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“The sight of 
a peacock’s 

tail, 
whenever I 
gaze at it, 

it makes me 
sick”
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Table 1. Average perceived quality rating at each ad spend level

Number of subjects = 214

Source: Kirmani & Wright (1989)
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Ad spend (million $) Average perceived quality 
rating

2 5.4
10 5.7
20 6.2
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Table 1. Average perceived quality rating at each ad spend level

Number of subjects = 214

Source: Kirmani & Wright (1989)
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