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ABSTRACT

“The Effect of Advertising Pulsing
on the Consumers’ Brand Awareness”

Cho, Yoon-Seon
Dept. of Business Administration
Graduate School

Sogang University

“Advertising scheduling” is to decide when and how to allocate
advertising budget during advertising campaign. One of the most
important decisions for Advertising is to allocate advertising budget
efficiently as well as to select appropriate advertising vehicle.

Most of the extant researches on “advertising scheduling” show
that pulsing-scheduling is more effective than even-scheduling.
However, there were not enough findings or studies about the
advertising effectiveness under the precise conditions and degrees.

This study suggests that the effect of pulsing on the advertising



effectiveness can vary according to the conditions of advertising

expression strategy, advertising model type, and the number of

brand extension.

The findings can be summarized as follows: First, as proved in

most empirical studies, the more advertising pulsing fluctuated, the

more positive advertising effect was. GRP variance has a positive

effect on brand awareness, which is consistent with the empirical

results of the extant studies. Second, this study revealed that

advertising expression strategy moderates the effect of advertising

pulsing on the brand awareness. Informational advertising plays a

role of amplifying the effect of advertising pulsing on the increase of

brand awareness than transformational advertising does. Third,

advertising model type also influences the effect of advertising

pulsing on the brand awareness. When compared with advertising by

non-celebrity model, advertising by celebrity model results in more

increased brand awareness as advertising pulsing increases.



The results provides the following practical implication; beyond

the simple dichotomy of pulsing-scheduling and even-scheduling,

consideration of specific conditions of pulsing-scheduling will help to

enhance the effectiveness of advertising.
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