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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

m  https://mariyamulwan.wordpress.com/2014/03/02/classical-conditioning-in-behavioural-learning-theory/
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Natural Conditioned Natural
Situation Stimulus Stimulus Response
|
Before Food — Saliva
Conditioning Sa — R
| Food Plus ringing ——> Saliva
During of bell
Conditioning Sa plus Sb — R
] Ringing of ——> Saliva
After —_ bell alone
Conditioning —— Sb ——R

lllustration. Conditioned learning [Sa Is natural stimulus in the form of
food. Sb in artificial stimulus in the form of ringing of bell.




AIDA MODEL- PROCESS OF AIDA

Attention

Interest

Desire

Action

https://www.marketing9 | .com/aidas-theory-selling/




Marketing Sales Funnel

Attention

The consumer becomes aware of a

category, preduct or brand {usually
A through advertising)

The consumer becomes interestad by
learning about brand benefits & how
the brand fits with lifestyle

Desire

The consumer develops a favarable
disposition towards the brand

Action

The consurmer forms a purchase
intenticn, shops arcund, engagas in trial
or makes a purchase
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HIERARCHY OF EFFECTS MODEL

*  Awareness
Cognitive

"| Knowledge

!

- Liking
Affective »>  Preference

.| Conviction
Conative > Purchase




HIERARCHY OF EFFECTS APPLIED TO DIGITAL MARKETING

MESSAGE STRATEGIES HIERARCHY OF EFFECTS MODEL ADVERTISING COMPONENTS CUSTOMER AWARENESS COMPONENTS

AWARENESS UNAWARE

COBNITIVE STRATEGY ——<— HEADLINE
~ - KNOWLEDGE SUB-HEADLINE
LIKING

—». AMPLIFICATION
AFFECTIVE STRATEGY o PREFERENCE

§ - —-»- PROOF OF THE CLAIM

CONVICTION MOST AWARE
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MEANS END THEORY

Attributes

What is the
product?

Benefits

What does the
product deliver
to the
consumer?

Values

What does the
product aid the
consumer in
doing?




MEANS END THEORY

Artributes

What is the
produc?

Values

Wihat diwes five

proguct aid
e Continmer
in doing?

Concrete Attributes

» What are the tangible aspects of the product?

Abstract Astributes

®iWhat arg the infangible aspects of the product”

o Functional Benefits -

#iVhat doat the product actually da?

Paycha-5ocial Benefits

o {Vhat does the consurmer think the product doss? What does
ha/she think othérs will think af the product?

ntal Values

o {Vhat thart term goals, if any, doed the praduct help the condumer
achbeve?

Terminal Values

s iyhat long term or life poals, If ary, does the product help the
cafiumer achisve?

Concrete Attributes

drink Is fizzy and cannot be closed once opaned.

Abstract Attributes

» Coca-cola is delicious and sweet. The can is
comfortable to hold and carry.

#» The can is round and made of aluminium. The ‘

Functional Benefits

# Drinking a Coke helps guench my thirst and cool me off
on a hot day.

= Fsycho-Social Benefits

# The fact I'm drinking a coke shows other paople that I'm

cool and have made a popular choice.

Instrumental Values

Terminal Values
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VERBAL AND VISUAL IMAGING

Impact of VISUAL

* Visual images lead to more favorable
attitudes towards ads and brands

* They are easily remembered

The Model determines
the degree of emphasis
given to the visual
elements v/s the verbal
elements in the ad
(Radio is the exception)

* Visual images are stored in the brain
both pictures and words, this allows easy
recall

Verbal ad is the central
route of the brain
function

* Visual images range from very concrete
to highly abstract allowing creatives to
make connections with images and ad
content

Visual images of the ad
is processed by the
peripheral route

+For e.g. using the shape of Spaghetti or
Pizza and link it with a restaurant or
Absolute Vodka campaign




Verbal and Visual Imagery

o The model determines degree of emphasis given to visoal elements vis
the verbal elerments in the ad.

Vearbal ad is the central route of brain furnc tion.
Visual images of the ad is processed by the peripheral rovte.

Visuval images lead to more favorable atfitudes towards ad and brand.
High recall value

000




Cognitive theory of multimedia learning

Multimedia Sensory Working Long term
Presentation memory memory memory
Words J&_' e Selecting > b Sound Organizing Verbal
| Words Words Model
N\ \ Prior
Knowledge

"~ Selecting

Pictures o Eyes T Organizing, - Pjctorial
J J Image images Model
J

Auditorv/verbal channel J

Visual/ pictorial channel J
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No one grows Ketchup like Heinz.

The backdrop is red, which is
the most "appetizing" and
hunger-inspiring color.

A bottle sliced like a ripe tomato connotes
freshness, promoting a healthier way of life.

A sliced bottle looks like a sculpture,
associating Heinz with innovation and art.

Mo specific age or gender here, appealing to
those looking for healthier eating choices or,
at least, those caring about their food
freshness.

The word "grow" transforms a
factory-made sugary condiment
into a natural ingredient.



COGNITIVE DISSONANCE THEORY

What is Cognitive Dissonance

* Cognitive dissonance is the mental
stress or discomfort experienced by an
individual who holds two or more
contradictory beliefs, ideas, or values at
the same time

* [t is Incompatibility that an individual
might perceive between two or more
attitudes Or between behaviour and
attitude.




Cognitive Dissonance Theory

* Proposed by Leon Festinger
* Remember him? Social comparison theory!

o This i1s another “cognitive consistency” model

* Inconsistency between thoughts,
feelings, and actions creates an aversive
state known as dissonance.

» This feeling leads people to put effort

into restoring consistency.

» We will change whatever is easiest in order to
Oooooohhhhhhhh.,,

reduce dissonance and restore consistency. cognitive dissonance.

I wish | could rub some
Tiger Balm on my brain,

% o




THEORY OF COGNITIVE DISSONANACE

A

Inconsistency .
& Tension 4y Change Action >

Change Belief

Change Action

' Perception




Dissonant | Source of
Element Dissonance




FOOD FOR THOUGHT!




CLASSIC CAMPAIGN

When you're only No.2,
you try harder.

Orelse.

Little fish have vo keep masing all of
# Use time, The big ones never stop picking
o then.

Axin kmows all about the Fr-uhk-rrunl'
liebe Fish.

Wi're anly M 2 in rent A cara We'd be

St e wnal b ed |.||1l'[n1.‘-||".||'l"l.|r_:r harder

There's ne rest for s

We're always emplying ashirays. Making sure gas tanks
are lull belore we rent our cam, Sccing that the batteries
are Tull of life. Chex L:I'IHI'IIHI weapduhielel lnriFu;n_

And the cars we rent outl can't be anything less tham
lively new super-torque Fords,

And since we're not the big fish, you won't feel like a
sarding when vou come 1o our counier,

Wi Fe Fual 'F.m.rhﬂ:l.u.hh PRTLiCralaa
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