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Abstract

Designing or developing an appropriate message strategy is one of the most important
factors affecting the effectiveness of advertising campaigns. However, there is no study in the
literature to categorize the message content strategy. Accordingly, the current research
identifies and categorizes message content strategies, and evaluates them using a sequential
mixed methods study. Thus, in the qualitative part of the research, the data obtained from the
meta-synthesis literature and interviews with advertising campaign specialists were
thematically analyzed. The results of this part put message content strategies into 24 themes,
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11 sub-strategies, and 4 main strategies. In the quantitative part of the research, using the
survey strategy, the relationship between the product type, level of product involvement, the
product position in the life cycle, competition intensity, and the competitive position of the
brand with each of the four main message content strategies were investigated. A
questionnaire was distributed among the target population for 8 samples of the advertising
campaigns selected based on some criteria. Finally, the collected questionnaires were
analyzed using multiple linear regression method. The results of this part showed a significant
relationship between the variables of product position in the life cycle, competition intensity,
and brand competitive position with each of the message content strategies. Also, there is a
significant relationship between product type and objective differentiation strategy, credibility
strategy, and encouragement strategy. In addition, there is a meaningful relationship between
the product involvement level with the objective differentiation strategy and the subjective
differentiation strategy.

Introduction

Designing or developing an appropriate message strategy is one of the most important
factors under the control of advertisers that affects the effectiveness of advertising campaigns.
However, there is no comprehensive and integrated classification of message content strategy.
Previous researchers have presented a handful of typologies on this topic that have
weaknesses; for instance, some categories lack some elements described by others, and all the
classifications are limited to external studies. Therefore, in the current study, a comprehensive
and integrated categorization of the message content strategies has been provided by
reviewing the relevant studies and based on the existing categories. Then, we evaluated the
strategies by examining their relationship with some of the influencing factors in their
selection which have been mentioned in previous studies and theories (including product type,
level of product involvement, product position in the life cycle, competition intensity, and
competitive position of the brand). Knowing the types of message content strategy, as well as
which one is more appropriate according to each of the factors, will be an effective action in
guiding the advertising campaign designers toward the conscious and scientific choice of
message content strategy.

Methodology

A sequential mixed-methods design (qualitative-quantitative) was used to achieve the
research objective. Thus, in the qualitative part of the research, the data obtained from the
Meta-synthesis literature, and interviews with advertising campaign specialists were

Archive of SID.ir



Archive of SID.ir

New Marketing Reserch Journal, Vol 13, No. 1, Ser No. (48), Spring 2023 3

thematically analyzed. Then, in the quantitative part of the research, using the survey strategy,
the relationship between the product type, the level of product involvement, the product
position in the life cycle, the competition intensity, and the competitive position of the brand
with each of the four main message content strategies, were investigated. For this purpose, a
questionnaire was designed based on the mentioned variables for eight examples of
advertising campaigns, which were selected based on the considered criteria and distributed
among the target population. Finally, using SPSS software, the collected questionnaires were
analyzed by the multiple linear regression method.

Findings

The results of the qualitative part put message content strategies into 24 themes, 11 sub-
strategies, and four main strategies (objective differentiation strategy, subjective
differentiation strategy, credibility strategy, and encouragement strategy). The results of the
quantitative part showed; that there is a significant relationship between the variables of
product position in the life cycle, competition intensity, and brand competitive position with
each of the message content strategies. Also, there was a significant relationship between
product type and objective differentiation strategy, credibility strategy, and encouragement
strategy. In addition, there was a meaningful relationship between product involvement level
with the objective differentiation strategy and the subjective differentiation strategy.

Conclusions

From the findings of the qualitative phase of the research (meta-synthesis and thematic
analysis of interview data), an integrated classification of the message content strategy was
provided based on 24 concepts, four of which were obtained from interview data that were not
mentioned in the literature. Then, we presented two matrixes based on the survey results and
the theoretical basis of the research. One of the matrices is obtained from the combination of
the two components: product involvement level (high-low) and product type (durable-
nondurable), and the other one is drawn from the composition of competition intensity (high-
low) and the brand competitive position (high-low). Each introduced matrix contains four
quadrants, and we suggest the appropriate message strategy for them.

According to the findings of this research, we suggest future researchers analyze the
content of a large sample of advertising campaigns by using the categories presented
regarding the message content strategy in the current study, whose codes and operational
definitions are known. Future researchers are also encouraged to use other methods, such as
the Delphi technique or focus group interview, along with the meta-synthesis method, to
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identify message content strategies. Moreover, they can compare the effectiveness of the
suggested message content strategies according to the provided matrices through experimental
designs. Examining the relationship of other variables such as the audience culture or their
demographic characteristics, the type of communication media with the choice of each of the
message content strategies, is another future research proposal. By referring to the findings of
this investigation, advertising campaign designers can choose the message content strategy
more easily, quickly, and scientifically. Marketing and advertising teachers can use the results
of this study in the classrooms to teach students about message content strategies in a more
convenient, classified, and coherent way.

The following could be considered as some contributions of the present study to the field:
1) providing an integrated classification of message content strategies using a qualitative
method, 2) empirical examination of the relationship between the influencing variables with
each of the message content strategies through the analysis of a sample of advertising
campaigns, and 3) providing matrixes for selecting message content strategies.

Keywords: Message Content Strategy, Advertising Campaign, Meta-synthesis, Theme
Analysis.
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Table 2: Characteristics of the investigated advertising campaigns
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Table 3: Measurement of structures related to independent variables
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Table 5: Frequency distribution of respondents according to demographic variables
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Table 6: Statistical description of research variables
& s S -
ol ol _ ol el _ Sl ol | dde | daes” | Olow e P
o] oyluT 51 ias!
sl Shre
Yy EARIAY RIN% 00 A¥ v.yy FAA ARA Y¥f. o ol plaze 51l
Iy —ASE | eV | -y A ¥.3A vl owwve | 23 (5l pleze (5351 2l
Yy —\?A RIN% XA vaa Y.vo fa. ARA Y¥f. I Rhleel 51l
My -V Aov A0 yay A o IR A B 355 G5
Rdls SAX0D | SOV | - VA8 ¥oA FAD | VOA | YR oy s
Yy AR Aoy AR AR YA Y.va o A4 Y¥f. =1 aliil?
Ag)y SR T VA2 Y. Yoy YA 0. \ A Jammn 5 5 55 o
Yy V.00 F RIN% YA AFO YA s Al Y¥f. ﬁ;»f- 93 J geaes nlill:.-
Rdls YW | ey o0 V.o Y | Y¥- e g 5
Anld XA AOV [ —wEA Agy YAV o \ Y. s i 51 015 1Q34
SRR SaBl { i

S ool sy i il S e
SLa e 558 ot iin S Coal OT G oyl 5 Coda
Sl N 3T el s itn  Oljon s b s s
ot 3 Ond @UF Ol e U Jts la e b
O Ay (o g s At ol 53 la | aly e
c\zﬁn (e a5 = 55 J guaes o@l;-n (J gzee C_,}»
(Coly Sl (ks 6, olglq-n U s 6;)3

Clean hagi b e pled F g aper 5L
gy bt o Jla g (S sa Slams b sl
2l Ol e Gilwplee 51wl (oo
gl Poleel @51l 5 5 Kile o iy s 51 ol
Llazdls 1y Sk o 2aS
e Lz U 534S Gt bl Slaadl

Osemn 5 3 Ola5 oo 0l sl y e p (lodas 5T

Archive of SID.ir



Archive of SID.ir

VEY 5l (PA) by opbes sl ol e s Jlo i 58 sl Slisins /19

e O s aly () 23590 ST GLa S
SAe ¢ opl o gdle .l dslan cpl j3 0l S5 fates
L Jos layie dlasly gl 0 Joded o o 120
S S (g eis S F e g 2l Bhhlael 5 zah
b 45 s o OLES ool el 2180 5 OV Ll
o= 03 085 e g5l 95 bl Sl ds a0
e O s aly () 23590 ST GLa S

ol dslas cpl Hs ol S5 fat

sl odd gluls Lol lags sl il 1 eSS a L
Y Jgd Gllas) Sl ol
st s (s o DLV Jgd= &S 5 bOlen
Lo e o ialy gl o (RPd) 0l fiws uns
SF 7=l 5 (e S5l plate G351 o) Ly Joins
VAALSPRVA & WU GRS I PUN T -5 WA PE
Sl s JS7 51 Ao ,aV/YR &S Ui o OLES ol !
S5 IVYE 5= slw plate 651 ) Ol e

e 03 (> G et (651w O s

Pl (S19iom0 SIS F 1 sl 1 2 50 9 Jiwo (SU ki (o Al Ogaw 575 ek i ¥ Jgurr
Table 7: Results of regression analysis of the relationship between independent variables and each
of the message content strategies

S5yl S5yl SF! g S5y O yod Gl (S ke
R g @IFLlael | SISl | e 65l pleie Jow Jaho Sl mico
/A ¥ints — /ey V¥ B
—Y.OV) Foof — /R \Rias t Jgae £
Slsliae Sl i Jlslee 8 Sslae-Cie bl
—/F0 — /¥y Al —+/YFO B
—VAWY -0.44) gy —AXAY t B2 Jyamo oy
Sslias it Sslias it Slsbiaem e Ssliae it aa, 7
/vy —/e0Y —+/YAF aYay B
«/FOA -/ -FAPF YA t Jyaxe & 550 phaw
sl o Slsbine Ssline it Slslasm Cte aal,
/F50 ¥idl Y iaxs - /Y B
AAFY 0.F¥A Vv -V F50 t oy Dk
Sslae-Cie Sl Cin Sslae-Cie Dlsliae— bl
— /53 —+/F04 /Y04 —+/\YF B
—1Y.Ar0 —V.VFA BAYY —Fvy t Ny Wy oS>
Dlsbiae— it Dlsliae— it Shslme— e Jlslae— it abayl
g 0 CVYE e RZA)) s s 45 (s s
VY.£YY 0+ 544 AL RN F LT
o e s s sk el
) .£4Y \.OvF AR7-0 1.4 Ogmily pmyn 5T

B9 SRSl 1z

JQJKWQ‘P'Q_A(VJ)J)&UQA)M)JO L;Llo-cls...-);Fé)LaT)\,\bL;)l;wmb):L

Archive of SID.ir



Archive of SID.ir

V70 /Ob&.«h}@lﬁj %;/@\w\,@uq)gﬁ_ (el gy Slads S eSS (lﬁ Sl g s 51 al

Sy abolen | bl 4 S 15 (a3 (g5l jleze
51wl glesl (s S 0L (1989) Laskey et al.
(31553 Lal il Coily (e Tl TG
sl os wst b ad glales| gl
Blel (Kbl Sns p kAT Gl
Sl S ed Bl OB LB 5 5 34 amie 5Ll e
Sl el o 03Litul (3 3y juamin 351 Slgiiy
Sl ol 3 ((Fedulawe 5 2 b 651zl opl
el (0,84 s 555l slgin 51 muh jo &S
(e le G5! b Lal e3,15 5 95 A5 5 (6 5
6o 5 350 peames Db 3 (55 sl ‘U}?c-“
Uyams oo LIS L B E5s ao b Sy
Soberman, & (sla jia i s sed sl = 3505 5 o
548", b (2015) Ashley & Tuten «(2022) Xiang
oAl 503 by amie 35 slginy 5351 b
wlr s Sl esliul L ((Adulaie ¢ 51 b
(2019) Utkarsh & Gupta «(2022) Deng et al. ,_Ls
Y game uled) (g 55 S F| b ol odd UG
ke Glalomd e (Aulad) i g se Dbl |
15 38 s iy Ol G b el oslanal
4 (2009) PULE O yseas iy (SLaingis 53
oo oy Lal (S ¢ 50 Dledst b DY geames 5 Lad)
Sl go 53 J gmamen bl p gl Lol €3 5
laosls Jodow 51t Ol 3o L 5 Calises
(T 5 65 (651 zul) (w0 gl Al el
ool gy oy o 3 pb g Jelt 1y Slads
SO b o detS el 4 1y ot b e |
Jmams Sleslinal b Las o o dleb s el
SLads 5l al pl b Olads & ad s o OLES T
Slks (e g1 2) (5,553 5 03T slalde 4 by, e

Roose et al. asdlbs cas 5ai gl . Cmul (Cls 5

s 320 0 51 S 0 i S S Je e
gf,,_bgtgélpududjslpl;\&iﬁ,
#L@\)&!)\auﬂj\égwajjbw

sl sl g sla ke 5SS A L sl

S5 4o § S 0
@els Jl Al e 55 e ol plowit 5 s
Lo oS ply (slsoms Slais 51 2l (5luar LSS
oo e ol G (6l 0 ol Dlals
el lsesls O oo o 5 S 515
iy lalllan 5 0 o b3l S osliiul ca-las
S AT Cs g ad gl A5V Y S SIS e
SF Al ¥ 5 o B FI VY o g Yo I
3 Jeol A4S FA Ols 51 s i 5415 Lo
A glalis W pggie B 5 SN0 (O s s
o e ysods glulis o b g5l mal 1) JJBys o
S o e gLl ¢yl ol s S 51,5 |3
SLa 51l i e g ool @ gl s
e s aall )3 3 S 4l 315 (SplS oy (5l g
b gn 453 odb g lalid (slags 5l 3l plaS a
sler Jold (e (Sl plose (8 FT yiwl)
(o by amie 3551 sl dp) (e b 5 !
Wl (g AT 83 50 (F 5= gidmy o)
L 058 plate Jisan 5 8 A slags 51 el
b dseme b ool ol (210 Gy bl U seea
s S Al o e Bl b S5l
SH e b Gillas (e s5lw pleze (651w
ol el i sla Jrags 55 eddie Lal ( Sledb!
S5 LMl 51wl dws 45 B8l 4SSl
&) mﬁuﬁjléﬂeu s o bl el

S5 ) ks j3 48 ol (n&l-gjf))'_g» P

Archive of SID.ir



Archive of SID.ir

VEY 5ler (PA) by o)le edsh ol cons s Jl e 5 (23 Sl /199

A ) p e b 45 (2021) Sridevi et al.
Jlos S id same L 5 2 5 (o e SLpol]
Ao ol alias laesls

L S a5 5 e Sl 5 e
LeT (S5 &K 5 0 b J gramms OS5 s
o e el Jymamme sLa S5 5 5 sl
S5 I Ol e g &y 2 OIS i
L S 55 05t sl a0 e Jale Ly
L Solsls S slawoms 0455 5 paias
doly 5 A Seodd (wleal glaas o (4l gs
AL 5355 0305 A 4o J geamme o3l 4 ible
3 b 8dde 3 jlae a A gy | DLS
Oty O Sty 355 o Jad a (Lags Sl )
53,8 o)Ll p sgha ol 4 (2022) Deng et al. L
Soa L Al i S5 6K S e pgle
e olatasy 52 5ol B rae 5SS s b
A& 4, (2015) Taylor

S5l 33 Jols (21 8lel (& F gl
u\fu\..fcu el (Gl 538§ 5 (Aal g2 By o 5
5O As SRl P dsan a5l cpl Sl eslinal L
A an Ob e sbazelodr ponan 5 Ly 5ea
o Lal ola S s (dalpd 851D 51l dna
Ob i Colsy il dSle (sdalsi &1y L 4S5 H0s
30 g o S ) peta 3 Bl Lu L (S
5 el a5t Sl s 5 Sy e 55150
o SLOLES dla iz Asle 5y Oyl s
dlisas i oLk bl s, b s (el
Ly s e S0 5 lael sl e e slazel Ul
Cd s slacdled il . As (Davies, 1993)

ooy Sl B g5 53 0dSTT O oty (4 elaz]

el (6351l ol s0S U T (2018)
e Jols (=D (65w oo (& F1 )
u\ch\_gﬁJ» 3 cpaled cu&udf)ﬁ» SR S5l
(a3 S5l plate S 1 ah 51 S ol
Jgmame Ly (6ol oU (25 G2 bl iy 035 1 lae
L ais (a5l dbasle «Slubaat 1 (&5 b
S e S b sl Sy sl b 5 Lol
L alie 53 (83 (gilo plaze (351 2l ¢ ol ol 5
syl B o 4 (e 3w pleze (551 b
el 5 Ly s 55 5l (s e 5
O s ) 5 i 5 5 S0las gl 25
Aas s ol (Roose et al., 2018) 1, J smame
ShaS s s oLl ol as (g ladsS ) o 51 ub
Oalse sl oS 555 s Sileinds 5 s sla S5
3 g oslitl J yamea Sl oslizl gl 5 La S5
slales! g La aai L 5 (Chattopadhyay, 2010)
Sl gmams 3l eslinal Sl 515,05 S LG 8
(opdled 51w (Yfantidou et al., 2017) 5 &%
Sl il sla b s p d s o gie 4 Jold
Ll Ly i A gy 3 5 S50 b
L0585 S e Slmodnl A s (oS 5
Cpolal (g5l il C}a o=l sl (J s—mes
L L glaslel 5 sl Glal i s
Slas 5 583 5 08 AS  pme e )3 5 oo
Lol L s 03,5 bas o0 i o A5y
Tafesse & L glaiass 0o 1 Sn b sla bl
St | Ly i) psghe 3 4o (2018) Wien
L 48 313 o)Ll ol o (S L oS5
Ay it 4 Lais Wy S 5 Sy (oSS

A ey Gl s 53 p e ol 3 b LS e

Archive of SID.ir



Archive of SID.ir

\PY Ob&.«h}@lﬁj %;/@\w\,@uq)gﬁ_ (el gy Slads S eSS (lﬁ Sl g s 51 al

OLE Y sl L Gullan 05 85 i g4y 5o gl
(=== Silw plee 51 wh L (J sames g sls
s (d pmzen 750 )13 (Gylalms 5 Lo e
s DY pama g (pl93 s (B e Y goomes)
r‘_’.}l_i OY gz ¢ wlnl pl 5l 0, L «(aljzl_g
Sl zlaze 512 5l pls o Y gz 4 S
d=Vs 5 S e S enlin il (¢ 5y (e
L o3 ilw plaze 51 maly ddasl y (5 50 )lslire
¢lsoL OY gz a8 Sl ) (g &L
Sy o 9l &S0 L) aS 53 | gl ASle
62 VL B Ol nty (05 (65 splee (551
Ao plgsly SV s L Ll dSs o S
) 3 oS (s Ol STk 5 pLS Slsaes
Gla e plu S0 s g es S aslinal (o351 2l
N odkd s 2 Gl raS olzdl (las S5 b 5 Jies
Lol .l S de daly 05 0 5l5kme LY s
dasly (gl plhleel 51 2uh b same &l sls plas
5 e Al (R 25 S F i b g lale 5 ke
e DY gamee) Uip;;)l_,a‘t_g Syl lslme
OV pamen) 5 ks (o)Ll 651 xab tplsol
S s S (& 545 (5 zal ) u(a\,;& e
¥ sl e K300 b5l s 03,5 eslinal
e 5 L s - 95 o
(in5 85l e S5l L 5 e By e
Ol s ez a0 (ghIsae 5 e d Lol
3w zloze 51 395 YU games (6,5 53
S S (=23 (s5lw plaze (651wl 5 b (s
sz__:f).s cia_u» U_i_.a;'},_k)'\ 3 b o 0slaz
S5 b 5 (gl Blzel 51w L (J games
sl O Jo¥s 51 as™ 50 (g labna Al ( & 543

)\ wLAL salewl l—.’. ouw)ﬂ 6[-&",:?:‘5 V-(

laply psgie .ol oaT 202D Kimet al. e

ol gl gy s L sl b 3 a5
Cewd @ a=lian Glaosls flos ((@Lﬁg—!_‘;;.a)é
sl 0 e T

SF el 53 Jolb (R gmid SLAGS FI sl
508, el s 5y 525 5 g 3 i (2B
j!w:wl.wl((uonuﬂfjag&ﬁw>)
Sap el QU 6o 550 slaml Gy b 31 s 35
S e Ay 3 5 1y e (55K
poale 3l L b 058 53 by 5 il 5 e plut
eIl & 35 535 5 hs b Sladliar (S5l ful 4 b gy e
Sridevi et al. Wil i sla iagis 55 (55
L oodd 8 s 4 3 6550 (651 2l .ol s aT (2021)
S s g i bl Gy 555 £y gie 53 (A0
L Odes 18 )03 4 Gapi0 50 8,5l i DS
o LSl SLdS ao p e sl 3 s o0 Jold ) (i
L 5Lsd gl 4 SRS 1y Cbls &85l
KT 5 T les &1yl 5 b3l SGI L 5 A8
ool S o0 SleMbl (S g s 4 Dogen |y 5l
o33 Cmwl 0dsT 2007) AkaN 2o 5 55 (aﬁ_u
4{&}93\)%&5“455@:)&\@@;4{(}@
SIS ST slan 5 G (T sl 53 Sy e
o ptie 4 AS (oo el 3)lss e 5 s
el odd 0,La0 (2018) Lee etal. iays s

il ) sbaaan (hagiy (NS Al e s
NS L s pite lsly ey 5 L 51 il
2558 7y GBS S A (Lol Glas 51 2l
e Glaslcion Ol gla jlas (gles 5
gt La eSS 0 (6l Shas s sla e
A p g ol Al (gl s (b B

MM)&)}T&MWJQ_Y?' ‘CW)J

Archive of SID.ir



Archive of SID.ir

VEY 5ler (PA) by o)le el ol cons s Jl ¢ 5 (213l Dl /19

G o5 ol Ll e ST (F SCE) Sl 0teT

4 aelsl s dblb Cwlie (’lf- Sy 5l gluls

3ol s e 5Ll ) S e lags 1 2l
55 =S S b s s B Sl s hiley
() gmen C}_i») (J gz dj_f): ch) a3
Cwd do o 5le &S5 By Calides Sl Sl

Y
:Jol @ P33 &
+ o (6 3k spbote (8 T sl + (0 (Gl ploie (§F1 gl
e (6 3 33 oo (S 51 !
2! Pkl 1 sl i fS) fﬁ . el
B9 (S F el
9
"
9
Pow &) Poler &
0O &3k ploto (& F1 ! SO &3l koo (& F1 gl
onb

plastk

Jya 95

Flade

(g3 SLadl :xun) ply (Slgime (& 51yl DS b Jguamo w38 e ( Jaaomo 99 o (o Flo Aol f IS
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