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Advertising Appeals 

 Fear 

 Humor 

 Sex 

Music 

 Rationality 

 Emotions 

 Scarcity 

 



Overview 

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 



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. 

The main challenge involved here is to develop 

a personnel message even while it is being 

delivered through an impersonal medium. 

 



Message Theme 

 The message theme outlines 

the key ideas in an 

advertisement.  

 Central repetitive message 

that promotes brand 

awareness 

 Effective when brand 

association is created 

immediately 

 Created so the theme can be 

used in any advertising 

medium 



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 
 Prestige 

 Story – possession of such items provides a status and 

sense of pride to holders 

 Cars, jewelry, vacation, alcohol, sunglasses (chanel) 

 Comfort 

 Story – possession of items brings comfortable life 

 Fans, refrigerators, air conditioners, sheets, food 

 Economy 

 Story – sell products of value 

 Health 

 Story – possession of such items bring about a healthy 

body and lifestyle 

 Drugs, food, vitamins, exercise, food 

 

 

 



Message Themes 

 Beauty – cosmetics, soaps, 

perfumes 

 Parental Affection – toys, ice 

cream, baby food, 

electronics 

 Achievement – computers, 

clothing, jewelry, financial 

products 

 Patriotism – made in the USA, 

Americana, Ford 

Prudential- Overcoming Temptation (In Marshmallows and in Life).mp4


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.  

Cognitive 

Affective 

Conative 

 

Message Strategies 



Cognitive Message Strategy 

When rational arguments or 

pieces of information are 

presented to consumers 

 Ideas require cognitive 

processing 

 Key message is about 

attributes & benefits customer 

can obtain if use the product 

 Impact consumers belief and 

knowledge structure 



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 

Comparative 
ads 

 

Prudential Billboard Ad 

Prudential — Behind The Scenes At The Stickers Experiment.mp4


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. 

 



Generic 



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. 

 



Preemptive Messages 



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 
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Unique Selling Proposition 

Cognitive Message Strategy 



Unique Selling Proposition 



4. Hyperbole 

An untestable 

claim based 

upon some 

attribute or 

benefit. 

Claims do not 

need to be 

substantiated 

Very popular 

strategy 



Hyperbole 



5. Comparative Advertising 

 An advertiser directly or 

indirectly compares a good 

or service to the 

competition.  

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

 A danger is the negative 

attitudes consumers may 

develop toward the ad. 

 Less common in other 

countries due to both social 

and cultural differences as 

well as legal restrictions.  

 

 



Comparative 



Message Strategies 

Cognitive 

 

Affective 
 

Conative 



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 

 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 

 

 



Affirmative Message Strategies 

fall into two categories 

Resonance 
Emotional  

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


7-31 





Message Strategies 

Cognitive 

 

Affective 

 

Conative 



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 

  Promotional support conative 

advertisements are designed to 

support other promotional 

efforts using  

 Coupons 

 Phone-in promotions 

 Sweepstakes  

 Internet promotions/coupons 

 



The Hierarchy of Effects Model 

• Awareness 

• Knowledge 
Cognitive 
Strategies 

• Liking 

• Preference 

• Conviction 

Affective 
Strategies 

 

• Actual Purchase Conative 
Strategies 



Objective #2:  Executional Frameworks 

Animation 
 Slice of life 
Dramatization 
 Testimonial 
Authoritative 
Demonstration 
 Fantasy 
 Informative 

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



Animation 
 Originally used by firms 

with small advertising 

budgets. 

 Increased use due to 

advances in computer 

technology. 

 Rotoscoping 

 Clay animation 

 Computer graphics 



Metlife 



Slice of Life 
(Dramatization 

 Attempt to provide solutions to the 

everyday problems faced by 

consumers or businesses.  

 Show common things people 

experience, especially the 
problems they encounter. Then, 

the product is made available to 

solve the problem. 

 Encounter 

 Problem 

 Interaction 

 Solution 

Wal-Mart  Slice of Life - YouTube.wmv


Dramatization 

Similar to 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. 

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

 



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


Testimonials 

 The testimonial type of executional 

framework is being used when a customer 

in an advertisement tells about a positive 

experience with a product. 

 Enhance credibility 

 Source 

Customers 

 Paid actors 





Authoritative 

 In using the authoritative 

executional framework, an 

advertiser seeks to convince 

viewers that a given product is 

superior to other brands.  

 Expert authority 

 Scientific or survey authority 

 



Expert 



Demonstration 

 Advertisements using the 

demonstration executional 

framework are designed to show 

how a product works.  

 Effective 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 

 Sex 

 Love 

 Romance 

 Products such as perfume/cologne 



Informative 

 Informative ads present information to the audience in a 
straightforward matter. 

 

 One of the keys to informative advertising is the placement of the 
advertisement. 

 

 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 continues to be a popular 
approach for business-to-business advertisers. 



Objective #3:  Spokespersons 

Celebrities 

CEOs 

Experts 

Typical persons 



Celebrity 

Spokespersons 

Most common 

 Featured in 6% of ads 

 Enhance brand equity 

Create emotional bonds 

More effective with younger consumers 

 Athletes popular 

 Establish brand personality 
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Three variations on celebrity 

endorsements: 

1. Unpaid 
spokespersons 
for charitable 
causes. 

2. Celebrity 
voice-overs. 

3. Dead-person 
endorsements. 



Dead Celebrities 



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 



Expert Sources 

 Physicians 

 Lawyers 

 Financial Planners 

 Nutritionists 

 Musicians 



Typical Person Sources 



Source Characteristics 

 Attractiveness 

 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 

  

 



Objective 5:  Creating an Ad 

 Begins with the creative brief, which outlines the message 

theme of the advertisement as well as other pertinent 

information.  

 Using the creative brief as the blueprint, the creative 

develops a means-ends chain starting with an attribute of the 

product that generates a specific customer benefit. 

 Following the development of the means-ends chain, the 

creative chooses the following: 

 A message strategy 

 The appeal 

 The executional framework 

 A source or spokesperson  

 In terms of the executional framework, it must match the 

leverage point and other features of the advertisement. 

 



Message Strategy 

•Cognitive 

•Affective 

•Conative 

Appeals 

•Fear 

•Humor 

•Sex 

•Music 

•Rationality 

•Emotions 

•Scarcity 

Creative Brief 

•(Message Theme) 

Executional Framework 

•Animation 

•Slice of Life 

•Dramatization 

•Testimonial 

•Authoritive 

•Demonstration 

•Fantasy 

•Informative 

 

Means-End 

Chain 

 

Spokesperson 

Leverage Point 
Moves consumer from product 

attribute/benefit to desired end state 

Creating an Advertisement 



Creative Brief 

 Document prepared by 
client and account 
management for creative 
team 

Creatives take the 
information and develop 
ads that convey the 
desired message 

Garbage in/garbage out 

All creatives use the main 
objective to begin work 

 



Creative Brief 

The objective 

The target audience 

The message theme 

The support 

The constraints 

 

 



Objective 

  
Identify the objective of the 

advertisement.  
Some possible objectives may include: 

 Increase brand awareness 
 Build brand image 
 Increase customer traffic 
 Increase retailer or wholesaler orders 
 Increase inquiries from end-users and 

channel members 
 Provide information.  

 



The Objective 



Target Audience 

 The Target Audience 
  
A creative should know the 

target audience. The more detail 
that is known about the target 
audience, the easier it is for a 
creative to design an 
advertisement that will be 
effective.  

Target market profiles that are 
too general are not very helpful 



The Message Theme 

 Unique selling point 

 Benefit or promise   

 “Left brain” advertisement 

 Logical, rational side of brain 

 Manages numbers, letters, words, concepts 

 Use rational appeal 

 “Right-brain” advertisement 

 Emotional side of brain 

 Manages abstract ideas, images, feelings 

 Use emotional appeal 



Support and Constraints 

 The Support  
 Support takes the form of the facts, which substantiate the message 

theme.  

 

 The Constraints 
 Constraints deal with legal and mandatory restrictions for ads, or 

company imposed requirements.  
They include: 

 Legal protection for trademarks, logos, and copy registrations. 

 Disclaimers about warranties, in which the disclaimer specifies the 

conditions under which they will be honored. 

 Disclaimers about offers spell out the terms of financing agreements, as 

well as when bonuses or discounts apply. 

 Disclaimers about claims identify the exact nature of the statement 

made in the advertisement 



Creative Brief 
Del Monte 

 The Objective – increase awareness of the smaller-size cans 
with pull-top lid 

 Target Audience – senior citizens, especially those who live 
alone and suffer from arthritis 

 Message Theme – the new cans contain a smaller portion 
and are easier to open 

 Support – 30 cent introductory coupon to encourage usage 

 Constraints – copyright logo, toll free number, Web site 
address, legal requirements of a coupon, and what is 
meant by a small serving 

 



Principles  

Effective Advertising 

 Visual consistency - repeated 
 Campaign duration – how long 

running 
 Repeated tag lines 
 Consistent positioning 
 Simplicity 
 Identifiable selling point 
 Effective flow – move the reader’s 

eye 



Beating Ad Clutter 

Because mere repetition of an ad does not 
always work, advertisers have begun to take 
advantage of the principles found in 
variability theory. 

 Repetition – in various environments 

 Multiple mediums 

 Ads that gain attention 

 Ads that relate to the target audience 


