
1894, XXIV, 2021

Marketing and Trade

10.15240/tul/001/2021-4-012

ADVERTISING STRATEGY ACCORDING 
TO THE CONCEPT OF THE FCB MODEL 
IN THE CONDITIONS OF THE VARIOUS 
GENERATIONS
Kateřina Matušínská1, Michal Stoklasa2

1	 Silesian University in Opava, School of Business Administration in Karviná, Department of Business Economics and 
Management, Czech Republic, ORCID: 0000-0002-0957-2860, matusinska@opf.slu.cz;

2	 Silesian University in Opava, School of Business Administration in Karviná, Department of Business Economics and 
Management, Czech Republic, ORCID: 0000-0002-4968-7777, stoklasa@opf.slu.cz.

Abstract: The aims of the paper are: 1) to verify the validity of the traditional theoretical definition of 
the Foote, Cone & Belding (FCB) model based on the use of representative products concerning the 
age (generation) and gender of the selected target group in the conditions of the Czech Republic, 
and 2) to verify the validity of defined advertising strategies in the traditional theoretical conception 
of the Foote, Cone & Belding (FCB) model with the current level of acceptance and perception of 
advertising within the defined selected target group according to age (generation) and gender in 
the conditions of the Czech Republic. To meet both aims, both secondary and primary marketing 
research was implemented. The theoretical background of the paper is based on knowledge of 
marketing communication principles in general with emphasis on advertising theories. The greatest 
attention is focused on the traditional version of the FCB model which is based on a matrix of 
consumer thinking–feeling and high–low involvement behaviours and proposes four advertising 
strategies. Primary research data were obtained using a  questionnaire, on the online panel of 
research agency Ipsos, on 1,100 Czech respondents. The methods used are positional maps for 
the FCB grid and chi-squared with a  suitable post-hoc test. The outputs reveal the differences 
of the theoretical FCB model in comparison with its practical implementation. It is necessary to 
adapt (extend) the model according to specific conditions and identification features of different 
Czech generations and genders, then adjust recommendations for advertising strategies. In Czech 
conditions, the sextant grind should be used. There is a  prevalence of representative product 
placement in quadrants 1 and 3, i.e., rational appeals even for products where this is not expected. 
The outcomes can be used for the choice of correct advertising strategy, advertising media, and 
types.
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Introduction
Integrated marketing communication is an 
arrangement by which organizations organize 
their online and offline marketing communication 
tools to provide a clear, consistent, trusted, and 

competitive message about an organization and 
its offer (Fahy & Jobber, 2019). Organizations 
aim at attracting the target customers and 
communicating the value of the product (brand) 
to them clearly and convincingly (Kotler & 
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Armstrong, 2018). Modern communication 
technologies and approaches nowadays allow 
customers a  much higher level of information 
availability, so potential and loyal customers 
regularly check the quality of all organizations 
and choose the best offers for themselves 
according to the recommendations of their 
acquaintances, friends, or discussion forums 
(Petrů et al., 2020). Despite the large increase 
in the use of personal communication due to 
Internet penetration, advertising in mixture 
with other marketing communication tools has 
a  substantial impact on consumer interest, 
brand building, and sales. Advertising is 
considered a  positive as well as a  negative 
element in society (Copley, 2004). Advertising 
can be described as a  form of social 
communication that works in many dimensions 
(Leiss et al., 2005). According to Blakeman 
(2018), advertising is known as a  medium 
of mass media that can reach large and less 
targeted audiences.

The practical use of advertising is largely 
based on available theories from the field 
of psychology, sociology, anthropology, 
cybernetics, mathematics, communication 
science, and others (Hackley & Hackley, 2018). 
Experts usually formulate and construct their 
work experience in their own words without 
using theoretical ideas but it does not mean 
that theory is not important to be implemented 
into practice (Hackley, 2000; Svenson, 2007). 
The theory provides a  finer understanding of 
how different phenomena are interconnected, 
and theories can be seen as rules for setting 
a  framework for policies and actions because 
it helps to guess outputs based on former 
experience or evidence-based assumptions 
(Hackley, 1999). Advertising is an area that is 
particularly concerned with theory, and theories 
are often applied as a  basis through which 
individuals and interested organizations claim 
and negotiate a sense of professional identity 
(Case, 1999; Hackley, 2003a). Advertising 
(generally understood as a  marketing 
communication itself) can be understood as 
an area of applied human science because it 
includes implicit predictions of how people will 
react to external stimuli in their behavior, even 
if actions are not explicitly based on theoretical 
assumptions, they are not there (Kover, 1995; 
Hackley, 2003b). It is necessary to argue about 
actions and strategies, apply them, explain 
them, test them and justify them, therefore the 

theory is a  source of strength and serves to 
justify certain practices over alternatives (Burr, 
1995; Berger & Luckman, 1996; Billig, 1996).

Foote, Cone & Belding (further as FCB) 
grid could be understood as one of the familiar 
theoretical models in the area of advertising 
planning strategies created by Vaughn (1980) 
which mixes knowledge from dissimilar 
sequential models and provides output in the 
form of four situations based on two scopes 
– involvement (small versus large interest) 
and thinking versus feeling. Even though this 
theoretical concept originated several decades 
ago current researchers still implement this 
theoretical framework in their different research 
studies to verify it or subsequently to adapt it to 
current market conditions. The selected recently 
published research articles including the FCB 
model issue can be appointed: 1) updating 
the Foote, Cone & Belding grid (Cheong & 
Cheong, 2020); 2) is the hierarchy dead or 
alive? (Valenti et al., 2020); 3) the interaction 
between rational arguments and emotional 
Appeals in the entrepreneurial pitch (Vázquez 
et al., 2019); 4) brand attribute associations, 
emotional consumer-brand Relationship and 
Evaluation of Brand Extensions (Pourazad 
et al., 2019); 5) Managerial Framework for 
brand advertising (Alt et al., 2019); 6) identify 
customer involvement during organic food 
purchase through FCB grid (Ghosh et al., 
2018); 7) review of hierarchy-of effects (Hoe) 
models and higher education advertising in 
Malaysia (Yaakoop et al., 2018); 8) how to 
implement informational and emotional appeals 
in print advertisements (Teichert et al., 2018); 9) 
myths about the mind: time to end some popular 
beliefs about how advertising works (Ambler, 
2015); 10) ‘Thinking and Feeling’ products and 
‘Utilitarian and Value-Expressive’ appeals in 
contemporary TV advertising: a content analytic 
test of functional matching and the FCB model 
(Choi et al., 2010).

The authors of this article have already 
confirmed in the first phase of their research 
study that the theoretical framework of the FCB 
model has its limits and therefore there are 
opportunities to elaborate scientific research 
to update and modify it according to defined 
variables (Matušínská & Zapletalová, 2021). 
The next stage of the research study brings 
other useful theoretical and practical findings 
which are presented in this article. The aims 
of the paper are: 1) to verify the validity of the 
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traditional theoretical definition of the Foote, 
Cone & Belding (FCB) model based on the 
use of representative products concerning 
the age (generation) and gender of the 
selected target group in the conditions of the 
Czech Republic; and 2) to verify the validity of 
defined advertising strategies in the traditional 
theoretical conception of the Foote, Cone & 
Belding (FCB) model with the current level of 
acceptance and perception of advertising within 
the defined selected target group according to 
age (generation) and gender in the conditions 
of the Czech Republic.

1.	 Literature Review
1.1	 Advertising and Its Theoretical 

Background
According to Levens (2012), advertising is 
a  cost-effective, original method how to be 
in contact with groups of people, educate 
audiences about a product or brand. It can aware 
consumers of products that meet their needs, 
tell them when and where offers are available 
or suggest ways to compare competing brands. 
Dibb and Simking (2004) state that advertising 
is more expensive than other components of 
a  marketing communication mix but due to 
a large number of viewers, listeners, or readers, 
the cost per capita is relatively low, certainly 
lower than personal selling or other forms of 
sales promotion. Another advantage of this 
marketing communication tool is that it includes 
the choice of mass media, which can target 
a very precisely defined target audience.

Advertising is constantly changing and 
there is a  future for new forms of advertising 
such as contextual and behavioral advertising, 
location-based advertising, user-generated 
advertising, long-term advertising, short 
advertising, sponsored television, applications 
– new advertising, integrated mobile 
applications, applications, TV, and social 
television, postmodern advertising and creative 
advertising (Smith & Zook, 2012). Vakratsas 
and Ambler (1999) suggest that advertising 
effects should be analyzed in a  space with 
affect, cognition, and experience as three 
dimensions. Advertising positioning in this 
space should be determined by a context that 
reproduces the variety of the advertising goals, 
product category, competition, other aspects 
of the mix, product life cycle stage, and target 
market.

Advertising theory, both practical 
and academic public prefer verbalized or 
printed linguistic elements of promotional 
messages and underestimates essentials of 
communication that are implicit or unconscious 
(Heath & Feldwick, 2008). Advertising is still 
often considered as a  quasi-verbal message, 
which is consciously treated by individual 
recipients, who make a conscious and rational 
evaluation to compare consumption options 
(Hackley & Hackley, 2018).

Cognitive information processing is a  term 
that summarizes the enormous tradition of 
advertising theory. It includes not only the 
theory of communication but the implicit theory 
of human cognition. Ang (2014) states that 
cognitive information-processing models and 
their later concepts have many inferences 
for how execution tactics should be used 
in advertising. The use of communication 
models of information processing in advertising 
and related linear theories of persuasive 
communication also has several limits, 
because there is a presumption that advertising 
communication arises mainly in one direction to 
the passive receiver.

The Shannon-Weaver communication 
model as an information processing 
model was firstly designed to model the 
mathematical effectiveness of technical 
communication channels but was applied 
to mass communication. It is also known as 
the ‘transmission’ model because the data is 
transmitted to the receiver. It is linear in the 
sense that there is a  direct line from sender 
to receiver and vice versa. There are many 
variants of the model, but its elementary parts 
are the same in most applications: sender, 
receiver, medium, the process of message 
decoding and encoding, communication noise, 
and feedback (Hackley & Hackley, 2018).

Theories like AIDA (Attention-Interest-
Desire-Action) is a part of an essential theory of 
advertising because it is based on the premise 
that advertising is designed to persuade 
the receivers to change their behavior to 
buy a  product (Hackley, 2009; Ajzen, 2002). 
Although this model is almost evidently an 
accurate outline of what happens, it is also very 
simplified (Blythe, 2003). According to Moriarty 
et al. (2019), there is another approach in the 
domain model that attempts to eliminate the 
idea of predictable linear steps. It is based 
on the idea that message has an impact on 
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consumer reactions, not in steps, but at the 
same time. The three key effects or domains 
are determined in this approach: 1) awareness; 
2) learning; 3) persuasion.

The theory of the hierarchy of effects 
represents the composition of probabilities 
because each stage of the process is 
a  necessary assumption for the next stage 
(Percy et al., 2001). A quite modest explanation 
of how advertising works is demonstrated by 
the think-feel-do model (cognitive/affective/
conative component) developed in the 1970s. 
The cognitive component refers to the level 
of individuals’ knowledge and belief about the 
product or beliefs about specific attributes of 
the offer. The affective component means the 
emotional state that is expressed about the 
product – good or bad, pleasant or unpleasant 
– the object is evaluated. The conative 
component is the action component of the 
attitude construct and refers to the character 
or aim of the individuals to behave in a certain 
way (Fill & Turnbull, 2019). The idea is that 
advertising stimulates receivers to think about 
the message, feel about the brand, and then 
do something, such as try or buy. The think-feel-
do scheme explains why many advertisements 
mix rationality with emotions. This statement 
is reinforced by a  recent research study 
conducted by Gergely Nyilasy and Leonard 
Reid (in Moriarty et al., 2019), whose in-depth 
interviews found out that agency experts firmly 
believe that exposure to advertising causes 
variations in human cognition, emotions, and 
behavior – or think-feel-do. Pelsmacker et 
al. (2018) state that several scientists have 
subsequently designed alternative models. 
An example is the low-engagement effects 
hierarchy model, according to which individuals 
can buy a  product after frequent exposure to 
marketing messages and then decide how 
they feel about it (cognitive/conative/affective 
hierarchy). Another possibility is an experiential 
hierarchy of effects model, in which the affective 
reaction of consumers to a product leads to its 
purchase, and if necessary, analyzes it later. This 
would specify an affective/conative/cognitive 
sequence. Kotler and Keller (2016) present four 
types of advertising strategies resulting from 
the individual phases of the Hierarchy-of-effects 
models as follows: 1) informative advertising, 
which aims to create brand awareness and 
knowledge of new products, new characteristics 
of current products; 2) persuasive advertising, 

aimed at creating kindness, preferences, beliefs 
and the purchase of a product; 3) a  reminder 
of an advertisement aimed at stimulating 
the repurchase of products and services; 
4) reinforcement advertising, which aims to 
convince current buyers that they have made 
the right choice.

Moriarty et al. (2019) represent their 
own Facets effects model, which is more 
complex than previous models explaining how 
advertising generates the effect in terms of 
dissimilar types of consumer responses. They 
suggest a six-factor model that is valuable both 
in setting goals and in evaluating the success 
of brand communication. Their response to the 
question of how brand communication works is 
that effective brand reporting produces six kinds 
of consumer responses: 1) awareness; 2) feel; 
3) think/understand; 4) connect; 5) believe; and 
6) act/do.

During the years of research and 
speculation, there is not a universal model that 
could be offered as the definitive explanation of 
marketing communication functioning. Based 
on currently available theoretical approaches 
and studies, it can be generally emphasized 
that communication messages must be aimed 
at the right audience, be comprehensible, 
relevant, and correct to the audience.

1.2	 FCB Model and Its Connection with 
Concepts of Advertising Strategies

Vaughn (1980) proposed the combination 
of diverse sequence models and introduced 
a method known as the Foote, Cone & Belding 
(FCB) grid (see Fig. 1). The FCB grid is 
usually designed as a quadrant or sporadically 
as a  sextant in case, some products could 
belong to quadrant one and three or between 
quadrant 2 and 4. The model is based on 
a  matrix of consumer thinking versus feeling 
and low versus high involvement. The projected 
model categorizes four primary strategies 
for advertising planning and is based on 
comprehensive research in the field of traditional 
advertising theories, models of consumer 
behavior, theories of brain specialization, and 
consumer involvement in the decision-making 
process. Yssel (1996) examined in his research 
study the effectiveness of the FCB grid as 
a tool for the creation of advertising strategies. 
Advertising strategies developed according 
to various methodological approaches were 
analyzed and evaluated to demonstrate that 
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the FCB grid leads to excellent advertising 
strategy outputs. According to Dube et al. 
(1996), advertising planning models such as 
the FCB grid propose that for products/brands 
where attitudes are based primarily on effect, 
the implementation of effective appeals in 
advertising is highly recommended. Conversely, 
if attitudes are primarily based on utilitarian, 
cognitive foundations, advertisers should use 
informative appeals.

The Foote, Cone & Belding models 
upgraded the hierarchy-of-effects models by 
assuming that the cognitive/affective/conative 
sequence is not immutable. The terminology 
has been changed for the purpose of this model 
from cognitive/affective/conative to think-feel-
do. The concept of the hierarchy-of-effects 
model coincides with the FCB model only within 
the defined quadrant 1 (Ang, 2014).

Purchasing decisions in the first quadrant 
are considered by a high degree of involvement 
and rational decision criteria. Firstly, the 
consumer requires to get knowledge about 
the product. The second quadrant includes 
purchasing decisions with a  high degree of 

involvement but less information is needed. 
Here, the consumer wants to be emotionally 
attracted to the brand image, then gathers 
information and finally takes certain steps. 
There are purchasing decisions that require 
minimal cognitive effort and tend to be routine 
due to habit formation in the third quadrant. The 
fourth quadrant presents purchasing decisions 
that can be called ‘little pleasure in life’. The 
predictable sequence of the purchasing 
decision steps is to buy a product, experience 
an affective response and then gather product 
knowledge (Pelsmacker et al., 2018).

Involvement within the involvement theory 
is understood that the concept largely refers 
to the personal relevance or importance to the 
consumer of a particular product or purchasing 
situation (Kimmel, 2018). According to Antilles 
(1984), involvement refers to the level of 
supposed personal significance and/or interest 
induced by the stimulus in a particular situation. 
According to Laurent and Kapferer (1985), the 
involvement is a function of the perceived risk 
of negative consequences (fear of error), social 
sanctions (fear of looking stupid or desire to 

Fig. 1: FCB grid and proposed advertising strategies

Source: modified according to Dickinger and Zon (2008); Yaakop et al. (2018); Josephson et al. (2020); Kimmel (2018); 
Vaugn (1980); Yssel (1994); Clayes et al. (1995)
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look good), and ego-relatedness (degree of 
adaptation with one’s own image). Houston 
and Rothschild (1978) proposed four levels 
of involvement that induce either high or low 
involvement processes, as follows: 1) price; 
2) length of the purchasing cycle; 3) similarity 
of choice; 4) perceived risks. In this sense, 
Rossiter et al. (1991) define the risk in terms 
of the possible undesirable consequences that 
the consumer notices when choosing a product 
or brand. High exposure happens when 
a  consumer perceives an expected purchase 
that is not only of high personal meaning but 
also represents a high level of perceived risk. 
Consumers, therefore, dedicate a great deal of 
time to investigative these intended purchases 
and obtain as much information as possible to 
decrease the levels of perceived risk. A  low-
involvement state of mind proposes that the 
intended purchase poses a  little threat or risk. 
Both of these situations require a  different 
attitude in the case of marketing communication 
tools using. Hamzel et al. (2017) present their 
research results and state that customers with 
dissimilar levels of involvement react inversely 
to product failure. In addition, low-involvement 
products are more likely to advance silent 
killers. The results also show that a silent killer 
is more common among men.

The dimension of thinking and feeling is 
more problematic. It is recognized that the brain 
is in fact a unified system that integrates complex 
stimuli and deftly manages both information 
and emotions, but most of the discussion 
on this topic in the marketing literature has 
been metaphorical rather than empirical 
(Vaughn, 1986). An expert term in psychology 
for emotions and moods is ‘affect’, which is 
defined as a condition that includes experiential, 
expressive, and exciting components (Frijda, 
1986; Gross, 1998). Cognition is a psychological 
term relating to thinking, which is a  set of 
operations and processes by which a  person 
gets knowledge about the world and himself 
based on past experiences, learning, 
expectations, and personal preferences 
(Kimmel, 2018). It is generally known that 
advertisers principally use rational or emotional 
persuasion strategies, while rational attraction 
is driven by the processing of information by the 
conscious mind, while emotional attraction is 
driven by the unconscious mind (Bhatia, 2019). 
Lee and Heere (2018) empirically examined 
the relative efficiency of emotional advertising 

over rational advertising and combined 
advertising. The results of their study show 
that emotional advertising has led to a higher 
approach to advertising, access to the brand, 
shopping intention, and consumption of goods 
than rational and combined advertising. It was 
also discovered that combined advertising led 
to a  higher approach to advertising than to 
rational advertising. Hornik et al. (2016) argue 
that appeals against messages are a key part 
of communication campaigns and an important 
source of campaign influence. Based on their 
study, emotional attraction driven by sex and 
humor appears to be more effective than fear 
and rational attraction in advertising. Choi et al. 
(2010) confirm the fact that utilitarian challenges 
were used more in advertisements for think 
products, while value expressive appeals were 
used more in spots for feel products (studies in 
the field of television advertising using the FCB 
model).

2.	 Research Methodology
The data were obtained through a questionnaire 
survey conducted by the professional marketing 
research agency IPSOS in November 2020. The 
research sample consists of 1,100 respondents 
from the Czech Republic. The questionnaire 
was based on the theoretical framework of the 
Foote, Cone & Belding model, meaning it was 
focused on purchasing process influenced by 
emotional and rational arguments and amount 
of effort. The first part of the questionnaire 
was focused on twelve representative product 
categories, the second part was focused on 
marketing communications, the third part on 
demographic characteristics of the respondents. 
The block about marketing communications 
deals with the preference of communication 
media and opinions about the advertisement 
type used.

Based on the underlying theoretical 
background and two main aims of the paper, 
three following research questions have been 
formulated:

RQ1: Is the original FCB model applicable 
regarding the use of representative products for 
Czech different generations and genders?

RQ2: What are the preferred advertising 
media regarding Czech different generations 
and genders?

RQ3: What are the preferred advertising 
types regarding Czech different generations 
and genders?
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The research process logic is as follows: 
based on the research questions, suitable 
methodology (tests) will be chosen, hypotheses 
will be formulated, results presented, and 
conclusions are drawn. For the first RQ, 
positional maps are used. For the second and 
third RQ, the variables used are categorical and 
nominal, and of two or more levels, therefore 
a  suitable test is the chi-squared test. The 
test compares the observed values to the 
expected ones. The results will indicate if there 
is a statistically significant relationship between 
the two variables. Further, it needs to be tested 
which of the variables have what influence. 
This will be done through the post-hoc test. 
Adjusted standardized residuals and calculated 
adjusted p-values will be used. A  residual is 
a difference in values observed and expected. 
If the adjusted residual exceeds the value of 
1.96, it manifests ‘the lack of fit to H0’ (Sharpe, 
2015), meaning there is a statistically important 
difference. However, to account for Type 1 
error, adjusted p-values have to be calculated 
through the right-tailed probability of the chi-
squared distribution. This process will reveal 
statistically significant results, meaning 
which media and advertisement types are 
recommended and not recommended for each 
combination of generations and genders (Shan 
& Gerstenberger, 2017).

Working hypotheses are formulated for the 
areas of the RQ2 and RQ3 where statistical 
testing will be used, as follows:

H1: There is a  dependence of media 
preference on selected demographic factors.

H2: There is a dependence of advertisement 
type preference on selected demographic 
factors.

For the purpose of this article, the 
respondents were put into one of four 
generations based on their age. Generation 
Baby Boomers (born 1946–1965, further as 
Gen.  BB) makes up 24.8 % of the sample, 
Generation X (born 1966–1979, further as 
Gen. X) makes up 31.2 %, Generation Y (born 
1980–1994, further as Gen.  Y) makes up 
31.2 %, and Generation Z/Teenagers Z  (born 
1995–2001, further as Gen.  Z) makes up 
12.8 %. The sample consists of 52.9 % males 
(further as M., e.g., Gen. BB-M meaning males 
of Generation Baby Boomers) and 47.1 % 
females (further as F, e.g. Gen Z-F).

3.	 Research Results
3.1	 Positional Maps for Representative 

Products
To answer the RQ1, positional maps have 
been created. The maps contain twelve 
representative products in the FCB matrix. 
Fig. 2–4 show the results for each generation 
and gender. Looking at the results, we can see 
substantial differences across all generations 
and genders, and also with the underlying 
theoretical basis. Generally, we can comment 
that younger generations (especially Z) are 
inclining more to the feel products than older 
generations. Women across all generations 
also perceive products more as feel ones 
compared to men of the same generation. 
Home appliances (A), financial loans (B), and 
cars (C) differ only slightly in the think-feel 
dimension (average spread of 0.2) but have 
a great difference in the involvement dimension 
(a  spread of 0.8), where younger generations 
(Z and Y) consider it as lower involvement. The 
location corresponds to the theoretical model. 
Jewellery (D), food (G), detergents (H), and 
toiletries (I) differ the same in both dimensions 
(a  spread of 0.4). Again, it can be said that 
the younger generations perceive it as lower 
involvement. Perfumes (E) and soft drinks (J) 
differ again the same in both dimensions (but 
with a spread of 0.5), and alcoholic beverages 
(K) (but with a spread of 0.6). Women consider 
perfumes more as a  feel product across all 
generations, but we can also observe much 
lower involvement for men of older generations 
(BB and X). Women consider alcoholic 
beverages as lower involvement. Clothes (F) 
and sweets (L) differ greatly in the think-feel 
dimension (a spread of 0.6) but very little in the 
involvement dimension (a spread of 0.2). Men 
consider sweets as more think product. Women 
of younger generations consider clothes more 
as a feel product.

The main outcomes are as follows: only the 
positioning of representative products A, B, and 
C corresponds to the positioning according to 
the FCB model and a subsequent sequence of 
think-feel-do decision phases can be assumed 
based on the effect of the advertising message 
(hierarchy of effects theory). We can see the 
prevalence of representative product placement 
especially in quadrants 1 and 3, i.e., rational 
appeals even for products where it is not 
expected. All of this leads to the confirmation 
of the FCB model application in the form of the 

EM_4_2021.indd   195 3.12.2021   11:22:04



196 2021, XXIV, 4

Marketing and Trade

Fig. 2: Generation Baby Boomers – male versus female

Source: own

Fig. 3: Generation X – male versus female

Source: own

Fig. 4: Generation Y – male versus female

Source: own
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sextant grid for all generations and genders 
studied. We can conclude as an answer to the 
RQ1 that the traditional FCB model should not 
be used as is but rather should be expanded 
into the sextant grid and adapted to the different 
target audiences. Based on the facts found 
above, it is also necessary to pay attention to 
the individual defined four model advertising 
strategies (see Discussion).

3.2	 Summarized Data for Preferred 
Advertising Medium and Type

To answer the RQ2 and RQ3, the data is 
presented for the preferred advertisement 

medium and type. Tab. 1 shows the preferred 
advertisement medium for each combination 
of generation and gender. The data is 
recalculated as relative for each column to 
show the preference of each medium. The 
most preferred medium across all genders 
and generations is TV advertisement, followed 
by Leaflets and the Internet. However, we can 
observe the differences between generations 
on the preference of internet and social media 
advertisement, with younger generations 
favouring it more. The opposite trend for in-
store advertisement and leaflets being preferred 
more by older generations.

Fig. 5: Generation Z/Teenagers Z – male versus female

Source: own

Medium type Gen. BB-M Gen. BB-F Gen. X-M Gen. X-F Gen. Y-M Gen. Y-F Gen. Z-M Gen. Z-F
TV ad. 34.4 30.3 30.9 35.5 30.0 39.9 30.1 25.9
Internet ad. 7.3 8.2 19.1 11.6 24.4 19.7 19.3 15.5
Social media ad. 3.3 4.1 2.7 4.5 9.4 8.7 15.7 25.9
E-mail, commercial 
SMS/MMS 7.3 2.5 4.8 3.2 5.0 1.1 3.6 5.2

In-store ad. 15.2 10.7 11.2 13.5 13.1 7.7 9.6 8.6
Leaflets 25.2 38.5 21.8 22.6 12.5 16.9 9.6 10.3
Billboards, posters 1.3 1.6 0.5 2.6 0.0 2.2 3.6 0.0
Vehicles ad. 0.7 0.0 2.7 2.6 1.3 0.5 1.2 0.0
Print ad. 2.0 4.1 3.2 1.3 1.9 0.5 1.2 3.4
Radio ad. 1.3 0.0 2.1 1.9 2.5 2.2 3.6 5.2
Cinema ad. 2.0 0.0 1.1 0.6 0.0 0.5 2.4 0.0

Source: own

Tab. 1: Preferred medium for each generation and gender (relative for each column, in %)
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Tab. 2 shows the preferred advertisement 
type for each combination of generation and 
gender. The data is recalculated as relative for 
each column to show the preference of each 
advertisement type. The most preferred ad. 
type across all generations and genders is 
a  humorous ad. All other types show bigger 
differences amongst generations and/or genders. 
For example, celebrities are more preferred with 
younger generations, animals are more preferred 
by females, erotic emotions by males. 

3.3	 Statistical Testing
The data needs to be transformed first to be usable 
in the chosen chi-squared test. Certain categories 
have low amounts of responses and are therefore 
not suitable for testing. These categories are 
merged based on their affinity. The data are also 
filtered according to generation and gender.

For media preference, all printed types of 
advertisement are merged (billboards, posters, 
print, vehicles) into a  new category called 
a print. Cinema advertisement is joined into TV. 
And radio advertisement is deleted as it has 
a  minuscule amount of preferences (23) and 
no affinity to any other category. Out of the 11 
original categories, 7 remain for testing.

Working hypothesis 1 is transformed into 
statistical:

H0: Media preference does not depend on 
generation and gender.

H1: Media preference depends on 
generation and gender.

The results of the test of independence of 
media preference on generation and gender 
are as follows. Value sig. 0.000 is less than the 
chosen significance level value, the variables 
are related. The test criterion is 146.893 
and therefore does not fall within the scope 
of acceptance, at the level of significance 
5% H0 about the independence of individual 
characters is rejected and we accept the 
alternative hypothesis H1 that there is a certain 
dependence. Therefore: the dependence of the 
media preference on generation and gender is 
statistically significant.

The further post-hoc test will reveal details, 
which media preference is significant for which 
generation and gender. Adjusted residuals 
and calculated adjusted p-values are used, 
see results in Tab. 3. The value of adjusted 
residual over 1.96 signifies a  statistically 
important result, with minus being negative 
and plus being a  positive relationship. It can 
be stated that almost all the media have one 
or more statistically significant results, in this 
case meaning (not) preferred, to some of the 
generations and genders. The data from Tab. 3 
and the following discussion answer RQ2.

For advertisement type preference, only 
categories animated figures, mascots, and 
children are merged creating one new category 
called mascots. Fear has a minuscule amount 
of preferences (6) and is deleted. Out of the 10 
original categories, 8 remain for testing.

Advertisement type Gen. BB-M Gen. BB-F Gen. X-M Gen. X-F Gen. Y-M Gen. Y-F Gen. Z-M Gen. Z-F

Celebrity 5.3 3.3 3.7 6.5 7.5 9.3 15.7 12.1

Humour 49.0 40.2 46.8 42.6 36.3 38.3 34.9 24.1

Melody 7.3 9.8 6.4 7.1 4.4 9.3 6.0 12.1

Warmth, love 6.6 11.5 6.4 8.4 2.5 9.3 6.0 5.2

Expert 17.2 13.1 16.0 16.8 26.3 9.8 14.5 19.0

Animal 3.3 14.8 7.4 12.3 7.5 10.9 6.0 22.4

Erotic 6.0 0.0 9.0 0.6 9.4 1.1 12.0 1.7

Animated, mascots 2.0 1.6 1.1 0.6 2.5 3.8 2.4 1.7

Children 2.6 5.7 2.7 5.2 1.9 7.7 2.4 1.7

Fear 0.7 0.0 0.5 0.0 1.9 0.5 0.0 0.0

Source: own

Tab. 2: Preferred ad. type for each generation and gender (relative for each column, in %)
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Working hypothesis 2 is transformed into 
statistical:

H0: Advertisement type preference does not 
depend on generation and gender.

H1: Advertisement type preference depends 
on generation and gender.

The results of the test of independence of 
advertisement type preference on generation 
and gender are as follows. Value sig. 0.000 is 
less than the chosen significance level value, the 

variables are related. The test criterion is 130.284 
and therefore does not fall within the scope of 
acceptance, at the level of significance 5% H0 
about the independence of individual characters 
is rejected and we accept the alternative H1 that 
there is a  certain dependence. Therefore: The 
dependence of the advertisement type preference 
on generation and gender is statistically significant.

The further post-hoc test will reveal 
details, which advertisement type preference 

Medium Statistics Gen. BB-M Gen. BB-F Gen. X-M Gen. X-F Gen. Y-M Gen. Y-F Gen. Z-M Gen. Z-F

TV ad.

Count 57 37 64 59 54 76 15 10

Expected count 52.2 42.1 64.9 53.5 56 62.5 23.5 17.3

Adj. residual 0.9 −1 −0.2 1 −0.4 2.3 −2.2 −2.2

Adj. p-value 0.3681 0.3173 0.8415 0.3173 0.6892 0.0214 0.0278 0.0278

Internet

Count 11 10 36 18 39 36 16 9

Expected count 24.5 19.8 30.5 25.2 26.3 29.4 11 8.1

Adj. residual −3.2 −2.6 1.2 −1.7 2.9 1.5 1.7 0.3

Adj. p-value 0.0014 0.0093 0.2301 0.0891 0.0037 0.1336 0.0891 0.7642

Social 
media

Count 5 5 5 7 15 16 13 15

Expected count 11.4 9.2 14.1 11.7 12.2 13.6 5.1 3.8

Adj. residual −2.1 −1.5 −2.8 −1.5 0.9 0.7 3.7 6.2

Adj. p-value 0.0357 0.1336 0.0051 0.1336 0.3681 0.4839 0.0002 0.0000

E-mail

Count 11 3 9 5 8 2 3 3

Expected count 6.2 5 7.7 6.3 6.6 7.4 2.8 2

Adj. residual 2.1 −1 0.5 −0.6 0.6 −2.2 0.1 0.7

Adj. p-value 0.0357 0.3173 0.6171 0.5485 0.5485 0.0278 0.9203 0.4839

In-store

Count 23 13 21 21 21 14 8 5

Expected count 17.7 14.3 22 18.1 19 21.2 8 5.8

Adj. residual 1.5 −0.4 −0.2 0.8 0.5 −1.8 0 −0.4

Adj. p-value 0.1336 0.6892 0.8415 0.4237 0.6171 0.0719 1.0000 0.6892

Leaflets

Count 38 47 41 35 20 31 8 6

Expected count 31.7 25.6 39.5 32.5 34 38 14.3 10.5

Adj. residual 1.4 5.1 0.3 0.5 −2.9 −1.4 −1.9 −1.6

Adj. p-value 0.1615 0.0000 0.7642 0.6171 0.0037 0.1615 0.0574 0.1096

Print

Count 6 7 12 10 5 6 5 2

Expected count 7.4 6 9.3 7.6 8 8.9 3.3 2.5

Adj. residual −0.6 0.4 1 1 −1.2 −1.1 1 −0.3

Adj. p-value 0.5485 0.6892 0.3173 0.3173 0.2301 0.2713 0.3173 0.7642

Source: own

Tab. 3: Crosstabulation results for medium on generation and gender
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Ad. type Statistics Gen. BB-M Gen. BB-F Gen. X-M Gen. X-F Gen. Y-M Gen. Y-F Gen. Z-M Gen. Z-F

Celebrity

Count 9 4 6 12 17 16 8 6

Expected count 10.8 8.7 13.3 11.2 11.6 12.9 5.6 4.1

Adj. residual −0.6 −1.8 −2.3 0.3 1.8 1 1.1 1

Adj. p-value 0.5485 0.0719 0.0214 0.7642 0.0719 0.3173 0.2713 0.3173

Humour

Count 74 49 88 66 58 70 29 14

Expected count 61.8 50 76.2 64.3 66.3 74.1 31.9 23.3

Adj. residual 2.2 −0.2 1.9 0.3 −1.4 −0.7 −0.7 −2.6

Adj. p-value 0.0278 0.8415 0.0574 0.7642 0.1615 0.4839 0.4839 0.0093

Melody

Count 11 12 12 11 7 17 5 7

Expected count 11.3 9.1 13.9 11.8 12.1 13.6 5.8 4.3

Adj. residual −0.1 1 −0.6 −0.3 −1.7 1.1 −0.4 1.4

Adj. p-value 0.9203 0.3173 0.5485 0.7642 0.0891 0.2713 0.6892 0.1615

Warmth, 
love

Count 10 14 12 13 4 17 5 3

Expected count 10.8 8.7 13.3 11.2 11.6 12.9 5.6 4.1

Adj. residual −0.3 2 −0.4 0.6 −2.5 1.3 −0.3 −0.6

Adj. p-value 0.7642 0.0455 0.6892 0.5485 0.0124 0.1936 0.7642 0.5485

Expert

Count 26 16 30 26 42 18 12 11

Expected count 25 20.2 30.8 26 26.8 29.9 12.9 9.4

Adj. residual 0.2 −1.1 −0.2 0 3.5 −2.6 −0.3 0.6

Adj. p-value 0.8415 0.2713 0.8415 1.0000 0.0005 0.0093 0.7642 0.5485

Animal

Count 5 18 14 19 12 20 5 13

Expected count 14.6 11.8 18 15.2 15.7 17.5 7.6 5.5

Adj. residual −2.9 2 −1.1 1.1 −1.1 0.7 −1 3.4

Adj. p-value 0.0037 0.0455 0.2713 0.2713 0.2713 0.4839 0.3173 0.0007

Erotic

Count 9 0 17 1 15 2 10 1

Expected count 7.6 6.1 9.4 7.9 8.1 9.1 3.9 2.9

Adj. residual 0.6 −2.7 2.8 −2.7 2.7 −2.6 3.3 −1.2

Adj. p-value 0.5485 0.0069 0.0051 0.0069 0.0069 0.0093 0.0010 0.2301

Mascots

Count 7 9 7 9 7 21 4 2

Expected count 9.1 7.4 11.2 9.5 9.8 10.9 4.7 3.4

Adj. residual −0.8 0.7 −1.4 −0.2 −1 3.4 −0.3 −0.8

Adj. p-value 0.4237 0.4839 0.1615 0.8415 0.3173 0.0007 0.7642 0.4237

Source: own

Tab. 4: Crosstabulation results for advertisement type on generation and gender

EM_4_2021.indd   200 3.12.2021   11:22:07



2014, XXIV, 2021

Marketing and Trade

is significant for which generation and gender. 
Adjusted residuals and calculated adjusted 
p values are used, see results in Tab. 4. The 
value of adjusted residual over 1.96 signifies 
a statistically important result, with minus being 
negative and plus being a positive relationship. 
It can be stated that almost all the advertisement 
types have one or more statistically significant 
results, in this case meaning (not) preferred, to 
some of the generations and genders. The data 
from Tab. 4 and the following discussion answer 
the RQ3.

4.	 Discussion
Based on the research data, company 
managers should choose an appropriate FCB 
advertising strategy for their target audience, 
a preferred advertising medium, and type.

Informative advertising strategy (Q1) or 
the use of rational appeals with the provision 
of sufficient information sources about the 
product. The individual goes through the 
stages of reaction to advertising in a sequence: 
think-feel-do. The advertising cannot induce 
immediate action but rather a series of mental 
effects must occur. Based on the theoretical 
definition, the representative products ‘home 
appliances’, ‘financial loans’, and ‘cars’ 
should belong here. Our study confirms this 
assumption for this quadrant for all generations 
and both genders. From a general point of view, 
products ‘food’, ‘clothes’, ‘detergents’, and 
‘toiletries’ also tend to belong to Q1. According 
to the theoretical assumptions, products ‘food’, 
‘detergents’, and ‘toiletries’ should belong to 
Q3 with a  defined advertising strategy called 
Habit formation, and ‘clothes’ should belong to 
Q2 with an Affective advertising strategy. For 
these anomalies, however, the research results 
for the different generations and genders 
must be considered. For the Gen.  BB-M, the 
representative products ‘food’ and ‘clothes’ 
fall into this quadrant. For the Gen. BB-F, the 
‘clothes’, ‘food’, ‘detergents’ and ‘toiletries’ all 
belong to Q1, with some on the edge to Q3. For 
the Gen. X-M, the ‘clothes’ and ‘food’ categories 
are positioned in the Q1, with ‘clothes’ on the 
edge of Q3. For Gen.  X-F, products ‘clothes’, 
‘food’, ‘detergents’, and ‘toiletries’ belong to this 
quadrant, again with ‘clothes’ on the edge of Q3. 
For Gen. Y-M, product ‘clothes’ belongs to this 
quadrant, and product ‘food’ is on the border of 
Q1 and Q3. For Gen. Y-F, the product ‘clothes’, 
‘food’, ‘detergents’, and ‘toiletries’ also belong 

to Q1. In terms of Gen. Z-M, products ‘food’ and 
‘clothes’ are in Q1. For Gen. Z-F, products ‘food’ 
and ‘clothes’ can be classified in Q1 and Q3.

Affective advertising strategy (Q2) or the 
use of emotional appeals with the provision of 
sufficient information sources about the product. 
The individual goes through successive phases 
of reaction to advertising in the sequence: feel-
think-do. Based on the theoretical definition, 
representative products ‘jewellery’, ‘perfume’, 
and ‘clothes’ should belong here. Significant 
differences can be seen in this quadrant 
compared to the theoretical assumption that 
emotional appeals play a  large role here, as 
rational arguments are also expected in the 
communication message. The representative 
products shift significantly to Q1 or Q3, here 
it depends on the specific generation and 
gender, but it can be noted that the outcomes 
for the different groups studied are very similar. 
Overall, of the three representative products, 
the product category ‘perfume’ is most closely 
associated with emotional appeals.

Habit formation advertising strategy (Q3) or 
the use of rational appeals with less demand 
for information sources about the product. The 
individual goes through the stages of reaction 
to advertising in the sequence: do-think-
feel. Based on the theoretical definition, the 
representative products ‘food’, ‘detergents’, and 
‘toiletries’ should belong here. No significant 
differences can be seen in this quadrant 
compared to the theoretical assumption, as 
expected, rational arguments play a significant 
role here. There is an increasing tendency 
to seek information and to be involved in the 
actual purchase decision process. Again, the 
representative products are mainly located on 
the borderline between Q1 and Q3. The results 
for the different groups studied are very similar. 
Overall, of the three representative products, 
the ‘food’ category in particular shows a greater 
involvement of individuals in the purchase 
decision-making process.

Self-satisfaction advertising strategy (Q4) or 
the use of emotional appeals with less demand 
for information sources about the product. 
The individual goes through the phases of 
reaction to advertising in a  sequence: do-
feel-think. Based on the theoretical definition, 
representative products ‘soft drinks’, ‘alcoholic 
beverages’, and ‘sweets’ should belong here. 
A  very interesting fact can be noted here, all 
representative products have moved into Q3, 
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where individuals expect rational arguments. 
Of the representative products, the product 
category ‘sweets’ is the most useful for the use 
of emotional appeals in advertising messages. 
Significant differences within the target groups 
studied cannot be indicated.

The majority of representative products 
within the position maps are located on the 
border of two quadrants (especially quadrants 
1 and 2). In this case, it is desirable to use the 
concept of the FCB grid, which does not consist 
of only four quadrants but six quadrants. The 
sextant grid offers advantages mainly in greater 
flexibility in creating more targeted advertising 
strategies. There are two new quadrants that 
expand the possibilities of intensity (high, 
medium, and low) involvement of the individual 
as the reaction to the advertising. The rational 
and emotional level remains (think versus feel 
products). Within the medium involvement/
rational appeals (Q1 & Q3) the individual goes 
through successive phases of reaction to 
advertising in the sequence: think-do-feel. For 
this situation, the advertising strategy can be 
called ‘responsible’. Based on our research, 
product categories such as ‘food’, ‘detergents’ 
and ‘toiletries’ can be identified. In contrast, the 
individual goes through successive phases of 
reaction to advertising in the sequence: feel-do-
think in medium involvement/emotional appeals 
quadrant (Q2 & Q4). For this situation, the 
advertising strategy can be called ‘pleasuring’. 
Here, the examples of individual product 
categories are not entirely clear. As stated 
above, several representative product categories 
theoretically falling into emotional appeals have 
moved into the field of rational appeals.

Considering the research results for the 
preferred advertising medium, the following 
recommendations can be made. It is 
recommended to use TV advertisement for 
Gen. Y-F, and not use it to target both Gen. Z-M 
and F. It is not recommended to use Internet 
advertisement for Gen. BB-M, and for Gen. BB-F 
and Gen.  X-F, while it is recommended for 
Gen. Y-M. It is not recommended to use social 
media advertisement for Gen.  BB-M and 
Gen.  X-M, while it is strongly recommended 
for both genders of Gen.  Z. E-mails or 
commercial SMS/MMS texts are recommended 
for Gen.  BB-M, while not recommended for 
Gen. Y-F. Leaflets are strongly recommended 
for Gen.  BB-F, while not recommended for 
Gen. Y-M.

Considering the research results for 
preferred advertising types, the following 
recommendations can be made. It is not 
recommended to use celebrities in the 
advertisement for Gen. X-M. It is recommended 
to use humour in the advertisement for 
Gen.  BB-M and Gen.  X-M, while it is not 
recommended for Gen. Z-F. Warmth and love 
are recommended for Gen.  BB-F, while not 
recommended for Gen. Y-M. The use of experts 
in the advertisement is recommended for 
Gen. Y-M, while not recommended for Gen. Y-F. 
The use of animals is recommended for Gen 
BB-F and Gen.  Z-F, while not recommended 
for Gen BB-M. The use of erotic emotions in 
the advertisement resonated the most, where 
it is recommended for almost all males of all 
generations and not recommended for all 
females of all generations. And finally, the use 
of mascots is recommended for Gen. Y-F.

Conclusions
The aims of the paper are: 1) to verify the 
validity of the traditional theoretical definition 
of the Foote, Cone & Belding (FCB) model 
based on the use of representative products 
concerning the age (generation) and gender of 
the selected target group in the conditions of the 
Czech Republic; and 2) to verify the validity of 
defined advertising strategies in the traditional 
theoretical conception of the Foote, Cone & 
Belding (FCB) model with the current level of 
acceptance and perception of advertising within 
the defined selected target group according to 
age (generation) and gender in the conditions 
of the Czech republic. The data were gathered 
in November 2020 through research agency 
Ipsos on a panel of 1,100 respondents from the 
Czech Republic. The respondents were divided 
into four generations and two genders. 

For the first aim, 8 positional maps (4 
generations and 2 genders) of 12 representative 
products were created. Considerable differences 
between the theoretical FCB model and reality 
were found. It is necessary to adapt and extend 
the model according to specific conditions and 
identification features of target groups. Only 
the positioning of representative products 
‘home appliances’, ‘financial loans’, and ‘cars’ 
corresponds to the positioning according to the 
FCB model and it can be assumed that there is 
a gradual sequence of decision phases of think-
feel-do based on the effect of the advertising 
message (theory of hierarchy of effects). The 
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remaining 9 product categories are all different 
from the theoretical model, leading to the use 
of different advertising strategies in the Czech 
Republic. Due to the close link between the first 
and third quadrant, the adapted sextant grid 
should be used.

For the second aim, the data were tested 
with chi-squared and a  suitable post-hoc 
test. It was found that the dependence of the 
media preference, and also advertisement 
type, on generation and gender are statistically 
significant. The post-hoc test revealed what 
advertisement media and type are most and 
least suitable for what generation and gender.

Based on their target audience, marketing 
managers can use the outcomes of this paper 
to choose the correct advertising strategy, 
advertising medium, and type.
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