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THEORIES OF ADVERTISING

1) Stimulus Responses Theory
2) AIDA Model
3) Hierarchy of effects
4) Means-End Theory
5) Verbal and Visual Imaging
6) Theory of Cognitive Dissonance



STIMULUS RESPONSES THEORY

◼ https://mariyamulwan.wordpress.com/2014/03/02/classical-conditioning-in-behavioural-learning-theory/





AIDA MODEL- PROCESS OF AIDA

• Attention
• Interest
• Desire
• Action

https://www.marketing91.com/aidas-theory-selling/





HIERARCHY OF EFFECTS MODEL
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MEANS END THEORY



MEANS END THEORY



VERBAL  AND VISUAL IMAGING











COGNITIVE DISSONANCE THEORY





THEORY OF COGNITIVE DISSONANACE





FOOD FOR THOUGHT!



CLASSIC CAMPAIGN




