Advertising Design: Theoretical
Frameworks and Types of Appeals

Chapter 6



Chapter Objectives

1. What factors might influence the effectiveness of an advertising
appeal?

2. How do cognitive, affective, and conative message strategies
differ?

3. How do message strategies affect the development of leverage

points and executional frameworks?
4. What is an executional framework?

5. How many executional frameworks are there, and what are their
names?
6. What characteristics are most important when selecting a source

or spokesperson?
7.  What are the principles of effective advertising design?



Chapter Focus

e Message strategies

e Executional frameworks

e Spokespersons and endorsers

e Principles of effective advertising



* Advertising is preparing a personal message that will be delivered over an impersonal
medium.

* Designed to change or shape attitudes
* Remembered
* Lead to some type of short or long term action



The model suggests that a consumer or a
business buyer moves through a series of six

sequential steps when being convinced to
make a purchase

Hierarchy of

Effects
Model




Personal Values — End State

Comfortable life
Equality
Excitement
Freedom

Fun, exciting life
Happiness
Inner peace
Mature love

Pleasure

Salvation

Security
Self-fulfillment
Self-respect

Sense of belonging
Social acceptance
Wisdom

Means-end is used to uncover the underlying emotions,
consequences, and personal values that drive consumer
choice. Approach is based on a theory that product and
service attributes are associated with consequences, or
product benefits and risks, and even the personal values the
product can help consumers fulfill.

The result is a value chain linking a product attribute to its
functional consequence, to the psychosocial (or emotional)
consequence, to the underlying personal value.



Means-end Value Chain

Tangible Product Immediate and Tangible  Emotional Benefits State-of- Mind
Features Benefits Achieved from Achieved from Consumeris Trying
Expenence with the Expenence with the to Achieve
Product Product

Means-End Value Chain




5 Elements should be used in creating ads:
= Product attributes

= Consumer benefits

m |everage points

®= Personal values

"= Executional framework



https://www.instagram.com/p/B2e9a6xAC-u/

Attributes

Material

Design

Fit

Price

Leverage points
Benefits Executional Framework

Last long
Holds shape

Style on trend
Feel confident in social situation

helps you look and feel your very best
Impress others
Sexy

Affordable -
Value

Personal Value

Personal Accomplishment

Social acceptance
Sense of Belonging

Happiness
> Excitement

Fun

» Smart
> Self-fulfillment

forkids bundle

It's not screen time—

it's book time

IMAGINATION
EXPANDING

Means End Chain




Promotional

Goals

To build brand image
=Top of mind
=First choice
Provide information
Persuade
Support other marketing efforts
Encourage action



Marketing Message

* Marketing messages can reach the targeted
customers in two ways:

1. A personal message can be delivered
through a person such as a sales rep,
repair department personnel, or
customer service rep

2. Marketing messages can reach
targeted audience through a variety
of ad media.




Message Theme

* The message theme outlines
the key ideas in an
advertisement/promotion.

* Central repetitive message
that promotes brand
awareness, interest, action

. =, “ . + Effective when brand
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A immediately

= \ : * Created so the theme can be

used in any advertising
medium



Message Theme
Story — Key Message in the advertisement

Advertising Appeals - The decision about what
type of approach to use should be based on the

sStory - sell looking, *Story - buyingof  eStory - possession eStory - | love and

eStory - possession  sStory - possession eStory - sell

provides a status comfortable life » Airlines, retail, car about a healthy

and sense of pride  sfans, refrigerators, rental

to holders air conditioners, sDrugs, food,
aCars, jewelry, sheets, food

vacation, alcohol,

sunglasses (chanel)

Message Strategy

*Story - possession
of suchitems of items brings productsofvalue  of suchitems bring  feeling good.
bodyand lifestyle  perfumes

vitamins, exercise,
food

suchitems lets kids means I'vemadeit  support America
scosmetics, soaps, know you love scomputers, smade in the USA,
them clothing, jewelry,  Americana, Ford

stoys, ice cream, financial products

baby food,
electronics

The message then can be created using a number of

different message strategies

creative appeal

L

Executional framework is the manner in which an ad

appeal is presented

Cognitive - rational arguments or
pieces of information are
presented to consumers

. Generic

. Preemptive

. uspP

. Hyperbole

*  Comparative ads

Affective message strategies are
designed to invoke feelings and
emotions and match them with
the product, service, or
company.

¢ Resonance

* Emotional

Conative - Designed to
lead more directly to
some type of consumer
behavior. (purchase)

Animation

Slice of life

Dramatization

Testimonial

ritative

Demonstration

ENERY

Informative

>
=
I.I.I.I.I.I.I.I



Message Theme tells a Story

* A good story has a beginning where a
sympathetic character encounters a
complicating situation, a middle where the
character confronts and attempts to resolve
the situation, and an end where the
outcome is revealed.

* A good story allows each member of the
audience to interpret the story as he or she
understands the action. This is why people
find good stories so appealing and why they
find advertising that simply conveys facts
and information boring.



Guiness Wheelchair Basketball commercial - New commercial.mp4

Message Themes

eStory — possession  eStory — possession  eStory — sell eStory — possession  eStory — sell looking, eStory —buying of  eStory — possession eStory — | love and
of such items of items brings products of value of such items bring  feeling good. such items lets kids means I've made it  support America
provides a status comfortable life « Airlines, retail, car about a healthy ecosmetics, soaps, know you love ecomputers, emade in the USA,
and sense of pride eFans, refrigerators, rental body and lifestyle perfumes them clothing, jewelry, Americana, Ford
to holders air conditioners, «Drugs, food, etoys, ice cream, financial products

eCars, jewelry, sheets, food vitamins, exercise, baby food,
vacation, alcohol, food electronics

sunglasses (chanel)
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Message Strategies

The message theme outlines the key
ideas in an advertisement.

Message Strategy - The message then
can be created using a number of
different message strategies, which is
the primary tactic or approach used to
deliver the message theme.

Message strategies can be divided into
three main categories that correspond
with the three components of attitude
— cognitive, affective, and conative.

Cognitive
Affective

Conative




Cognitive Message Strategy

MEASUR,
LIFT IN The presentation of rational arguments or pieces of

JUSTBW information are presented to consumers

Ideas require cognitive processing

When cognitive message strategies are used, the ad’s key
message is about attributes & benefits customer can
obtain if use the product

Impact consumers belief and knowledge structure

Ex: foods may be described as healthful, pleasant tasting,
low calorie

A blender can be described as durable, strong, convenient,
easy to use




Cognitive Message
Strategy

* Cognitive message strategies would
make benefits clear to potential
customers




5 forms of Cognitive Strategies

* Five major forms
* Generic
* Preemptive
 USP
* Hyperbole
e Comparative ads




1. Generic
Messages

* Direct promotion of good or service
attributes or benefits without any claim of
superiority.

* They work best for a firm that is clearly
the brand leader and dominant in the
industry within which it operates.

ge real thmg
coke.




Generic

ICE YOURSELF
Rl gw__sswg STRONG MINTS®

ALTOOS.com




2. Preemptive
messages

* Claims of superiority based on a specific
attribute or benefit of a product.

* Once made, the claim normally preempts the
competition from making such a statement.

“Look, Mom—no cavities!"



Preemptive Messages




STYLE YOUR LASHES!

TOAMNLFT ADOLOLY THECKENED LOOK

NN TN A A
NEW
LASH STYLIST

3. Unique Selling
Proposition

An explicit, testable claim
of uniqueness or
superiority, which can be
supported or substantiated
in some manner.

Stresses unique product
feature

Often used in food and
cosmetics advertising




Unique Selling Proposition Cognitive Message Strategy

"Melts In Your M%uth: -
... Not In Your Hand} T

Lt

el

/Bead&? e S

= S\

Prluolive Brings Ot Boaity

WHILE IT CLEANS YOUR SKIN !

Dostors Prove Pabimolive’s Beautty Resulty !

dflip.com
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Unique Selling Proposition




4. Hyperbole

* An untestable claim based upon some attribute or benefit.
* Claims do not need to be substantiated

* Very popular strategy




‘

T

TR —
TRUCK L=

=~ LIKE A ROCK

Hyperbole



5. Comparative
Advertising

DUNKIN' BEAT STARBUCKS

An advertiser directly or indirectly compares a
good or service to the competition.

It's just more proof it’s all about the coffee (not the couches or music).

* The competitor may or may not be mentioned
by name.

Duumw LN
* Adanger is the negative attitudes consumers Srrp T TR Lk‘ DON &%

may develop toward the ad.

¢ Less common in other countries due to both
social and cultural differences as well as legal M ot | g DIOAICHIE Elgynsny
restrictions.

AMERICA RUNS OM DUNKIN'™



Comparative

___ pOMINo’s
OVEN BAKED!SANDWICHES

THE_TASTE THAT
BEAT SUBWAY




Message Theme
Story — Key Message in the advertisement

Advertising Appeals - The decision about what
type of approach to use should be based on the

sStory - sell looking, *Story - buyingof  eStory - possession eStory - | love and

eStory - possession  sStory - possession eStory - sell

provides a status comfortable life » Airlines, retail, car about a healthy

and sense of pride  sfans, refrigerators, rental

to holders air conditioners, sDrugs, food,
aCars, jewelry, sheets, food

vacation, alcohol,

sunglasses (chanel)

Message Strategy

*Story - possession
of suchitems of items brings productsofvalue  of suchitems bring  feeling good.
bodyand lifestyle  perfumes

vitamins, exercise,
food

suchitems lets kids means I'vemadeit  support America
scosmetics, soaps, know you love scomputers, smade in the USA,
them clothing, jewelry,  Americana, Ford

stoys, ice cream, financial products

baby food,
electronics

The message then can be created using a number of

different message strategies

creative appeal

L

Executional framework is the manner in which an ad

appeal is presented

Cognitive - rational arguments or
pieces of information are
presented to consumers

. Generic

. Preemptive

. uspP

. Hyperbole

*  Comparative ads

Affective message strategies are
designed to invoke feelings and
emotions and match them with
the product, service, or
company.

¢ Resonance

* Emotional

Conative - Designed to
lead more directly to
some type of consumer
behavior. (purchase)

Animation

Slice of life

Dramatization

Testimonial

ritative

Demonstration

ENERY

Informative

>
=
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Message Strategies

|| Afectie || Conatve | Brand

» Generic message
Preemptive message

* Unique Selling Proposition
Hyperbole

* Comparative ad

L]
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Affective Message Strategies

» Affective message strategies are designed to
invoke feelings and emotions and match them
with the product, service, or company.

* Seek to enhance the likability of the product
e Build recall of the appeal

* Increase comprehension of the
advertisement

* Elicit emotions which then in turn affect the
consumer’s reasoning process, and finally
lead to action

Wells Fargo BusinessLine’ line of credit.

The prescription fora healthier practice.

Easy access to as much as $100,000 whenever you need it.

Keep your practice in top form with a Wells Fargo BusinessLine line of

A BusinessLine credit. Use the extra ¢

line of credit offers:

h it provides to even out your cash flow while

waiting for insur: bursements, or to u de equipment or
on cash are attractively low. And you’ll

only pay for the money you use.

furnishings. Our inter

Applying is painless. No tax returns or collateral are required. And
we'll waive your first year's annual fee. Call us weekdays
berween 8a.m. and 8p.m ET, and we'll fill ourt the brief
application for you. Or apply online anytime. But act

200 Wb Fir Bk, A AY s oo Mt FOX today to insure the financial health of your practice.

Apply today by calling 1-866-261-6788,

or visit us at www.wellsfargo.com/biz/quickapp




Affirmative Message Strategies
fall into two categories Emotional

Emotional advertising attempts to elicit powerful emotions which

eventually lead to product recall and choice, including trust, reliability,
Resonance yentua’yead o p . & y

friendship, happiness, security, glamour, luxury, serenity, pleasure,

Resonance advertising attempts to connect a product with a consumer’s past romance, and passion.

experiences in order to develop stronger ties between the product and the
consumer. — Ad for Epson printers — tag line: “memories from Home”

ufw

boof \4\/‘ ol N E
/rﬂu\l :FO‘L ’r,/(

@MO_FARAH

&+



http://adsoftheworld.com/media/print/epson_memories_of_home?size=_original

Resonance

Resonance Creative Style

Resonance Advertising

The look that
makes him
look again.







Emotional Message Strategy

HE’S
STARVING.
WE’RE

i : ' . NOT.
s Mn’s TIME

: TO SHARE >>
unicef&®

When properly used, emotions can help
facilitate consumers' understanding and
acceptance of an advertising message. ...
Advertisers have an entire range to consider:
positive, “feel good” emotions such as
happiness and contentment or negative
emotions such as fear and anger.



Each year, tens of thousands of
seals, many of whom are still
babies, are massacred. It’s time
to demand a permanent end to
Canada’s cruel seal slaughter

KELLYOSBOURNE
* PCTA




Message Strategies

©

COGNITIVE AFFECTIVE CONATIVE



BIG BRANDS

'\ SALE

All international & outlet stores

ONE DAY
SALE ONLY

Easter Sunday
March 23

10AM to 10PM

I
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Conative Message Strategies

* Designed to lead more directly to some
type of consumer behavior. (purchase)

* Action-inducing approaches to create
situations in which consumers buy first and
evaluate later

* A point of purchase display (impulse
buys)



Conative Message
Strategies

O Promotional support conative
advertisements are designed to support
other promotional efforts using

W Coupons

UPhone-in promotions
USweepstakes

Uinternet promotions/coupons
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The Hierarchy of Effects Model

e Awareness
e Knowledge

e Liking
® Preference
e Conviction

e Actual Purchase




Message Theme
Story — Key Message in the advertisement

Advertising Appeals - The decision about what
type of approach to use should be based on the

sStory - sell looking, *Story - buyingof  eStory - possession eStory - | love and

eStory - possession  sStory - possession eStory - sell

provides a status comfortable life » Airlines, retail, car about a healthy
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to holders air conditioners, sDrugs, food,
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sunglasses (chanel)

Message Strategy

*Story - possession
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suchitems lets kids means I'vemadeit  support America
scosmetics, soaps, know you love scomputers, smade in the USA,
them clothing, jewelry,  Americana, Ford

stoys, ice cream, financial products
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electronics

The message then can be created using a number of

different message strategies

creative appeal

L

Executional framework is the manner in which an ad

appeal is presented

Cognitive - rational arguments or
pieces of information are
presented to consumers

. Generic

. Preemptive

. uspP

. Hyperbole

*  Comparative ads

Affective message strategies are
designed to invoke feelings and
emotions and match them with
the product, service, or
company.

¢ Resonance

* Emotional

Conative - Designed to
lead more directly to
some type of consumer
behavior. (purchase)

Animation

Slice of life

Dramatization

Testimonial

ritative

Demonstration

ENERY

Informative
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Advertising Appeals

* Fear

* Humor

* Sex

* Music

* Rationality
* Emotions
* Scarcity

Advertising appeals are the hooks
companies use in ads to persuade
customers.

Commercial and print ads use some
form of appeal to reach potential
customers.

Advertisers use appeal to influence a
customer to purchase a product or
support a cause.

Appeals speak to an individual’s
need, wants or interest.



Fear

WARNING:
Cigarettes

This appeal Works!!

Increases both the viewer’s interest and the
persuasiveness of that ad

cause strokes(‘ ,
and heart  \ N
disease. /

’ A4 1-800-QUIT-NOW

A key decision is how strong to make the fear in
the advertisement.

* moderate level of fear will be the most
effective.

© U.;\'fs

Too much fear causes the viewer to turn away.

* Too little does not attract attention.



YOUJUST ATE26 PACKS OF SUGAR

A

bring on obesity, diabetes

" \ and heart disease.
;

(‘ (Large 3202. soda) 4
mpﬂ pll’mgul ﬂnpwnds" / Might as well text 911 while you’re at i
Find out at nyc.gow/health rinkingfat

4 Becomea b o brsbock con/demidngtd




Not everyone who gets hill -
by a drunk driver dies. i |

b

DON'T DRINK & DRIVE BSeve s




Humor Appeal

. Used in 30% of ads.

. Excellent in capturing attention.

. Score high in recall tests.

. Should be related directly to customer
benefit.

The success of humor as an advertising
tactic is based on causing consumers to:
* Watch
* Laugh
* Remember




* Captures Attention * High recall scores
* Holds Attention * Consumers enjoy

* Wins creative Awards * Fun to create
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900 x 600 Digital photogra

gana Jeran and Martin Digg's collaborative series, P(I)E(A)CE is a photographic exploration of th,
sing concept: Sex sells.

Sex Appeal

e Sex appeals are one approach to building
brand awareness
* Breaks through clutter
* Use hasincreased
* Not as effective as in the past
* Advertisers shifting to more subtle
sexual cues.



Sex Appeal

Subliminal Nudity or Sexual
techniques partial nudity W suggestiveness

Overt sexuality Sensuality

6-55



Subliminal Techniques

L Y

This involves placing sexual cues or ‘
icons in advertisements where
they will affect a viewer’s
subconscious mind.







THE PERFREC GIFT

bl Flavours'/ Ardmes artificiels
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LION KING LION KING




facebook

 Fagebookloge §

Facebook helps you connect and share with
the people in your life.

% Give Up his pacifier? : )4
=z Sleep in a bed?

% Drink from a cup? SMART
AND MORE...

S |
L BRRUAA b G E

THE SAFEST Buents| @B
FAMILY CARS Special Report







Sex Appeal
Sensuality Approach

Targeted toward women who
might respond to more of a

sensual suggestion than an
overt sexual approach.

e More sophisticated
e Relies on imagination

e Requires greater mental
processing

Can be more enticing than raw
sexuality

6-62



ESTEE LAUDER
SENSUOUS







Sex Appeal
Sexual Suggestiveness

* This is used to make the product seem
more sensuous.

e Gay and lesbian themes
* Encourages use of imagination
* Requires greater mental processing



o oy >
ON e YOUr Sr Shans, yOu caany
Thant big boob s al B e post,

MWI‘W n

THE WORLD’S MOST POWERFUL
SUPERFOODS FIGHT AGING FOR
YOUTHFUL, BEAUTIFUL SKIN.

i
i/

i

EXCLUSIVELY AT

SEPHORA

£R| SUPER]!

4 eve cLesns eron




Sex Appeal
Nudity or Partial Nudity

Used for wide variety of products

Attracts attention

Not always designed to solicit sexual response
e Underwear commercials

Decorative models

. THE CLEANER
' YOU ARE

& ‘THE DIRTIER
: YOU GET

; O-0
AND GET DIRTY THIS SUMMER
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g VICTORIA'S SECRET \
The Fragrance
& ! ]
- \
The romantic, luminous fragrance
you fell in love with,
now in a gorgeous new bottle. 5 = ¢
\ f

3) Heavenly
Eau de Parfum

heavenly
heavenly

. ™

5) Heavenly 3 Heavenly Angel D Heavenly () Heavenly Eau ¢
Angel Wash Touch Lotion Angel Mist Parfum Rollerb

OUR ORIGINAI
SIGNATURE SCENT
Dreamy:. delicate & soft as cashmere, this best-selling scent is
a smooth & sophisticated blend of vanilla, peony & sandalwood.







ow
Open Overt Sexual Approach
" i ,/

| * The most strongly used sexual method.

* Acceptable for sexually-oriented products
* Used to break through ad clutter

* Often used for a shock effect

* Danger of being offensive
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Calvin Klein







Are Sex Appeals Effective?

Research Results:

ODo increase attention.

O Rated as being more interesting.

O Often leads to strong feelings
about the ad.

O Brand recall is lower.

O Often interferes with message
comprehension.

O May impact feelings toward the
brand

e

Enjoy maximum eg-robrﬁ
in the new Pontiac Star Chief




Disadvantages of
Sex Appeals

* Less influence today

e Reduces brand recall

* Affects comprehension

* Creates dissatisfaction with one’s body
* Females
* Males

* Stereotyping of females




Objective #8: Music
Appeal

* Gains attention and increases the retention
of visual information at the same time.
Most consumers remember the song along
with images of the product or company.

* Music can lead to a better recall of the
visual and emotional aspects of an ad

* Increase the persuasiveness of argument.

* Musical memories are often stored in long-
term recall areas of the brain.



Music Appeal
Considerations

* What role will music play in the ad?

* Will a familiar song be used, or will
something original be created?

* What emotional pitch should the music
reach?

* Popular songs are often costly and some
musicians refuse to sell them.



O
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Chapter 6/iPad---Official-Ad-2011.wmv

A rational appeal often follows the hierarchy of
effects stages of awareness, knowledge, liking,
preference, conviction, and purchase.

. * To be successful, rational appeals rely on
Rat I0Nad | consumers actively processing the information
Ap pea | presented in an advertisement.

* Print media offers the best outlets for rational
appeals, because they give the readers a
greater opportunity to process copy
information.



Rational
Appeal

6-82

Print media offers the best outlets
 give the readers a greater opportunity to process
copy information.
Well suited for high involvement and complex products.

High involvement decisions require considerable
cognitive activity and consumers spend more time
evaluating the attributes of the individual brands.

* Complex products require more time to absorb key
information.



Rational Appeal

There are 17,000 % ,
mutual funds out there. SUBARLL

How about 7 that
are right for me? 45 SECONDS -

60-0 MPH IN
111 FEET

-
SUPERCARS <~

TALK T0

L SCHWAR

SRt PerPalan featig e ah By e S (bt b b Feend by




Get clearer skin with C] It doesn{t take Don’t settle for
a genius. cheap plastic.

< =
Clearasil Daily-Face Wash
helps fight pimples by thoroughly The Next Big Thlngl(sAlready Here
cleansing skin without over drying. GALAXY Sl

SAMSUNG phom@ 6




Emotional
Appeal

Based on three ideas:
* Consumers ignore most ads
* Rational ads go unnoticed
* Emotional ads can capture attention

Key to developing brand loyalty.
Effie Awards — humor and emotions.
Use more in b-to-b advertising.

Works well when tied to other appeals.

6-85



_ * Television is one of the best media

* It has intrusion value and can utilize both sound
and sight. Facial expressions can convey emotions
and attitudes.

Emotional
Appeals

* Emotions can be tied with humor, fear, music, and other
appeals to make a compelling case for a product.




Extra Gum




Scarcity Appeals

Based on limited supply

Based on limited time to purchase

Often tied with promotion tools such as
contests, sweepstakes, and coupons

ENJOY THE TASTE OF THE SEASONWITH /'

ANY OF THESE DELICIOUS DRINKS: /
‘e Latte, Peppermia: Mocha, Peppermint White O
e, Clngerboead Latie, Eggnog Latte, Carr
~,_ waermint Mochs Prappeces

Encourages customers to take action

."‘{ S
s % —

\-—-



Message Theme
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Executional framework is the manner in which an ad
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Objective #2: Executional Frameworks

An executional framework is the manner in which an ad
appeal is presented

Animation
Slice of life

ramatization
Testimonial

Authoritative
Demonstration
Fantasy
Informative




NiMation

Originally used by firms
with small advertising
budgets.

Incréased use due 1o
vances in computer
echnology.

Rotoscoping

Clay animation
\Compu’rer graphics




Metlife

IS yOur iINSUrance COVErage keeping up with the value of your ome?
For nformation about Mers Nsurance that automaticaly keops
YOu béttar protected against risng repar and replacement costs,
CONtact your local Metropoiitan representative

GET MET. IT PAYS.




Slice of Life

(Dramatization

Attempt to provide solutions to the
everyday problems faced by
consumers or businesses.

Shogw common things people

perience, especially the
problems they encounter. Then,
the product is made available to
solve the problem.

Encounter

Problem
\



Wal-Mart  Slice of Life - YouTube.wmv

Dramatization

Similar o slice-of-life executional framework.

Uses the same format of presenting a problem, then
providing a solution.

The difference lies in the intensity and story format.

effective and dramatic advertisement is difficult to
ull off, because it must be completed in either thirty
or sixty seconds. Building a story o a climatic moment
Is challenging, given such a short time period.





Brink's Home Security - Commercial  Treadmill - Home Alarm   Monitoring Services - YouTube.wmv

g .
Testimonials

The testimonial type of executionadl
framework is being used when a customer

In an advertisement tells about a positive
e%ence with a product.

Enhance credibility
Source

Customers
Paid actors




Many years ago, | was fishing.

aad 25 | was reeling in the poor fish,
1 realized, “1 am killing him—all for
the passing pleasure it brings me.”
Asd something inside me clicked.

1 realized as | watched him fight
for breath, that his life was as
important to him 35 mine is to me.

STAY IN THE
I GANME WITHI-
kﬂyhecndhgm‘snva
‘Sursble players a 13-time oao»l
€€ 1 did a lot of things to * fo0ma ghayee who owns 38 carese
stay in the game, but regular "“‘*:’""‘*5"“""""‘95
visits to my chiropractor were Shaes His POsES BEpESRAcks Wit
§ 33 chirceractic care
among the most important.
'L Frotball Legead & 1 am proad 1o communicate with

*Dazcing with the Stas elebrity .4 The Amerdcan public abost the value
— JERRY RICE <

IAMIPAUBMECARTNEY, AND | AM A

_— PCTA-0rg

Learn the facts about chiropractic care and its vital role in America’s
well being. Visit www.yes2chiropractic.com




uthoritative

In'using the authoritative
executional framework, an
odv tiser seeks to convince
ers that a given product is
syperior to other brands.

Expert authority

We know tape.
We've been at this awhile.

Scientific or survey authority



Expert

| -Listen .to an expert!

Choeosing the sight Bentirgiveniilzting system isa majer <hecisson
Hace's why VMV Er rises chwee RAFPID.




i .
Demonstration

Advertisements using the

demonstration executional |
frariework are designed to show |
haw a product works. |

ffective way to communicate
the attributes of a product

Shows product being used
\%Television and the Internet



http://www.google.com/imgres?imgurl=http://www.beercrusher.com/wp-content/uploads/sham-wow-dies.jpg&imgrefurl=http://www.beercrusher.com/shamwow-guy-dead/&usg=__-fbURMYBY6VwFAQRHlriLQpgYQ8=&h=400&w=390&sz=22&hl=en&start=1&zoom=1&um=1&itbs=1&tbnid=9as-c_Wx9qrJwM:&tbnh=124&tbnw=121&prev=/images?q=shamwow&um=1&hl=en&sa=N&rls=com.microsoft:*:IE-SearchBox&rlz=1I7WZPA_en&tbs=isch:1

Fantasy

Fantasy executions are designed to lift the audience beyond the real world to a
make-believe experience.

Some fantasies are meant to be realistic. Others are completely irrational.

Common themes
Se

ove

Romance

Pyoducts such as perfume/cologne

JACKPOT

“I<|c kapoo

casino




Informative

InfoTrTmo’rive ads present information to the audience in a straightforward
matter.

One6f the keys to informative advertising is the placement of the
agiwertisement.

Informative ads are prepared extensively for radio advertisements, where only
verbal communication is possible but are less common in television and print
because consumers tend to ignore them.

Informative ads work well in high involvement purchase situations. As a result,
the informative framework contfinues to be a popular approach for business-to-
business advertisers.



» Celebrities

- Objective #3: » CEOs
Spokespersons = Experts

» Typical persons



Most common
Featured in 6% of ads

Enhance brand equity

Create emotional bonds

More effective with younger consumers
Athletes popular

Establish brand personality

-
gt milk?




Three variations on
celebrity endorsements:

Unpaid spokespersons for
charitable causes.

Celebrity voice-overs.

Dead-person endorsements.




Dead
Celebrities

-z
/Y Seve MoQuoeen wore kbakas,
Jﬂiﬂl

IER

B A




UNITED STATES MARINE CORPS AVIATION

ONCE YOU'VE BECOME AN ELITE
FIGHTER,

YOU'LLWANT TO FLY ONE,

You can Mend la or you can stand out, You can fly for anyone or you can soar among the elite, It all comes down to ene guestion,
Do you have what it takes to be ane of us? The fow. The proud, The Marines.

;a"v

MarineOfficer.com

Spokespersons

CEOs
Highly visible and personable
Can be major asset
Used by local companies
Experts
Expert in their field
Authoritative figures
Typical persons
Paid actors

Typical, everyday people



2() 679 Physuzlans

say .

LUCKIES

are less w17 u.‘atuzg'

“It’'s toasted’

Your Throat Protection against irritation against coug

Expert Sources

/

Physicians
Lawyers

Financial Planners
Nuftritionists

Musicians



MY KNEES

ARE TOMBOYS.

THEY GET BRUISED AND CUT
EVERYTIME [ pLaY soccpg

IM PROUD OF THEM

AND WEAR MY DRESSES SHORT

MY MOTHER WORRIES
L WILL NEVER MARRY
WITH KNEES LIKE 17
BUT | KNOW e
THERES SOMEONE OUT THER
WHO WILL SAY TO ME
1 LOVE YOU
AND I LOVE YOUR KNEES.
1 WANT THE FOUR OF US
1O GROW OLD TOGETHER

JUST DO IT

'-»;% NIKEWOMEN.COM &~
o]
v

&
e

o

- VA ORVE

1 a teenager, then a man. It all comes with responsi-
e & T .. et %

Typical Person
Sources



Aftractiveness
Trustworthiness
Similarity
Expertise
Likeability



Matching Source Types and
Characteristics

Several dangers exist in using celebrities.

Any negative publicity about the celebrity caused by
Inappropriate conduct can reflect on the brands
being endorsed.

Celebrities can endorse so many products that they
lose their credibility.

It is this potential for negative publicity that has led
some advertisers to use deceased celebrities




