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Abstract 

 

Transit advertising is considered to be one of the major tools in marketing. In recent years, 

advertisers have come up with new and creative ideas to promote goods and services through 

new means of advertising. The concept of train wrap as a medium of communication and 

branding is new in Delhi Metro. But despite being innovative and large in size, train wraps are 

not easily recalled and recognized by travelers. This study supports evaluating the gaps between 

exposure to training wrap, its effectiveness, and its impact on the recognition and recall value of 

travelers. For this research, the researchers reached out to commuters of 3 metro lines- Yellow, 

Blue and Green. Questionnaire in the form of schedule were filled by the riders from these three 

metro lines. It was reasoned that Train wrap is hard to ignore due to its size, but the recall value 

for these advertisements is less than the advertisements which are done inside the metro. Also, it 

was found that the people who traveled in the last coaches could recall the train wraps more 

quickly than the people who travel in the first few coaches. This is due to the short time for 

which train wraps are exposed to travelers. The travelers could only see the train wrap from the 

time when the train enters the stations and till, they board it. Through this study, it was also 

observed that even during this short period the commuters miss grasping the message of an ad 

due to being involved elsewhere. Moreover, not every metro on these lines has train wraps which 

also somewhere contributes to the effectiveness of train wraps vs other advertisements done 

inside the metro. 

 

Keywords: Transit Advertising, recognition, recall, OOH, Public transport, Delhi Metro, Train 

wraps, DMRC 

http://www.ijfans.org/
mailto:himani.sharma121994@gmail.com
mailto:kuldeep.siwach@gdgu.org


     e-ISSN 2320 –7876 www.ijfans.org 
Vol.11,S Iss 1, 2022 

Research Paper                       © 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal 

 

1428 
 

1. Introduction  

 

In recent times, transit advertising has become not only important but also an essential marketing 

tool because of its potential in providing high visibility of the product/service to the audience. 

Transit Advertisements are the advertisements which in the print form are placed on the vehicles. 

They are also placed on the stands and stations in the printed form.  Eg. Bus, trains, metro, bus 

stands, airport, metro stations. But their recall value is sometimes lost due to being in the clutter 

of other advertisements. As compared to other OOH medium which are available to the 

consumers for a longer period than train wraps. 

Dissonance Theory by Leon Festinger, 1957 points out four major points. The 1st point Selective 

Exposure says that receivers choose exposure to ideas that reinforce and confirm already-held 

beliefs and attitudes. The second point Selective Attention says that the receiver tends to attend 

to media messages that they feel are in accord with our already-held attitudes and interests and 

filter out the ideas which don’t cater to them. Selective Perception represents the psychological 

process, which involves the decoding of communication messages and making sure that they 

align with the previous experiences and current dispositions of the receiver. Selective Prevention 

is the process where people tend to remember the information that is consistent with their pre-

existing attitudes or interests. 

 

1.1 Current Status and Latest Trends in DMRC 

 In 2014 DMRC introduced train wraps, and Eg Communications were given an exclusive 

contract for the same. Contract for 10 years (2014-2024) for line 2, (2020-2029) for lines 3 & 4, 

(2016-2026) for line 5 has been given to Eg communications. The rapid expansion of Delhi 

metro lines has been a boon to advertisers by providing them with one of the biggest platforms to 

reach out to millions of people in a single day. The mode of advertisement through DMRC has 

blossomed into creative ways, from train wraps to co-branding, Delhi metro has done all. Train 

wraps are a new and creative concept of advertising. But unlike any other transit advertising, 

metro train wraps are less exposed to travelers. Other transit advertising like bus advertising or 

taxi advertising, when done outside the vehicle, for all the time the vehicle travels on roads, the 

ad is seen by people. But train wraps are only seen by travelers while they are on the platform. 

Hence, its effect is less on the recall and recognition value of riders. Similarly, when a metro 

train (with train wrap) arrives at a platform till it leaves that platform, it only stops for hardly a 

minute, hence the opportunity to see an ad during this time is only when the rider is waiting at 

the platform. In between this time frame, when the train doors open and the train doors close, the 

train wraps are not totally visible or completely understandable to the riders. The visibility of the 

train wraps decreases due to the opening and close of the doors as the train wraps are designed in 

such a way that they cover the doors as well. The complete train wrap ad is only visible to the 

riders when the train is moving. 
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1.2 The rationale of the present study 

With modern technologies and the growing need for advertising in transit media, it has become 

important that we as researchers explore all the mediums related to transit advertising. This study 

went deep in getting us aware of the ground’s reality related to the recall and recognition value 

of train wraps and their barrier to communication. 

  

2. Review of Literature     

Fortenberry, & McGoldrick (2018) suggested a logical progression to the AIDAR model 

(Attention-Interest-Desire-Action Retention), which adds retention to the AIDA (Attention-

Interest-Desire-Action) model. They conducted a consumer and management survey to develop 

both the consumer viewpoint and the management viewpoint on the billboard advertisements on 

driving customer retention. By using a convenient sampling method, the researchers choose 

health care centers as the area from where the sample was collected and also tracked a billboard 

campaign in the same field for a month. They concluded that the billboards are useful across the 

hierarchy of effects.  

However, one of the major limitations was that only one type of ad campaign has been chosen to 

study. The researchers have developed a report based on one health care as perceived by the 

respondents. Though they could have added more advertisements from the same genre and other 

genres as well they limited themselves to only one advertisement of one genre. Keller, Heckler 

and. Houston (1998) in their laboratory experiment examined the effects of a meaningful brand 

name over a nonmeaningful brand name in the recall power of an ad. Keller et al. (1998) 

indicated that the suggestive brand (brand name that conveys a relevant attribute or benefit 

information in a particular product context) name which conveys a product's benefit has higher 

recall value than the brand which is non-suggestive. One of the limitations was that it does not 

discuss what can be included in the list of suggestive names and non-suggestive names. It doesn't 

talk about the relationship between brand loyalty and suggestive brand names.    

Moorman (2003) reviewed 66 empirical studies published from 1963 to 2002, which were on the 

impact of the media context on the effectiveness of an advertising outcome. Media context 

factors like attitude towards the medium, vehicle type, gratification obtained from the medium, 

types of advertising, and attitude towards an advertisement were identified. The author used the 

vote-counting method to compare methods to carry out the report which recorded either 

significant positive, significant negative, or no significant relationships. Though it provided 

some practical insights into the impact of media context on advertising effectiveness, one major 

limitation was that the analysis was done on the previous studies recorded before 2003.  

 

 2.1 Research Questions  

1. Does the attitude towards train wrap is as effective as any advertisement done inside Delhi 

metro? 

http://www.ijfans.org/
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2. Do factors like coach no., size of an ad, and creativity in the ad play any role in 

communication between train wraps and passengers? 

 

2.2 Research Objectives  

1. To determine whether train wrap advertisement is as effective as advertisements done inside 

the Delhi metro. 

2. To determine variables like coach no., size of an ad, and creativity in an ad play any role in 

communication between train wraps and passengers. 

 

3.Research Methodology 

In order to conduct the present study, the Quantitative method was carried out. Metro stations on 

lines Green, Yellow and Blue were chosen. Trains which had train wraps were chosen for the 

study. The riders above 18+ in these metros were approached. A sample size of 120 respondents 

was chosen by the Random sampling method. The data were collected and then analyzed in the 

chart and tabular form. 

 

3.1 Data Presentation and Interpretation 

The very first question was framed to know which metro line the riders take the most. The data 

in the Table 1 showed that most travelers travel by the blue Line the most followed by the yellow 

line and lastly by the Green Line. This gives the advertisers more opportunity on the blue and 

yellow lines to get the train wraps to reach a maximum number of people at one time. 

Table 1 - Metro line the travellers take the most 

 

 
 

 

 

 

The second question was intented to know if the travelers have seen or noticed any other metro 

than theirs which has Train-wraps. Table 2 suggested that around 65% of the respondents 

responded positively to noticing a train wrap on another metro than theirs, while 30% denied 

seeing this, whereas 4.17% were not able to recall it. 
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Table 2 – Travelers have seen any other metro than theirs which has Train-wrap? 

 

 
 

Table 3 suggests that almost 76% of respondents admitted to noticing an advertisement that is 

inside the metro more frequently than train wraps, while 15.83% of respondents noticed rarely an 

ad inside the metro, whereas 7.50% noticed occasionally such ads. 

 

Table 3- Frequency of noticing an advertisement by riders 

  
 

 

The fourth questionnaire put up across the travelers was to know which ad out of the two they 

notice the most- Trian wrap or inside the metro advertisement. Table 4 shows that more than 

62% of respondents noticed the inside metro advertisement more than the Train wraps. While the 

rest 37.50% noticed Train wraps more than Inside metro advertisements. 

Table 4- Easily noticeable advertisement 
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Upon asking if the respondents can recall the name of the brand/product /service of the train 

wrap advertisement they saw while boarding, table 5 shows that 50% of the respondents said 

they can recall the ad while another 50% denied the same. Next, the picture of the train wrapped 

on the metro in which they boarded was shown.  

 

Table 5- Recall name of the brand/product/service of the train wrap ad in which riders 

boarded 

                                                                              

 
 

 

Table 6 suggests that more than 95% of respondents said that they after seeing the aided help 

could recognize the ad while 4.17% still could not recognize it. This is evident that most of the 

riders see train wraps due to them being large in size but there could be many reasons why they 

could not recall it after some time. 

 

Table 6- Ability to recognize the ad with the help of aided picture of train wrap- in which 

they are currently traveling 
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Table 7 shows that from coaches 1-4, over 36% of respondents find the visuals of the train wrap 

appealing but they could not understand the message, 35% of respondents find the brand and its 

messages very clear to understand upon seeing in train wrap, 20% of respondents suggested that 

they can only understand the name of the brand and lastly 5% respondents responded that they 

cannot understand anything at all in the train wraps. While the respondents from coach numbers 

5-8 had a different say on this. 45% of respondents responded that visuals were appealing but 

they could not understand the message in train wrap, 41.67% of respondents find the brand and 

its message clear, 11.67% of respondents could only understand the name of the brand, and 

1.67% of respondents couldn’t understand anything at all in the advertisement. This shows that 

the people traveling in 5-8 coaches have the potential to understand a train wrap better than the 

people traveling in 1-4 coaches. 

 

Table 7- Rider’s view on the train wrap they had seen 
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Table 8 shows that 45% of respondents liked the overall creativity, followed by 22.50% of 

respondents were attracted to the size of the advertisement, followed by 15% of respondents 

liked the color scheme, 9.17% of respondents were attracted to the train wrap because of the 

brand name in the ad, whereas 0.83% respondents were attracted to the text written in the ad. 

This shows that most people are attracted to train wraps due to their overall creativity and the 

size of the advertisement, whereas the least are attracted to the content which is written as a 

message in the train wrap. 

 

Table 8- Point of Attraction in the train wrap 
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its message 

were clear 

21 35.00% 25 41.67% 

Visuals were 

appealing but 
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understand 
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22 36.67% 27 45.00% 

Total 60 100.00% 60 100.00% 

Theme of 

attraction Frequency Percentage 

Brand name 11 9.17% 

Colour 

scheme 18 15.00% 
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3. `Conclusion   

During this research, the researcher found that riders have noticed advertisements done inside the 

metros more than the train wraps as advertisements are only done in limited metros.  

But, majorly all the metros across the green, blue and yellow line stations have advertisements 

inside metros. Due to this the riders who are travelling daily by metro tend to notice 

advertisements done inside the metro more than train wraps as they encounter very less metro 

which carries train wraps. Also, it was gathered that the recall and recognition value for 

advertisements done inside trains is much more than train wraps as the time spent inside the train 

by the riders is much more than the time spent on the platform. Hence, the riders get more time 

to read and understand an advertisement that is pasted instead of the metro. This is not possible 

in the case of the train wraps as the train wraps are only seen for a few fractions of seconds by 

the riders.  

However, it was found that the riders who board the last coaches tend to notice the train wraps 

more as compared to the riders who board the first few coaches. The major reason behind this is 

the amount of time for which an advertisement is exposed to the riders. The riders who board the 

last coaches get to observe the train wrap multiple times when it passes by. Hence the riders 

standing in front of coach 5,6,7,8 has more opportunity to see an ad which increases the potential 

to understand an advertisement than the riders who are exposed to the same ad for a lesser 

amount of time. due to. Regardless of everything, the recall value of train wraps among riders is 

low than for the inside advertisements. 
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