A study of appeals of housing print advertisements
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ABSTRACT
In this study, the content analysis method was adopted to analyze product attributes of housing and its advertising appeals, explore
the tendencies of housing advertisements in different economic phases and examine various combinations of advertising appeals and
strategies. The results of this study were concluded with ten different combinations between situations and strategies. They were
residential housing / parking lot, residential housing / open space, residential housing / security, automatic system / security,
advertising space / irrelevant figures, after-sales services / quality constructing standards, residential housing / terms of payment and
mortgage loan, product current situations / terms of payment and mortgage loan, product current situations / functional product
presentation and sizes of houses / pricing. When the prosperity of housing market reached its climax, e.g. in the year of 1988 and
1989, situational appeals were adopted as the main advertising strategy and the combinations of situational and strategical appeals as
second. Adopting these two strategies, advertisements were presented as active ones. On the contrary, while the housing market was
in its pre-climax phrase(1987), down-going(2000)and recovering(2006) period, single situational appeals were adopted and presented
as passive and probing appeals.
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