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1. INTRODUCTION TO CONSUMER BEHAVIOUR
1. Need to study Consumer Behaviour.
2. Psychological & Sociological dynamics of
Consumption.
3. Consumer Behaviour in a dynamic &
Digital world


Introduction 
Consumer behaviour is comparatively a new field of study which evolved just after the Second World War. The seller’s market has disappeared and buyers’ market has come up. This has led to paradigm shift of the manufacturer’s attention from product to consumer and specially focused on the consumer behaviour. The evaluation of marketing concept from mere selling concept to consumer-oriented marketing has resulted in buyer behaviour becoming an independent discipline. The growth of consumerism and consumer legislation emphasizes the importance that is given to the consumer. Consumer behaviour is a study of how individuals make decision to spend their available resources (time, money and effort) or consumption related aspects (What they buy? When they buy? How they buy? 
The heterogeneity among people makes understanding consumer behaviour a challenging task to marketers. Hence marketers felt the need to obtain an in-depth knowledge of consumers buying behaviour. Finally this knowledge acted as an imperative tool in the hands of marketers to forecast the future buying behaviour of customers and devise four marketing strategies in order to create long term customer relationship.

Meaning
 Consumer behaviour is the study of how individual customers, groups or organizations select, buy, use, and dispose ideas, goods, and services to satisfy their needs and wants. It refers to the actions of the consumers in the marketplace and the underlying motives for those actions.
Consumer Behaviour in a general sense can be considered to be everything, as every aspect of our lives revolves around the consumption of goods and services. The field of consumer behaviour covers a wide stretch of bases as it focuses on the entire consumption process, involving issues that influence a consumer before, after and during a purchase.
Almost all behaviours that people participate in are in one way or another linked to consumption. Whether it be travelling, shopping, or watching television, individuals are directly or indirectly engaging in consumer behaviour. It can be defined as the processes involved when individuals select, purchase and use products or services to fulfil their needs and desires.

Definition
· According to Engel, Blackwell, and Mansard, ‘consumer behaviour is the actions and decision processes of people who purchase goods and services for personal consumption’.
· It is broadly the study of individuals, or organizations and the processes consumers use to search, select, use and dispose of products, services, experience, or ideas to satisfy needs and study of its impact on the consumer and society.
· According to Louden and Bitta,‘consumer behaviour is the decision process and physical activity, which individuals engage in when evaluating, acquiring, using or disposing of goods and services’

CONSUMER VS CUSTOMER 
 
	Customer
	Consumer 

	Definition

	Customer is the one who is purchasing the goods.
	Consumer is the one who is the end user of any goods or services.

	Ability to resell

	Customer can purchase the good and is able to resell
	Consumers are unable to resell any product or service.

	Need for purchase

	Customers need to purchase a product or service in order to use it.
	For a consumer purchasing a product or service is not essential.

	Motive of buying

	The motive of buying is either for resale or for consumption
	The motive of buying is only for consumption

	Is payment necessary

	Must be paid by customer
	May or may not be paid by the consumer

	Target group

	Individual or Company
	Individual, family or group




NEED TO STUDY CONSUMER BEHAVIOUR 
 The consumer behaviour is the actions of consumers in the market place and the underlying motives for those actions. Marketers expect that by understanding what causes consumers to buy particular goods and services, they will be able to determine which products are needed in the market place, and which are obsolete and how best to present those goods to the consumer. The study of consumer behaviour is the study of how individuals make decisions to spend their available resources (time, money, effort) on consumption-related items. In the words of Walters and Paul “consumer behaviour is the process whereby individuals decide what, when, where, how and from whom to purchase goods and services. “The most important reason for studying consumer behaviour is the role that it plays in our lives. We spend a lot of time in shops and market places. We talk and discuss with friends about products and services and get lot of information from T.V. This influences our daily lives. Consumer decisions are affected by their behaviour. 
The needs of studying consumer behaviour have significant bearing on marketing decisions. It yields important information and insight into what consumers are thinking. With these insights, marketing firms may enhance their particular marketing campaigns to successfully connect with consumers. Need to study consumer behaviour help marketers in many ways some points are as follows.
1. Perception: Studying consumer behaviour helps marketers understand consumer perceptions about a particular product or range of products. Uncovering and correcting erroneous perceptions about a particular product may give marketers an additional competitive advantage over competitors.
2. Attitudes: Consumer attitudes very often determine consumer beliefs about certain products. Discovering consumer attitudes allows marketers in tune with their campaigns to resonate with a particular consumer niche and deepen marketing reach.
3. Cultures: Changing population demographics around the world affect the way marketing campaigns are designed. Understanding cultural nuances and subtleties may allow marketers to help further define their particular target market.
4. Lifestyles: Consumer lifestyles also determine what products appeal to certain consumer markets. Understanding consumer lifestyles is also a key component of consumer behaviour that lets marketers make the appropriate appeals in promoting lifestyle products and further consumption of lifestyle products.
5. Experience: Like consumer attitudes, experience also covers consumer responses to certain products. By studying consumer behaviour, marketing professionals can tap into consumer experiences with similar products to promote consumption and gain competitive advantage over competitors.
The modern marketing management tries to solve the basic problems of consumers in the area of consumption. To survive in the market, a firm has to be constantly innovating and understand the latest consumer needs and tastes. It will be extremely useful in exploiting marketing opportunities and in meeting the challenges that the Indian market offers. It is important for the marketers to understand the buyer behaviour due to the following reasons.
· The study of consumer behaviour for any product is of vital importance to marketers in shaping the fortunes of their organizations. It is significant for regulating consumption of goods and thereby maintaining economic stability.
· It is useful in developing ways for the more efficient utilization of resources of marketing. It also helps in solving marketing management problems in more effective manner.
· Today, consumers give more importance on environment friendly products. They are concerned about health, hygiene and fitness. They prefer natural products. Hence
detailed study on upcoming groups of consumers is essential for any firm.
· The growth of consumer protection movement has created an urgent need to understand how consumers make their consumption and buying decision.
·  Consumers’ tastes and preferences are ever changing. Study of consumer behaviour
gives information regarding colour, design, size etc. which consumers want. In short, consumer behaviour helps formulate production policy.
· For effective market segmentation and target marketing, it is essential to have an understanding of consumers and their behaviour.
· Information on consumer behaviour is important to the marketers: Marketers need to have a good knowledge of the consumer behaviour. They need to study the various factors that influence the consumer behaviour of their target customers. The knowledge of consumer behaviour enables them to take appropriate marketing decisions in respect of the following factors: a. Product design/model b. Pricing of the product c. Promotion of the product d. Packaging e. Positioning f. Place of distribution

FACTORS INFLUENCING CONSUMER BEHAVIOUR / NATURE OF CONSUMER BEHAVIOUR 
· The various factors that influence the consumer behaviour are as follows:
 a. Marketing factors such as product design, price, promotion, packaging, positioning and distribution. 
b. Personal factors such as age, gender, education and income level.
 c. Psychological factors such as buying motives, perception of the product and attitudes towards the product. 
d. Situational factors such as physical surroundings at the time of purchase, social surroundings and time factor. 
e. Social factors such as social status, reference groups and family. 
f. Cultural factors, such as religion, social class - caste and sub -castes.

· Undergoes a constant change
Consumer behaviour is not static. It undergoes a change over a period of time depending on the nature of products. The change in buying behaviour may take place due to several other factors such as increase in income level, education level and marketing factors.

· Varies from consumer to consumer:
 All consumers do not behave in the same manner. Different consumers behave differently. The differences in consumer behaviour are due to individual factors such as the nature of the consumers, lifestyle and culture.

· Varies from region to region and country to county: 
The consumer behaviour varies across states, regions and countries. For example, the behaviour of the urban consumers is different from that of the rural consumers. A good number of rural consumers are conservative in their buying behaviours. The rich rural consumers may think twice to spend on luxuries despite having sufficient funds, whereas the urban consumers may even take bank loans to buy luxury items such as cars and household appliances. The consumer behaviour may also vary across the states, regions and countries. It may differ depending on the upbringing, lifestyles and level of development.

Leads to purchase decision
A  positive consumer behaviour leads to a purchase decision. A consumer may take the decision of buying a product on the basis of different buying motives. The purchase decision leads to higher demand, and the sales of the marketers increase. Therefore, marketers need to influence consumer behaviour to increase their purchases. 

Varies from product to product
Consumer behaviour is different for different products. There are some consumers who may buy more quantity of certain items and very low or no quantity of other items. For example, A middle- aged person may spend less on clothing, but may invest money in savings, insurance schemes, pension schemes, and so on. 

Improves standard of living
The buying behaviour of the consumers may lead to higher standard of living. The more a person buys the goods and services, the higher is the standard of living. But if a person spends less on goods and services, despite having a good income, they deprive themselves of higher standard of living.



The Consumer Buying Behaviour in the Digital Age
With the millions internet users in India alone, marketers have a chance to reach their customers directly through online platforms and increase their exposure. With such a massive user base, digital marketing can help capture large audiences and influence their purchase decisions.
With the transition from traditional to digital marketing, consumer behaviour has greatly changed and is more streamlined today. With information being available online, irrespective of the day and time, consumers can shop, go through reviews, compare and do many more things at the same time.




How Digital Marketing impacts consumer behaviour:
The digital age has allowed people to browse and buy items right at the palm of their hands, without leaving their seats. The internet contains the information buyers need to know about products via a simple search. In fact, shoppers turn to search engines before they make a purchase.
Even word-of-mouth marketing and referrals have transitioned online in the form of reviews and testimonials. This marketing strategy dramatically influences a prospective buyer in completing a purchase, as more and more people believe online reviews as much as their peers.
Businesses have adapted to these changes by setting up their e-commerce websites or listing their products in marketplaces to retain their customers.
However, it’s not enough to merely be online. Learning the new trends of consumer buying behaviour is critical to conquering your market. It will provide better overall shopping experiences for your consumer and ultimately increase your company’s revenue.

· Consumers conduct online research before making a purchase
With easy access to the internet, consumers have become curious and want to conduct thorough research before buying anything online. With almost every brand marketing its products and services online, it has become convenient for consumers to research, compare, experiment and then make a suitable purchase decision. This decision is highly influenced by the information they find online, making it crucial for brands to have a strong online presence.

· Customer loyalty and digital marketing go hand-in-hand
Brands can now build transparent relationships with consumers and offer them a better understanding of merchandise and services. With the advent of digital marketing, customers are exposed to a large number of products and information from all brands. They want quality products that offer better value for their money. Consumer engagement, discounts and customer support can influence consumer purchases and increase customer loyalty

· The power of digital word-of-mouth
Digital word-of-mouth, also known as influencer marketing is a dependable method of recommendation. Today, consumers make choices based on what their role models endorse or what others recommend. Other forms of recommendations like customer reviews, influencer marketing, testimonials, and comments can also help brands establish trust among consumers. If a brand has a good digital word of mouth, customers are likely to trust more and increase their purchases.

· Digital marketing driving impulse buying decisions
Digital marketing enables brands to endorse their products at the right place and time, where the consumer is most likely to make an impulsive or spontaneous purchase. Brands use tactics like online deals, offers, discounts that convince the customer to buy their products in an instant. This is highly unlikely in an offline setting and can be used by marketers to lure customers

· It offers a curated shopping experience:
Digital marketing offers customers a personalized shopping experience. Companies have observed that many customers do not like to spend a lot of time researching for new products and want instant results. Brands have constructed and modified their digital content to provide customers with a tailored shopping experience. This will affect consumer purchases greatly.

· Lower patience amongst consumers
Consumers today need fast responses to their doubts and grievances. This is possible with digital marketing. Customer queries and thoughts can easily be posted on social media for a large crowd. By seeing positive and negative reviews, consumers are greatly influenced.
Digital marketing therefore empowers customers, offers them personalized experiences and helps brands build transparent and stronger relations with them. Thus, digital marketing motivates consumer purchases to a large extent.

· Search engine optimization 
SEO stands for “search engine optimization.” In simple terms, it means the process of improving your site to increase its visibility when people search for products or services related to your business in Google, Bing, and other search engines. The better visibility your pages have in search results, the more likely you are to garner attention and attract prospective and existing customers to your business. SEO is a fundamental part of digital marketing because people conduct trillions of searches every year, often with commercial intent to find information about products and services. Search is often the primary source of digital traffic for brands and complements other marketing channels. Greater visibility and ranking higher in search results than your competition can have a material impact on your bottom line.

Psychological determinants of consumption  

There are four psychological factors that influence consumer behaviour: Motivation, perception, learning, and attitude or belief system. 
Perception is the process through which one gathers, processes, and interprets information from the environment. How a consumer perceives a particular product is important for the marketer in the sense that it will affect consumer’s decision. There are two basic theories that explain consumer behaviour. Marketers should be aware of these theories. They should also understand different modes of perception to decide on the type of stimuli that they should give to the consumers.

Elements of Perception 
Stimulus is any unit of input to any of the senses; examples of stimuli (i.e. Sensory inputs) include products, packages, brand names; advertisement and commercials. Sensory receptors are the human organs (the eyes, ears, nose, mouth and skin) that receive sensory inputs. These sensory functions are to see, hear, smell, taste and feel. Knowledge and behaviour depend on the senses and their stimuli.
Perceptual Screen – a window through which we interact with people that influences the quality, accuracy, and clarity of the communication. The message contains the thoughts and feelings that the communicator intends to evoke in the receiver. Perceptual screens evaluate, filter, and personalize information according to consumer`s emotional standards. These screens evaluate data based on factors such as the consumer’s personality, and self‐concept (the image we have of who we are and who we want to be), interests, attitudes, beliefs, past experience, and lifestyle. Marketers determine which stimuli evoke good responses, and then create a message that stands out and gets the attention of prospective customers. Doubling the size of a print ad, use of white space, dark backgrounds, or colour also attract viewers. Word-of-mouth marketing can get attention by a more natural path of conversation. Technology—virtual reality displays information via merchandise tours and social media such as Facebook, Twitter, and LinkedIn.

Cognition / Comprehension - 
Cognition is the mental process of acquiring knowledge and understanding through thought, experience, and the senses, but perception is the ability to see, hear, or become aware of something through the senses. Consumers' cognition influences the relationship between consumers' affection and brand loyalty, and this relationship is stronger in consumers with high levels of cognition. Consumer satisfaction mediates the relationship between brand affect and brand loyalty for older adult consumers.
People can only buy the brand if they have first paid attention to it. Brand positioning helps you help your target customers think of brand or product.  Brand positioning helps to put brands in the right folder in customer’s mind. If consumers know where to put brand as a mental file folder, they will always keep. If they know where to look for brands, they will find those brands whenever needed. The purpose of brand positioning is to make your offering easier for your customers to see, buy, and be loyal to. At the point of cognition the consumer has to make a judgement where to file the perception and mental files. Mental file folders help at all stages of engaging with customers or consumers – see, buy and love – because they contextualize the product/brand. They help customers by giving them a doorway in, so they don’t walk by unaware.

In consumer behaviour terms, learning is the process by which consumers acquire the information that they apply to future purchase behaviour. Simply put, learning is the foundation of consumer behaviour. Unfulfilled needs are the underlying drivers that lead to motivation. Most of the human behaviour is learned over time, out of the experience. Consumer learning is a process. A process which continually changes and acquires new knowledge. This knowledge can be obtained from reading, discussing, observing, thinking, etc. According to Kotler’s Definition, learning involves changes in an individual’s behaviour arising out of the experience. Most of the human behaviour is learned over time, out of the experience.
Following are the features of consumer learning
· Consumer learning is a process. A process which continually changes and acquires new knowledge.
· This knowledge can be obtained from reading, discussing, observing, thinking, etc.
· Newly acquired knowledge or personal experience, both serve as feedback.
Two categories of learning:
1. Cognitive Theory:  mental process of memory, thinking and rational application to practical problems. It describes the way people evaluate a complex behaviour.
2. Conditioning Theory: Also called Stimulus response theory. It treats learning as a trial and error process and more applicable to less complex basic purchase consumers make every day.
Superior product performances, good services, remainder advertising all provide purchase reinforcement. If learning is reinforced enough and repeat behaviour produced, a purchasing behaviour may result .Advertising and repetition are very important to learning which further leads to brand loyalty through learning which included three main objectives 
a. Breaking a habit
b. Acquiring a new habit 
c. Reinforcing the new habit.  

Consumer attitude may be defined as a feeling of favourableness or unfavourableness that an individual has towards an object. As we, all know that an individual with a positive attitude is more likely to buy a product and these results in the possibility of liking or disliking a product.
Consumer attitude basically comprises of beliefs towards, feelings towards and behavioural intentions towards some objects
Belief plays a vital role for consumers because; it can be either positive or negative towards an object. For example, some may say tea is good and relieves tension, others may say too much of tea is not good for health. Human beliefs are not accurate and can change according to situations.
Consumers have certain specific feelings towards some products or brands. Sometimes these feelings are based on certain beliefs and sometimes they are not. For example, an individual feels uneasy when he thinks about cheese burst pizza, because of the tremendous amount of cheese or fat it has.
Behavioral intentions show the plans of consumers with respect to the products. This is sometimes a logical result of beliefs or feelings, but not always. For example, an individual personally might not like a restaurant, but may visit it because it is the hangout place for his friends.

Needs are the core of the marketing concept. The study of Motivation refers to all the processes that drive in a person to perceive a need and pursue a definite course of action to fulfill that need.
What are Needs − every individual has needs that are required to be fulfilled. Primary needs are food, clothing, shelter and secondary needs are society, culture etc.
What are Wants − Needs are the necessities, but wants are something more in addition to the needs. For example, food is a need and type of food is our want.
What are Goals − Goals are the objectives that have to be fulfilled. Goals are generic and product specific in nature. Generic goals are general in nature, whereas product specific goals are the desires of a specific nature.

Needs and fulfilment are the basis of motivation. Change takes place due to both internal as well as external factors. Sometimes needs are satisfied and sometimes they are not due to individual’s personal, social, cultural or financial needs.

 Sociological determinants of consumption  
An individual has his own choice and mind-set. Consumer buying behaviour eventually refers to the buying behaviour of an individual. An individual can get affected by the environment in which he lives, his culture, subculture, his social class, social groups . Now, marketers need to understand this psychology and the mind-set of these consumers, also, understand what all factors influence their behaviour to develop effective marketing strategies.
Culture is a very important aspect to understand the behaviour of a consumer. It signifies the set of values of a particular community.
An individual decides to behave in a certain manner because of his culture. He gets all these values from his parents and family. Every individual has different sets of values as compared to others, what they see from their childhood when they start practicing those habits, they become their culture.
Culture does vary from individual to individual, region to region, and country to country, so the marketer needs to pay a lot of attention in analysing the culture of various regions and groups. Throughout the process, the consumer is under influence of his culture as his friends, family, society, and his prestige influence him.
For a marketer, it is very crucial to take all these things into consideration while analysing or observing a consumer’s behaviour as they play a vital role in his behaviour, perception and expectations. For example, if we observe the taste and preferences, people in southern India prefers rice to roti whereas north Indian people prefer roti than rice.
Subcultural analysis enables marketers to segment their markets to meet the specific needs, motivations, perceptions, and attitudes shared by members of a specific subcultural group. A subculture is a distinct cultural group that exists as an identifiable segment within a larger, more complex society. For subculture to have a strong influence on the consumer, the consumer needs to identify with, or perceive that they belong to, the subculture. This influence is quite significant if the consumer regularly interacts with others in those communities, as the subculture lifestyle, values and expected behaviours are frequently reinforced. An individual gains a sense of identity as he interacts with other members of the same ethnic group. The interaction increases intimacy among the members and they feel good to identify themselves with a distinct group. Subculture members generally have much behaviour in common with members of the broader culture.

In the social classes, we usually find people with similar values, lifestyle and behaviour. Now a marketer or a researcher needs to pay attention here because generally the buying behaviour of people in a particular social class to some extent is similar, though the level of influence may be low or high, he can tailor his marketing activities according to different social classes. Social perception is a very important attribute that influences the buying behaviour of an individual. Social class can have a profound effect on consumer spending habits. Perhaps the most obvious effect is the level of disposable income of each social class. Generally, the rich have the ability to purchase more consumer goods than those with less income, and those goods are of higher quality.
A social class is a hierarchical division of a society into relatively distinct and homogeneous groups with respect to attitudes, values, lifestyles, etc. It is a relatively permanent and homogeneous division or strata in a society, which differs in their wealth, education, possession, values, beliefs, attitudes, friendship and manner of speaking.

Each consumer in society is a member of different groups depending on their culture, various subcultures or even social class can influence their consumer purchase. A social group can be formed when two or more individuals share a set of norms and beliefs. A group becomes a reference group when an individual recognizes with the group and takes on many of the values, attitudes or personal standards of group members and use it as the base of his/her day to day behaviour. Groups have power due to their ability to influence individuals to become members. The group’s ability to influence the behaviour of various individuals that are members or non-members of the group is called social power and can have a number of types. These social powers can influence the consumer behaviour in buying certain products and brands. Research found that reference groups are very important for marketers. This is because they can influence and inform members to purchase specific products and brands. It can provide the members with factors to compare with their own values, with the values and behaviour of the group. This can therefore influence the members to adopt the groups’ values and attitudes.
Reference Groups & Opinion Leaders
Reference groups are groups (social groups, work groups, family, or close friends) a consumer identifies with and may want to join. They influence consumers’ attitudes and behaviour. A reference group helps shape a person’s attitudes and behaviours.
Opinion leaders are people who influence others. They are not necessarily higher-income or better educated, but perhaps are seen as having greater expertise or knowledge related to some specific topic like celebrity endorsements.

No two individuals have same buying preferences. The buying tendencies of individuals vary as per their age, need, income, lifestyle, geographical location, willingness to spend, family status and so on. An individual’s immediate family members play an essential role in influencing his/her buying behaviour. An individual tends to discuss with his immediate family members before purchasing a particular product or service. Family members might support an individual’s decision to buy a particular product, stop him for purchasing it or suggest few other options. What an individual imbibes from his parents becomes his/her culture. In countries like India, where children are supposed to stay with their parents till the time they get married, the influence of parents on an individual’s buying decisions cannot be ignored. What he sees from his childhood becomes his habit or in other words lifestyle. Even if children want to buy something else, their parents would always prompt them to buy traditional attire, thus influencing their buying decision.
The moment an individual enters into wedlock, his/her partner influences his buying decisions to a great extent. In most families, wife accompanies her husband for shopping be it grocery, home appliances, furnishings, car etc. An individual would always discuss with his/her partner before any major purchase. After marriage, individuals generally do not like spending on him/her; rather they do it for their partner or family.
Family can be influencer, buyer, gatekeeper, decider for any consumer.


3. MARKETING &CONSUMER BEHAVIOUR

1. Segmentation Strategies – VALS
2. Communication process.
3. Persuasion - Needs & Importance.
ELM. Persuasive advertising appeals.


Psychographics are the attitudes, interests, personality, values, opinions, and lifestyle of your target market. Psychographics are incredibly valuable for marketing, but they also have use cases in opinion research, prediction, and broader social research. Psychographics is the qualitative methodology of studying consumers based on psychological characteristics and traits such as values, desires, goals, interests, and lifestyle choices.
Psychographics in marketing focus on understanding the consumer’s emotions and values, so you can market more accurately.
Why psychographics are important
· Essentially, if you know how people choose and compare products in your category, you know how to structure and prioritize content:
· If you know their deepest held beliefs, you can align your marketing messaging more closely.
· If you know what they don’t care about, you can dismiss those messages and pull them from your site.
· If you know what they read, you know where to reach them.
Psychographics tell you why people buy. They help you build robust user personas. They help you craft the right message and put it in the right place. They’re less objective and clean, but—for a marketer—they’re super useful. In the past, marketers could rely primarily on demographic segmentation like age, income, gender or family size to find buyer matches. But today, demographics alone fail to give a holistic picture of your segment.
The right way to start your psychographic segmentation is to conduct research about the interests and hobbies of your customers. This is a fairly easy step because the methodology is straightforward and, for the most part, people are willing to talk about their interests. You may want to ask about:
Sports
Music
Recreation
Volunteer groups
Activities with their kids
Media preferences
Values
Opinions about current events
Brand preferences
Personality types (introvert vs extrovert is always telling)
Travel
Professional and networking associations

Once you see the patterns in the interests of your customers you want to pursue, the next step is to identify where your customers congregate. Some options may be:
Magazines
Facebook groups
Podcasts
Music festivals
Professional and networking associations
Video games
Sporting events
TV and radio
Charitable organisations
Tourist locations
Blogs

AIO – activities, interests and opinions
AIO or Activities interests, opinions are one of the methods to carry out psychographic segmentation. AIO is mainly used to define an individual’s psychographic profile. It tells a marketer of what a consumer likes, what are his interests and how does his thought process work. This is deduced through a series of questions asked by a market researcher which ultimately gives the consumers psychographic profile.
Activities 
The way a person carries out his work or the type of hobbies he has tells a lot about a person. If he has a tough work and at the same time he is also involved in numerous sports then we have a highly active person in hand. Whereas if we have a computer operator who mainly likes indoor sports then we have somone who is unlikely to head out of home on his weekends. Thus depending on the activities of an individual, we can determine what would be his travelling habits, his working habits, so on and so forth.
Interests
What is the consumer interested in? Is he interested in food, technology products, fashion or recreation? A consumers interest also help marketers as they help him to decide on the right marketing message which needs to be communicated to the prospect consumer. If you have a consumer who is interested in technology products, its useless to pitch recreation plans to him (he might use it, but he is not your primary target).

Opinions
Ask any political party or movie marketer and he will say that audience opinion is one of the topmost factors affecting the rise or fall of a political party or a movie. Opinions do matter. And especially in the age of internet, opinions spread fast. Nowadays there are agencies taking care of a brand online such that they can immediately give a feedback of what the public opinion about a brand / product is. The management can accordingly make the changes.

Now, as a marketer, if you have these three variables in hand – activities, interests and opinions – you can definitely make some decisions regarding your promotional plans as well as advertising message. This is the exact role that AIO – activities, interests and opinion plays in market segmentation.

VAL – Values and lifestyle segmentation 
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Values and Lifestyles is an approach to market segmentation whereby consumers are segmented into mutually exclusive groups based on their psychographics. Acronym is VALS. 

The most widely used lifestyle classification system is the VALS study. VALS classifies people by their psychological characteristics via four major demographics that correlate with consumer buyer behaviour. The VALS study helps us understand how consumers spend their time and money, and it divides consumers into groups we can understand based on their primary motivations and resources.VALS is a marketing and consulting tool that helps businesses worldwide develop and execute more effective strategies. The system identifies current and future opportunities by segmenting the consumer marketplace on the basis of the personality traits that drive consumer behaviour. VALS applies in all phases of the marketing process, from new-product development and entry-stage targeting to communications strategy and advertising. The basic tenet of VALS is that people express their personality traits through their behaviours. VALS specifically defines consumer segments on the basis of those personality traits that affect behaviour in the marketplace. Rather than looking at what people do and segregating people with like activities, VALS uses psychology to segment people according to their distinct personality traits. VALS reflects a real-world pattern that explains the relationship between personality traits and consumer behaviour. VALS uses psychology to analyse the dynamics underlying consumer preferences and choices. VALS not only distinguishes differences in motivation, it also captures the psychological and material constraints on consumer behaviour. VALS is based on current personality research into specific components of social behaviour. VALS asserts that people express their personality traits through their behaviours. People with different personalities engage in different behaviors or exhibit similar behaviours for different reasons.

VAL segmentation has been used to:
· Identify target markets.
· Geographically locate consumers
· Understand consumer behaviour
· Product development and improvement
· Targeted advertising campaigns, and
· Product positioning.

Primary Motivation: Ideals, Achievement, and Self-Expression
The concept of primary motivation explains consumer attitudes and anticipates behaviour. VALS includes three primary motivations that matter for understanding consumer behaviour: ideals, achievement, and self-expression. Consumers who are primarily motivated by ideals are guided by knowledge and principles. Consumers who are primarily motivated by achievement look for products and services that demonstrate success to their peers. Consumers who are primarily motivated by self-expression desire social or physical activity, variety, and risk. These motivations provide the necessary basis for communication with the VALS types and for a variety of strategic applications.

Resources
A person's tendency to consume goods and services extends beyond age, income, and education. Energy, self-confidence, intellectualism, novelty seeking, innovativeness, impulsiveness, leadership, play a critical role. These psychological traits in combination with key demographics determine an individual's resources. Various levels of resources enhance or constrain a person's expression of his or her primary motivation.
8 segments of VALS:
1. Innovators: Innovative consumers are typically defined as sophisticated, successful, "take charge" people with extremely high self-esteem and self-confidence. Because these consumers have such abundant amounts of resources, they are able to exhibit all three primary motivations at various levels. They are considered to be change and thought leaders. Innovators are usually extremely receptive to new ideas and technologies in the marketplace. Innovators are very active consumers .Innovators are very conscious about their "image", however, not as an outward appearance of their status or power, but as an individual expression of their tastes, style, independence, and personality. Innovators are usually members of the established and emerging leaders in society, business and government, yet they continue to seek new challenges. They never stand still; they love variations. Their material possessions and recreational activities reflect a preference for the "finer things in life."
2. Survivors: Survivors live much focused lives. Because they have few resources (mainly economic) with which to exist, these consumers often feel like that the world around them is changing too fast. Survivors are more comfortable with the "familiar" and "traditional", and they are primarily concerned with the safety and security of their families. Because these consumers must focus on meeting needs rather than fulfilling wants and desires, Survivors don't show a strong level of primary motivations. Out of the necessity of their situations, Survivors are cautious consumers. These consumers represent a very modest market for most products and services. Survivors tend to be loyal to specific, habitually purchased brands, especially if they are at discounted prices.
[bookmark: _GoBack]3. Thinkers: Thinkers represent consumers motivated by their ideals. These consumers are more mature, more satisfied, more comfortable with them, and are highly reflective. Thinkers value order in life, knowledge through educational opportunities, and personal responsibility. Thinkers are usually well educated, and eagerly seek out information to aid in the process of decision making. These consumers keep up with current events. Thinkers have a moderate respect for institutions of authority and social decorum, but they are always open to entertain new ideas. Even though Thinkers usually have incomes that enable them the freedom to satisfy many desires, they tend to be conservative, practical consumers. Thinkers look for durability, functionality, and value in the products that they purchase.
4. Believers: Like Thinkers, Believers are motivated by ideals. They are conservative, conventional people with concrete beliefs based on traditional, established codes: family, religion, community, and the nation. Many Believers express moral codes that have deep roots and literal interpretation. They follow established routines, organized in large part around home, family, community, and social or religious organizations to which they belong. As consumers, Believers are predictable; they choose familiar products and established brands.
5. Achievers: Motivated by the desire for achievement, Achievers have goal-oriented lifestyles and a deep commitment to career and family. Their social lives reflect this focus and are structured around family, their place of worship, and work. Achievers live conventional lives, are politically conservative, and respect authority and the status quo. Achievers value consensus, predictability, and stability over risk, intimacy, and self-discovery. With many wants and needs, Achievers are active in the consumer marketplace. Image is important to Achievers; they favour established, prestige products and services that demonstrate success to their peers. Because of their busy lives, they are often interested in a variety of time-saving devices.
6. Strivers: Strivers are trendy and fun loving consumers. They are motivated by achievements. Strivers are concerned about the opinions and approval of others. Money defines success for Strivers who don't ever seem to have enough of it to meet their desires (which can become viewed as needs for them). These consumers prefer stylish trendy products that give the appearance of the lifestyle of people with greater material riches. Many Strivers see themselves as having a job rather than a career, and a lack of skills, education and focus often prevent these consumers from moving ahead. However, Strivers are active consumers, because for them shopping is a social activity and an opportunity to show off to people in their circle of influence their ability to buy. Strivers are as impulsive as their financial circumstance will allow them to be, sometimes to their own economic demise.
7. Experiencers: Experiencers are consumers that are primarily motivated by self-expression. These are younger, enthusiastic, and impulsive consumers. Experiencers will quickly become enthusiastic about new opportunities, but are equally quick to cool it they cannot get what they want soon, or after they have experienced the "high" once or twice. As such, these consumers will seek variety and excitement, savouring the fresh, the "offbeat”, and the risky. Their energy (remember that energy is s resource) finds an outlet in exercise, sports, outdoor recreation, and social activities. They are avid consumers and are willing to spend a high proportion of their income on fashion, entertainment, and socializing activities. Their buying behaviour reflects an emphasis on looking good and having trendy things.

8. Makers: These consumers, like Experiencers, are motivated by self-expression. Makers express themselves and experience the world by working on it - building a house, raising children, fixing a car, or canning vegetables - and they have enough skill, education and energy to carry out their endeavours successfully. These consumers are highly practical people who have constructive skills and value self-sufficiency and independence. They usually live within a traditional context of family, practical work, and physical recreation and have little interest in what lies outside that lifestyle. Makers are suspicious of new ideas and large institutions such as big business. They are respectful of government authority and organized labour but are often resentful of government intrusion on individual rights. Makers are motivated by the accumulation of material possessions other than those with a practical or useful purpose. Because they prefer value to luxury. They buy basic products that meet their needs on a daily basis. When sales are trending down, conducting a VALS Study is a great way to find new customer segments to sell to. It is also a great way to understand how to create messaging for these specific customer segments.

Communication process / Marketing communication
 Marketing communication helps to develop brand awareness, which means that consumers translate product information into perceptions about the product’s attributes and its position within the larger market. Businesses also use marketing communication to retain the product’s current customer base, and to cement relationships with customers and suppliers.
Marketing communication strategy defines the business’s plan for product information dissemination and brand awareness development.
A well-chosen marketing communication strategy utilizes one or more components to disseminate the company’s outgoing message. A market-appropriate strategy increases the company’s chances to accurately transmit the product’s benefits, and to have that message positively received by the customer. The business is likely to get benefited from customer goodwill when the company story or customer testimonial strategies are used.
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1. Source 
The term source means the person involved in communicating a marketing message. The source is an individual or organization that has information to share. The source (or sender) creates and sends the information to another person or group of people. The source may be an individual (e.g. a salesperson or spokesperson) or a non-personal identity (e.g. a corporation or organization). The communication process begins with the source, marketers must carefully choose a source as it affects how the message will be perceived by the target audience. The source has an enormous influence on how the communication is accepted. The source can be formal and informal.

A formal source is a kind of source which is planned one a company pay for it like television, print media, billboards etc. On the other hand some factors are unplanned and unpaid but still it can contribute to the company positively or negatively. Such type of source is known as informal source like reference group and opinion leaders. 

Source Credibility
When the source of communications about a product is well respected and highly thought of by the intended audience, the message is much more likely to be believed.  A message from a source considered unreliable or trustworthy is likely to be recovered with doubt and may be rejected. The reputation of the retailer who sells the product has a major influence on message credibility. The consumer’s previous experience with the product or the vendor has a major impact on the credibility of the message.

Informal group credibility

· Reference groups – are groups that serve as frames of reference for individuals in their consumption decision because they are perceived as credible sources. Reference groups influencing broadly defined values or behaviour for example, child’s reference group is the immediate family.
· Opinion leadership – it is the process by which one person informally influences the actions or attitudes of others, who may be opinion seekers or receivers.
· Word of mouth – informal two way interaction is termed as word of mouth. Although the term word of mouth implies personal, or face-to-face, consumers rely on word of mouth in selecting restaurants, travel destination, movies books etc. word of mouth marketing.

Formal sources credibility:
Consumers judge commercial source credibility on such factors as past performance, reputation, the kind and quality of products and service they are known to render, the image and attractiveness of the spokesperson used, the type of retail outlets through which they sell, and the media carrying their promotions. Consumers sometimes regard the spokesperson delivering the product message as the source of the message. The effectiveness of the spokesperson is related to the message itself. The interaction between the endorser and the type of product or service advertised is very important. Endorsers who have demographic characteristics that are similar to those of the target audience are viewed as more credible. In formal interpersonal communications, consumers are more likely to be persuaded by salespersons who inbuilt confidence and who give the impression of honesty and integrity.

The Sleeper effect – effect of time on source credibility 
The Sleeper Effect, as it was commonly defined, happens when a strong message or argument is delivered by a non-credible source that the persuasiveness of the message grows over time. The audience would discount the message early due to the source. But research shows that over time, the audience remembers the strong message more, and pays less attention to the source. For example during political election campaigns, often, the candidates of the opposing party are targeted via negative remarks, advertisements, or news. This largely affects the undecided voters, who initially dismiss these occurrences as being slanderous attempts, but later, due to the sleeper effect, retain only the memory of the message but not the source, causing them to vote against the defamed candidates. The sleeper effect is evident in the case of word of mouth marketing. Product reviews are often spread this way. It may either be a friend telling you about it, or a salesman. The same can occur on websites and forums as well. Social media applications can act as platforms for the propagation of untruths or propaganda against or in support of an individual or entity.
The only effective way to overcome any and all effects of the sleeper effect is to question and investigate the source of your knowledge. If a certain piece of information reaches you, you must determine the soundness of the source, and verify the validity of the information before applying it in any way.

2. Message  
2.1 Message Structure
A message can be either one sided or two sided. A one sided message is one in which only the strengths of the communicator’s position are described. For example, advertisements for BMW automobiles often only address their advantages and don’t mention any of their possible weaknesses or the possible advantages of competing cars. A two sided message, on the other hand presents the strengths of the communicator’s position as in the one sided message, but it also either admits to weaknesses in the communicator’s position or to some strengths in the opposite position. In a marketing context , the typical method of implementing the two sides approach would be for the spokesperson to mention one or two weaknesses in her company’s products or to admit to one or two strong features of competitors’ products. Here's example of how a brand can present a two-sided message in a persuasive way: Canadian Cough syrup brand Buckley's advertising "It tastes awful. And it works.”

2.2 Message Order
A climax order refers to ordering message elements whereby the strongest arguments are presented at the end. The climax order tends to be most effective for an audience having a high level of interest in the subject presented. 
An anti-climax order refers to the presentation of the most important points at the beginning of a message. This order tends to be most effective for an audience having low level of interest in the subject presented.
When the important part of the message is presented in the middle of a message, it is referred to a pyramidal order.  This order is the least effective order of presentation.  

2.3 Message codes
The verbal code is a system of word symbols that are combined according to a set of rules. Advertisers tend to modified words such as adjectives to explain favourable emotions within a consumer.
Interpreting your customer's non-verbal codes and behaviours allows you to read their attitude and better understand their needs. Projecting the right non-verbal cues yourself can help your customer feel at ease. Here are some positive and negative examples of non-verbal cues/codes: facial expressions, eye contact, gestures, and postures. Advertisers are aware of the importance of non-verbal communication in print ads and even in television.
Paralinguistic codes are those which lie between the verbal and non-verbal   codes. Paralanguage includes accent, pitch, volume, speech rate, modulation, and fluency. The voice qualities (pitch, rhythm and can communicate urgency, boredom, sarcasm) and vocalizations (intensity of voice).

2.4 Message Appeal 
Marketers use various methods to affect the consumers’ purchasing behaviour. Advertising is one of the most common methods used to grow customer base and drive higher sales by persuading customers to buy from a specific brand. Advertising messages are used either to inform consumers or to affect them emotionally to persuade them. Based on that, advertising appeals are classified into two main categories that include rational and emotional appeals.




Rational appeal in messages 
In the case of rational appeal, the advertisers try to appeal to logic and reason rather than emotions. The focus is on persuading the customer by appealing to his senses that making a particular purchase is more reasonable. Generally, the advertising messages that are product feature-based carry a rational appeal. For example, an advertisement highlights the features of a product mainly and how these features are superior to those in other products. Another advertisement may highlight the benefits and the lower price. This is called the use of rational appeal. You can frequently come across such appeals in the adverts for home appliances or automobiles. An ad that states that your car is the most fuel-efficient and safest carries the rational appeal.
Emotional appeal:
The focus of emotional appeal in an advertisement is to elicit a strong emotional response rather than reason or logic. The use of emotional appeal is made to connect with the customers at an emotional level. An ad can evoke a variety of emotions, including fear, anger, love, humour and passion. Many times emotional appeals in an advert are just meant to make the consumer feel valued and special. Emotional appeals work because while many customers can control their emotions, emotions control most of them. While many times fear may help prompt the proper response, at other times, love or passion is required to connect with the customer. The life insurance brands commonly make use of advertisements with an emotional appeal and mostly they make use of the fear factor to drive sales. However, the use of fear appeal is also common in the case of health products. Apart from that, while some ads may have a strong fear appeal and include imagery that evokes fear, others may try to do the job at a more subtle level.

3. Receiver 
The group or person who gets sent message is called receiver. The side who receives message sent by other side is receiver. Under marketing communication system, those who see or hear advertisement are receivers. Message should be sent by understanding the need / wants, feeling, ability, thought etc. of the targeted receivers. If the message cannot be sent, such message becomes ineffective. 
While a marketer’s message is actually meant for the current and prospective consumers (the target audience), there are other elements that are exposed to the message (although the message is not meant for them). Such elements comprise the intermediary and unintended audiences. The intermediary audiences include channel members (wholesalers and retailers) and professionals (architects, doctors, and professors).While the former are sent trade advertisements and persuaded to carry stocks of merchandise, the latter are provided with professional advertising and asked to recommend and prescribe goods and services to those who seek help and advice. The unintended audiences include shareholders, bankers, suppliers, employees, and the public.
The two major issues that require consideration are:
(i) Message and decoding 
Decoding is the process through which the receiver provides interpretations of the message that he has received through a channel. The extent to which proper decoding would take place depends on both the sender and the receiver. With respect to the sender (i.e., marketer), the message content and structure as well as the choice of the channel are important determinants of effective decoding.
With respect to the receivers (i.e., the consumers, both actual and prospective), the factors that affect decoding of a message are the receivers’ –
(a) Attention and receptivity of the message;
(b) Motivation and cognitive ability to process the same;
(c) Level of involvement and knowledge about the topic/subject;
(d) Personal skills, characteristics, and background;
(e) Prior experiences; and
(f) Psychological and sociological determinants.

(ii) Attention and comprehension.
Both attention and comprehension are important for proper decoding, understanding, and acceptance of the message. It is observed that a consumer exposes himself selectively to media as well as to the messages, and does not notice all the stimuli. Of the many stimuli that a person is exposed to, he pays attention only to that stimulus (here, message) which is relevant and related to his/her need or want, and is in congruence with his thoughts and beliefs, feelings, and opinions.
Selective exposure need not be restricted to the message alone. It can also relate to the media. People have a tendency to change any information that is contrary to their feelings or beliefs, and conflicts with them. They may also bend or twist the message to see what they want to see, or hear what they want to hear.
Selective distortion refers to the tendency to interpret product information in a way that fits consumer perceptions. Consumers will often distort information to be consistent with the prior brand and product beliefs and expectations.
The concepts of selective exposure and selective distortion can be related to the theory of cognitive dissonance.

	Other components of marketing communication 
Encoding – This is the process of transferring the information marketer needs to communicate into an outline that can be sent and properly decoded at the other end. The success in encoding relay partly on his ability to convey information clearly and simply, and also on his ability to foresee and purge sources of mystification (for example, cultural issues, mistaken assumptions, and missing information). A key part of this, to know his audience. Failure to understand whom is he communicating with, will result in delivering messages that are misunderstood
Channel – Messages are conveyed through channels, with verbal channels including face-to-face meetings, telephone and written channels including letters, brochures, posters etc. Different channels have different strengths and weaknesses. Digital platform and traditional media (TV and Print) are the different channel source can use and it is all depend on the consumer `s psychology. 
      Decoding – Just as flourishing encoding is a skill, so is thriving decoding (involving, for example, taking the time to read a message cautiously, or pay attention enthusiastically to it). Just as misunderstanding can arise from errors in encoding, it can also arise from decoding errors. This is particularly the case if the decoder doesn’t have enough knowledge to recognize the message.
    Feedback – Audience will provide feedback, as verbal and non-verbal reactions to the communicated message. Pay close attention to the feedback. It is the only thing that can give a marketer confidence that his audience have understood his message. Today consumers are directly connected with marketers and advertisers through social media and used to comment on their pages of Facebook and Instagram . Feedback always permits the sender to reinforce, to change or to modify message.
Noise: Noise in marketing refers to any marketing efforts or information that distracts from a brand's overall message. 'Noisy' can refer to too many marketing emails, too many advertisements on social media or too many TV ads that people view as inundating and slightly annoying. This marketing tactic can actually turn consumers away from your brand.

PERSUASION - NEED AND IMPORTANCE
Persuasion is an art of influencing the mind of the listener and hence it should be done with great care. Persuasion may therefore be defined as an effort to influence the attitudes, feelings or beliefs of others or to influence action based on those attitudes, feeling or beliefs.Persuasion is a communicative skill. It enables a persuader to present his point of view from the receiver's point of view and induce the receiver to act accordingly


Persuasion as a skill requires.
· Knowledge about the receiver.
· Intellectual appeals to arouse the receiver's interest.
· Presentation of one's interests from the receiver's point of view.
Persuasion marketing applies what we know about human psychology to develop techniques to market products or services. In this case, it specifically applies to the promotional aspect of the marketing mix, and builds on a customer's impulsive behaviour to lead them to purchase.
Persuasion is part of every aspect of our lives. Politicians want our vote, businesses want us to buy their products, and people want us to like them. This reality is not different for websites and other digital properties. Persuasion is a necessary component of good design, ensuring that users will engage with your product in the way you intended, leading to the outcome you intended.
Understanding persuasion will highlight the importance of developing strong messages and help you better incorporate and refine effective persuasive techniques into your design, and allow you to explain to others (potential clients, peers) how and why your design is effective at persuading users.
Persuasion has a bad reputation, the word itself often evokes thoughts of being swindled or pressured to do something we really don’t want to do. But persuasion isn’t inherently negative it’s just a process of influence, for better or worse. 
Here are ways of understanding persuasion:
· Persuasion is Communication
At its core, persuasion needs a strong, clear message sent from one party to another.
· Persuasion is an attempt to influence
Understanding your audience and what makes them tick makes your attempt more likely to succeed. Though the outcome is never guaranteed.
· Persuasion can reinforce attitudes
Your audience has opinions that need to be strengthened from time to time. If you don’t reinforce their interest towards your own brand, your competitors will.

Note  : explain ads how they try to convince consumers  and persuade them towards the brand /products. 





Elaboration Likelihood Model (ELM)
Elaboration Likelihood Model is developed by Richard E. Petty and John T. Cacioppo in 1980s.Persuasion is very much associated with our daily life. Persuasion occurs when readers, listeners or viewers learns a message from what they read, listen or watch. We remember the message as ideas and we will be persuaded by it. That is how we remember them. If we did not learn something, it is not possible to remember it and we will not be persuaded by it. The Elaboration Likelihood Model (ELM) explains how persuasion message works in changing the attitude of reader or viewer. It is very much important for corporations and advertisement agencies, in designing their market strategies and understanding the attitudes of peoples.
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The elaboration likelihood model is a theory of persuasion that suggests that there are two different ways people can be persuaded of something, depending on how invested they are in a topic. When people are strongly motivated and have time to think over a decision, persuasion occurs through the central route, in which they carefully weigh the pros and cons of a choice. However, when people are rushed or the decision is less important to them, they tend to be more easily persuaded by the peripheral route.
ELA and Consumer behaviour 
The elaboration likelihood model (ELM) involves a more global view that two different persuasive routes change attitudes. The central route is particularly relevant to attitude change when a consumer’s motivation or ability to assess the attitude object is high; that is, attitude change occurs because the consumer actively seeks out information relevant to the attitude object itself. i) When consumers are willing to exert the effort to comprehend, learn, or evaluate the available information about the attitude object, learning and attitude change occur via the central route.
In contrast, when a consumer’s motivation or assessment skills are low (e.g., low-involvement), learning and attitude change tend to occur via the peripheral route without the consumer focusing on information relevant to the attitude object itself. i) In such cases, attitude change often is an outcome of secondary inducements (e.g., cents-off coupons, free samples, beautiful background scenery, great package, or the encouragement of a celebrity endorsement).
Research indicates that even in low-involvement conditions (e.g., like exposure to most advertising), where both central and secondary inducements are initially equal in their ability to evoke similar attitudes, it is the central inducement that has the greatest “staying power”—that is, over time it is more persistent.

Persuasive advertising appeals
Advertising appeal is defined as strategies for grabbing the attention of people to persuade them to purchase your product or service. The approach can be a marketing or advertising strategy.
Many advertisers commonly use appeals to influence their customers. It is also used so that people can support a cause. Appeals are customized for the target audience, and they speak to the interests of individuals and in their words or interest. The primary purpose is to entice them to take the action that is desired by the seller.
1. Emotional appeals - Emotional appeals relate to the consumers social or physiological needs for purchasing a product or a service. Many consumers’ purchase decisions are emotional and are made on what they feel about a particular brand more than its features. They are designed to make an audience associate positive feelings with your brand. These appeals generally focus on trust, joy, love, loyalty and happiness, which you can leverage through the use of powerful music and imagery. Examples – Jewellery ads, Ariel share the load ads.

2. Humor Appeals - Who doesn’t like something that’s funny? Humor appeals make consumers laugh and create an emotional link with the product. It is a proven appeal type for grabbing attention. When consumers find something humorous, it has value because is causes them to watch, laugh and, most importantly, remember. By capturing the viewer's attention, humor appeals cut through advertising clutter and allow for enhanced recall and improved moods of the viewers. The challenge with humor however is to keep the brand in the humor – so your market associates the humor with your brand. Often it’s the humor that is remembered more than the product. Examples – Mentos ads, Center shock ads, Fevicol ads.

3. Musical Appeals - Like humor, music is a great way for brands to get noticed and make an audience remember their products. In addition, musical appeals can bring up positive memories whenever someone hears a catchy tune in an ad, which goes a long way toward making them feel good about the product being presented. The use of musical appeals allows for a connection between the product or service and a catchy jingle or piece of music. Examples – Airtel jingle ad, Lifebuoy “Lifebuoy hai janah tandaroosti hai wahan”, Washing powder Nirma.

     5. Rational appeals - Rational appeals use logic, facts, and data to convince consumers to buy products, and are often found in advertisements for medications, cookware, and cleaning products. They focus on the consumer’s practical, functional need and utility for the product or service. It emphasizes on either product features or its functional benefits or its problem removal or problem avoidance attribute. Examples – mobile phone ads showing features, detergent ad showing superior stain removal property.
6. Fear Appeals - Fear appeals focus on the negative outcomes that can happen because of an action or inaction. Another fear tactic involves isolation. People will purchase a product to avoid isolation from others because of bad hygiene for example in the case of toothpastes and Deodorants. Fear appeals fit particularly well with certain types of goods and services, particularly those products that can eliminate threats or provide a sense of personal security. For example, fear is often used in insurance company ads, focusing on the consequences of an untimely death. Examples – anti tobacco ads, toothpaste ads focusing on germ fighting property.

7. Scarcity appeals - Scarcity appeals tap into people’s fear of missing out, so they’re a great way to convince people to take advantage of a sale or a limited edition product. However, make sure that scarcity actually applies to what you’re selling and sale is indeed a sale and is not a permanent offer. Examples – Toothbrush Free with Toothpaste ads, ads giving gifts or lucky coupons.

8. Favourable Price appeals – Favourable price appeals make price as the dominant point of the message. It can be used to announce a lower price product, low prices every day. Examples – 5 Rs. Chhota coke, Vodafone’s 10 ka chhota recharge, Mc Donalds “I’m Loving it” ads.

9. Star Appeal and Testimonials - As a form of celebrity endorsement, testimonials represent words directly from the celebrity's mouth in service to a brand. Putting your customers' words on display in your marketing campaigns is known as testimonial ads. As we mentioned, customers trust their peers' words over those of a brand, so it's time for you to use those words to your advantage. Testimonial ads feel more honest and authentic to shoppers than strategic brand copy.

10. Competitive advantage appeals – Competitive advantage appeals make either a direct or indirect comparison to another brand and usually claim superiority on one or more attributes. This is also known as comparative advertising. Examples – Detergent ads showing a particular product cleaning a cloth better than competition product, health drink ads showing more or higher nutrients than the competition product.

11. Social Appeal
Social needs are linked with our public image and the ways we interact with others. While personal appeal tries to address individual and intimate needs, social appeal focuses on somebody’s position within particular social groups and society as a whole. Social appeals used in advertising connect with customers by using motives such as status, fame, recognition, or respect. To celebrate the launch of their new ‘Friendship Bucket’ of chicken, KFC India has put together a TVC featuring the bucket, which is titled ‘Unlikely Friendships’.

12. Prestige appeal – it is the desire for prestige as shown by a person who buys the most expensive brand like Mercedes, Toyota .etc. He can afford in order  to impress his friends . 
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