with high sales

To be contented and make the most of the least facilities

Ensure product price

Product innovation

Advertising in local newspapers

Distribute the catalog physically or by email

Use of social media channels (forums)

Design products with the most adaptation to the needs

Very new and modern style in product design

Recognize the social media systems used by customers

Create special outdoor programs using beautiful design

Platform used to share customer information

Creative ads on YouTube

Responding to current global issues and activities

Use weird videos to provoke viewers

Use of viral marketing promotional videos

Use celebrities and special individuals

Related business meetings and distribution of brochures and
posters

Use of CRT screens

Attaching and linking products

Ads on Twitter and Facebook

Use attractive operating systems

Simplicity in design

Design the relationship of elements, form, details, colors,
graphics with each other

Design based on needs

Instructional videos

New ideas from a combination of old ideas

Advertising on radio and television

Variety of the company's products

Authorized retailers

Online shop

An aggressive approach to success

Excellence in the quality of products and services

Homogeneity of products

Use of complementary products

Incentive strategy

Using charm in products

Variety of advertising work

Expansion of branches

Marketing analysis

Digital Marketing

Advertising campaigns

Statistical evaluation and analysis

awards

Social Media Management (Stimulus Content)

Physically effective public relations

Ad content integrity

Informational short films

Communication messages

Attractive images just to get the audience's attention

printed advertisement
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Table 1. Comparative matrix of selected industrial design companies based on indicators

Companies Pars
Khazar

Indicators

Design

Exir Rasmeh Forminic Apple Ziba Samsung Ikia
Design ~ Product Design

Studio Design

Consumer analysis and knowledge of the cause of behavior

Customer participation

Intimate communication with customers

Increase customer motivation for change

Reward mechanism to keep customers loyal

Use of graphic images (motion graphics)

Creativity-oriented

Environmental advertising

TV media ads

Holding specialized design seminars

A variety of prototypes to present

Ergonomic evaluation

Functional design

Hidden ads

Consumer research and understanding

Visual and field research

Anthropological studies

Appreciating the opportunities and Scenario Writing

Basic product concept design

Detail design and construction in each edition

Reverse engineering design

Finding new solutions

Packaging and recycling according to environmental issues

Improved product performance

Aesthetics of the product

Choose a color combination that fits the theme

Appropriate strategy in product development

Meet physical needs

Comprehensive quality management for continuous
improvement of products and services

Creativity in using new approaches

Provide extensive after-sales service
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Table 2. Main and sub-indicators of the effectiveness of advertisements extracted from foreign industrial design companies

Main Indicators

Sub-Indicators

Communication with the customer

1: Provide extensive after-sales service

2: Intimate communication with customers

3: One-way communication through social media through channels and websites
4: Increase customers' motivation to change their lifestyle

5: A platform used to share information by customers

6: Communication messages (phone, email, SMS, etc.)
7
8
9
1

: Effective and active public relations of customer’s participation

: identify the social media used by customers

: Management of social networks to establish two-way communication
0: Customer participation in design and sales and ...

1-
1
1
1-
1-
1-
1
1
1
1-

Announcements

2-1: Using social media (Twitter, Facebook, Instagram, etc.)

2-2: Variety of advertisements (augmented reality and virtual reality)
2-3: Ads on Twitter and Facebook via hashtags

2-4: Informative short films

2-5: Creativity's "Motionography and Infographics"

2-6: Advertising campaigns

2-7: Attractive images (animation, character creation, fear, humor, etc.)
2-8: Using high-traffic advertising videos (viral marketing)

2-9: Environmental media advertising

2-10: Focus on only one advertising service (hidden advertising)
2-10: Focus on only one advertising service (hidden advertising)

Marketing

3-1: Periodic prizes subject to purchase

3-2: Expansion of the company's branches in different regions
3-3: Extensive and active digital marketing

3-4: Online store available at any time

3-5: "Competitive Coordination" Marketing Analysis

3-6: Marketing social media marketing

3-7: Future approach, research and screenwriting

3-8: Pay attention to retailers

3-9: Reward mechanism to keep customers loyal

3-10: Integrated content marketing

Products and Services

4-1 Variety of company products “Value Opportunity Analysis”

4-2 Maximum product compatibility with the customers’ needs “Affordance”
4-3 Attractiveness in product design “interactive design”

4-4 Integration of products “Visual Gestalt”

4-5 Product Innovation “Cognitive Assessment”

4-6 New ideas from a combination of old ideas “Examining the customer
experience”

4-7 Excellence in the quality of products and services “Kano Analysis ”
4-8 New and modern style in designing “stylistics” products

4-9 Use of complementary products (serialization)

4-10 Production and prototyping

Table 3. Cronbach’s alpha and Composite Reliability

s sLa e 4 by e ieogt [ Lal gl

Variables - Cronbaclfs - Composte Lkt Sl ok s o ot 1
Olbao =l jo aS wel cwau YIFOY LYY (o
Announcements 0.916 0.930 0.571 . z. e . .
Communication 0.895 0.914 0.519 - oA als L blsd -l csl, -
with Customer “’J—“‘“”. “““'. S = ) oSy Ol
Marketing 0.888 0.909  0.503 e slne Sl o s T O LN o
Product and 0.893 0912 0513 g eSSy i sllo Lagdlel
service bl g 2la) & baryo sboaidl
o—Slhee [ Sen iy lh— Giogh ol 5o TR 35| BN T XN B U S| VY PR NINOUS SN TS
(Cl{’) g.»_ffo ‘_r:l.:l) ? (AVE) \AC‘)DL»_».U‘ k}“—'L’)‘ﬁ L_sLCLﬂ u—)r@ )| O 6)_50)‘.14‘ 80 9 ‘r;g)\b
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Table 4. Convergent validity of research variables L5_,[) [_, o )], io (¥) Jgoe> a4 d>g5 Lo
Variables CR AVE ol u>—‘°L°5 &l — CL'-’B)S ‘5L5_j'| 5 (CR) oS
Announcements 0.930 0.571 R FolV ol i asllae o J..\_A
Communication with Customer  0.914  0.519 0= 05 ) 95—
Marketing 0.909  0.503 J=B bl ael iy 4570, 5 Lol s 5 e
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/Communication with the customer \
1-1: Provide extensive after-sales service

1-2: Intimate communication with customers
1-3: One-way communication through social
media through channels and websites

1-4: Increase customers' motivation to change
their lifestyle

1-5: A platform used to share information by
customers

1-6: Communication messages (phone, email,
SMS, etc.)

1-7: Effective and active public relations of
customer’s participation

1-8: identify the social media used by customers
1-9: Management of social networks to establish
two-way communication

1-10: Customer participation in design and sales

and ...

\_

Marketing

3-1: Periodic prizes subject to purchase

3-2: Expansion of the company's branches in
different regions

3-3: Extensive and active digital marketing

3-4: Online store available at any time

3-5: "Competitive Coordination" Marketing
Analysis

3-6: Marketing social media marketing

3-7: Future approach, research and screenwriting
3-8: Pay attention to retailers

3-9: Reward mechanism to keep customers loyal
3-10: Integrated content marketing

- J

The effectiveness
of the advertising
mechanism

~

Announcements

2-1: Using social media (Twitter, Facebook,
Instagram, etc.)

2-2: Variety of advertisements (augmented
reality and virtual reality)

2-3: Ads on Twitter and Facebook via hashtags
2-4: Informative short films

2-5: Creativity's "Motionography and
Infographics"

2-6: Advertising campaigns

2-7: Attractive images (animation, character
creation, fear, humor, etc.)

2-8: Using high-traffic advertising videos (viral
marketing)

2-9: Environmental media advertising

2-10: Focus on only one advertising service
(hidden advertising)

2-10: Focus on only one advertising service
(hidden advertising)

%

~

Products and services

4-1 Variety of company products “Value Opportunity
Analysis”

4-2 Maximum product compatibility with the
customers’ needs “Affordance”

4-3 Attractiveness in product design “interactive
design”

4-4 Integration of products “Visual Gestalt”

4-5 Product Innovation “Cognitive Assessment”

4-6 New ideas from a combination of old ideas
“Examining the customer experience”

4-7 Excellence in the quality of products and services
“Kano Analysis ”

4-8 New and modern style in designing “stylistics”
products

4-9 Use of complementary products (serialization)
4-10 Production and prototyping

J

Fig. 2. Conceptual model of research
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Table 5. Divergent validity of research variables

Variables Advertising Communication Marketing Product and service
with Customer
Announcements 0.755
Communication with Customer 0.153 0.721
Marketing 0.069 0.245 0.709
Product and service 0.039 0.136 0.229 0.0716
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Table 7. Common values and R?

Variables (CV Com) (CV Red)
Announcements 0.571
Advertising mechanism 0.189 1
Communication with Customer 0.519
Marketing 0.503
Product and service 0.513
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Table 6. Share indicators (CV Com) and redundant

indicators (CV Red)
Variables (CV Com) (CV Red)
Announcements 0.481 0.481
Advertising mechanism 0.153 0.187
Communication with Customer 0.421 0.421
Marketing 0.401 0.401
Product and service 0.413 0.413
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Fig. 3. General research model with partial least squares technique (results of path coefficients and factor loads)



ik 5555 Jto 61,1 ol 3945 (5i%i0 210 S0 S s dsusgi

1F1-107 Slwio /1 0 jbows 1Y 098 1 Fee bl g 5le

o1 I
L a0 ) ook
w2 o (2|
= ]
.410 6.0
4.285 6.28
13.088 5.708
o s L, oz |
stomer.. dvertisi 5,68
a0y 34 5.108 a7
e 7 b 9% |
o8
a an.4492 B O
[ e Ll Sehs 92|
arfisi a q31
W18 8.1 3.5
Q13 Q33
L4935 18.0%3
[ s ]
L6138 15.8:
15.260 12.234
arketing Product a%*
ql7 1. q37
38
39
IEEIN v e =8|

Fig. 4. Statistics of general research model with bootstrap method (results of significant coefficients)

Table 8. Results of path coefficients

The path direction Path (t-value)
coefficient
Communication with —> The effectiveness of the advertising mechanism 0.468 10.019
Customer
Announcements —> The effectiveness of the advertising mechanism 0.356 3.062
Marketing —> The effectiveness of the advertising mechanism 0.448 0.101
Product and service —> The effectiveness of the advertising mechanism 0.377 4912
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