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Abstract 

In recent years advertisements have been used more to attract customers to 

their products. However because of this increase, it is becoming difficult to 

develop original, creative advertisements to create this attraction. While most 

agree that commercials are a waste of time and money, it is those who find 

themselves attracted to a particular advertisement. This literature review 

examines the success of the addition of animals in a company’s advertisement. 

This paper will determine what the most common animals that are being used, 

as well as how these animals are being used.  This research establishes the 

significance of incorporating animals in advertisements.   
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The Power of Animals in Advertisements 

A Review of Literature 

What do shampoo, insurance, toilet paper, and a truck have in common? These 

products all use animals to increase name recognition of their company, and 

ultimately improve sales. The idea of using animals in advertising has been 

deeply researched, and has been proven to significantly improve the number of 

people who recall a companies’ name after watching an advertisement. This 

review of literature will determine the most effective ways of include animals in 

an advertisement by responding to a few questions that arose.  

1. With the addition of animals, does an advertisement consistently1 get 

more acknowledgment from consumers than an advertisement without 

this addition?  

2. What are the most effective animals at grabbing a consumer’s attention?  

3. What are the most commonly practiced way of using an animal in 

advertisement? 

4. Is the use of anthropomorphic 2animals a reliable addition to an 

advertisement?  

                                                             
1 Consistently is used in terms of a single company’s revenue over a period of time. 

 

 2Anthropomorphism is attribution of human characteristics  to a non-human entities  

http://en.wikipedia.org/wiki/Human
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 Animals used in advertisement can significantly improve name recognition and 

the absorption of the message. However, the way an animal is used in 

advertisements can modify this effectiveness. 

 

Why use Animals? 

 

 Advertisements are created using a well thought- out marketing strategy 

devised by advertisers to increase their name recognition, and to gain support 

of a company product amongst consumers. It is the job of marketers to attract 

the public to a product or business by convincing a consumer that their 

product is a better quality than their rivals. “The purpose of any advertising is 

to give a brand name ‘added value,’ to convince consumers this garbage bag 

really is stronger than its rivals or that hair shampoo makes its users sexy.” 

(Rutherford, 1994, p.) Now more than ever, animals are being utilized in this 

marketing strategy. The reason advertisers are centering their advertisements 

on animals is because of the relationships that are share between consumers 

and their animals. A common cause for this relationship is, as stated, “Animal 

friends often may serve their owners better than human friends, who are 

sometimes subject to envy, jealousy, elitism, and materialism” (Hirschman, 

1994, p.620). 

 One of the main reasons people are easily swayed by such marketing 

ploys is because of how they feel about their pets. In 2006, Atkin, 
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Lnacendorfer, and Reece noted, “Pets are found in more than 69 million U.S. 

homes; love, companionship, company, and affection are prime benefits people 

receive from sharing their lives with their pets, and 92% of pet owners consider 

their pets as family members” (p.384). It is because of these kinds of 

relationships with their own pets that consumers find themselves drawn to 

advertisements containing animals.  

 Marketers have also begun to recognize that animals are a simple way of 

spreading their message without worries of being politically correct. Because 

animals are less likely to be gender and specific “With animals you don’t have 

to worry about multiculturalism, political correctness, a sordid past or the 

possibility of an equally distasteful future of, say, posing nude or punching an 

umpire.” Animals are also an easy way to deliver messages that are silly, or 

outrageous. They can also clear up a message that may otherwise be difficult to 

comprehend. “Sometimes animals can deliver a specific message in a way that 

cuts through clutter and lets people absorb messages that would be ridiculous 

if said outright (Cite book) 

With the addition of animals, does an advertisement consistently get 

more acknowledgment from consumers than an advertisement without 

this addition? 

An advertisement that contains an animal helps the consumer retain 

information about a company and its product, as well as attracts them to their 

particular product. The retention of a commercial is tested using a system 
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known as Kaplan Thaler testing. A score is given based on the percent of 

people polled who recalled the company’s name after watching the 

advertisement. According to Daniel P. Amos, CEO of Aflac insurance company, 

one of the highest-scoring advertisements starred Ray Romano, whose hit 

television show Everybody Loves Raymond, was then at the height of its 

popularity. The advertisement scored an 18- more than 50% better than their 

previous commercials, where in six years only one of the advertisements had 

earned a 12. However, after the Aflac insurance duck debuted, the 

advertisement received a score of 27 (Amos, 2010, p. 133). The results were 

66% higher that the commercial featuring Ray Romano. This proves the initial 

thesis that with the addition of an animal in an advertisement, the company 

receives more recognition. Since the addition of the Aflac duck, the results of 

the Aflac insurance company’s combined revenues in the United States and 

Japan have markedly increased, which can be seen on graph 1.  
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Note. The information on the graph if from Amos, D. P. (2010). Aflac’s 

CEO explains how he fell for the duck. Harvard Business Review, 88(1), 

131-134.Retrieved from EBSCOhost database (47193910). 
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What are the most effective animals at grabbing a consumer’s attention? What 

are the most commonly practiced way of using an animal in advertisement? 

Advertisement is used in many significant ways that benefit a company’s 

products. In a side-by-side comparison, the Energizer Bunny keeps going and 

going, long after their competitors stop working. This advertisement is used to 

exaggerate the ineffectiveness of a rival’s product. Another effective way to use 

an advertisement for the benefit of a company’s product is through symbolism. 

Symbolism is defined as the use of symbols to invest things with a 

representative meaning or to represent something abstract by something.  

Tourister Luggage Company promotes their luggage through an advertisement 

that shows a caged gorilla hurling their luggage without damaging it. Gorillas 

are symbolic for strength and toughness, therefore this symbolism is used to 

create a mental connection between durability and American Tourister 

Luggage.   

There are many categories that animals can be separated into when used 

in a commercial. The most common category is Animals as Loved Ones. This 

group is most used because of the relationship between animals and 

consumers. In these advertisements, animals are seen participating in family 

life –sleeping with, playing with, being fed by, following, sitting with, or 

standing by a family member or generally interacting in the group(Cite Animal 

Text). Animals as Symbols are the second most common category because of 



Animals in Advertisements 9 

 

 
 

the mental connection given naturally by humans between cultural meanings 

and animals.   

 Many animals have desirable cultural meanings that are useful when 

utilized in an advertisement. Advertisers choose animals from the category 

animals as symbols for the logo because they have some cultural meaning 

attached to them that the advertisers want to attach to their products. A dove 

represents peace, a fox represents cunning, a jaguar represents speed, and a 

kangaroo represents bounce. These are only few of the many symbols given to 

animals. These symbols are one of the most commonly used elements in recent 

advertising practice. Although these categories work well in the recent increase 

of animals in advertisement, some do not work as well.  

 Animals as allegory is not recognized as much by advertisers because of 

its lack of seriousness. Commercials using this category are among the most 

comical advertisements. Humorous as they may be, the use of Animals as 

allegory does not successfully grab the consumer’s attention though a mental 

or physical connection. Animals as nuisance is another category that does not 

attract many customers. Animals used as a nuisance appear both bothersome 

to humans outdoors, and in the comfort of a home. Although it may attract the 

consumer’s attention for a brief moment, it is hardly a commercial they will 

want to remember.  

 

Is the use of anthropomorphic animals a reliable addition to an 

advertisement? 
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Anthropomorphic animals are another category that advertisers 

occasionally use in their advertisements. Animals are enjoyable to watch as 

advertisements, and we feel for them, trust them, and care for them, especially 

when they are humanized (Kanner, 1999, p.122). However with this statement, 

we must ask ourselves, if we enjoy animals in advertisements, especially when 

they are humanized, is anthropomorphism a characteristic beneficial to an 

advertisement? Anthropomorphism is the attribution of a human for human 

characteristics, or human behavior to nonhuman things. However, the topic of 

anthropomorphism is incredibly under researched. Authors have not fully 

explored all of the aspects of anthropomorphism. Many sources touched on 

anthropomorphism in their articles, but their evidence was so brief that it 

would be hard to create a substantial argument on the subject. 

The bond shared between the consumer and animals, gives the 

advertiser a building block for an advertisement.  Consumers have a mental 

connection with animals; animals often seem trustworthy and we, as 

consumers, care for them. Animals used in advertisement can significantly 

improve name recognition and the absorption of the message.  
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