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The Effect of Advertising Location in Printed Media Advertisement for Multiple Products
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Abstract

This paper investigates effective locations for two products in printed media advertisement (in which one is the
relatively higher price product and the other is the relatively lower price product), and provides some insights on
the effective locations of multiple products in printed media advertisements. For the research purpose, this paper
develops 4 different versions of printed media advertisement and conducts an experiment study to compare
consumers’ responses on the different versions: Type A(the higher price product is located at the left side of
advertisement, and the lower price product is located at the right side of advertisement), Type B(the higher price
product is located at the right side of advertisement, and the lower price product is located at the left side of
advertisement), Type C(the higher price product is located at the top side of advertisement, and the lower price
product is located at the bottom side of advertisement), Type D(the higher price product is located at the bottom
side of advertisement, and the lower price product is located at the top side of advertisement). The results of the
experiment show that marketers can increase consumers’ choices on the both products when they locate the higher
price product at the left side or the top of advertisement and do the lower price product at the right or the bottom
of advertisement.

Key words: consumer choice, layout, price, printed media advertisement, product
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Table 1. Choice frequencies of the relatively higher price
product and the relatively lower price product in
the cases that they are located at the left/top and
at the right/bottom of advertisement

Ut | et | S

Left or top 13 8 21
Right or bottom 4 11 15
Sum 17 19 36

X =4360, p=0.037
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Table 2. Choice frequencies of the relatively higher price
product and the relatively lower price product in
the cases that they are located at the left/right
and at the top/bottom of advertisement

Ut | prodeet | S
Left or right 5 12 17
Top or bottom 12 7 19
Sum 17 19 36
X =4.100, p=0.043
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Table 3. Choice frequencies of the relatively higher price
product and the relatively lower price product in
the cases that they are located at the left and at
the right of advertisement

e |t e |
Left 4 6 10
Right 1 6 7
Sum 5 12 17

X2 =1311, p=0252
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Table 4. Choice frequencies of the relatively higher price
product and the relatively lower price product in
the cases that they are located at the top and at
the bottom of advertisement

High price Low price Sum
product product
Top 9 2 11
Bottom 3 5 8
Sum 12 7 19
X =3.909, p=0.048
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