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1.0	HOW ADVERTISING WORKS AS COMMUNICATION
Advertising is a form of communication. It is a message to a consumer about a product. It gets attention and provides information and sometimes entertainment. Most advertising relies on mass communication that is indirect and complex.

1.1	The Communication Model
Mass communication is usually thought of as a process that begins with a source, a sender who encodes a message and puts it in words and pictures. The message is presented through channels of communication, such as a newspaper, radio, or TV. The message is then decoded or interpreted by the receiver, who is the reader, viewer, or listener. Feedback is obtained by monitoring the response of the receiver to the message. And the entire process is complicated by what we refer to as noise, things that interrupt the sending as well as the receiving of the message. 

Mass communication is generally a one-way process with the message depicted as moving from the source to the receiver. However, interactive communication is a form of two-way communication or dialogue.
1.2	Advertising as Communication
To translate the communication model to advertising, consider that the source typically is the advertiser assisted by its agency. Together they determine the objectives for the message—the advertisement or commercial—in terms of the effects they want the message to have on the consumer receiver, also known as the target audience.

The advertiser’s objectives in advertising are focused on the receiver’s response; they predict the impact the message will have on the target audience. That impact is what we measure to determine whether the message met its objectives and was effective.

In advertising, noise hinders the consumer’s reception of the message. On a macro level noise includes consumer trends and problems with the product’s marketing mix. On a micro level, external noise could be bad radio or TV reception or clutter, which is the multitude of messages all competing to get your attention.

People use many techniques to avoid clutter and information overload. They filter messages by turning pages, switching the channel, or hitting the mute button. Many marketers are experiencing lower response rates to their campaigns as a result of filters and other avoidance techniques. Viral marketing—which relies on consumers to pass messages about products among themselves, typically through E-mail—and consumers’ direct involvement in product making are possible solutions to the dilemma.

Internal noise includes personal factors that affect the reception of an advertisement, such as the target audience’s needs, purchase history, information processing abilities, and so forth. 

The message is the advertisement or other marketing communication tool.

The medium is the vehicle that delivers the message and, in advertising, tends to be newspapers, magazines, radio, TV, the Internet, and forms of out-of-home vehicles.

In customer-focused marketing and advertising, understanding what motivates the audience is critical to creating effective advertising.

1.3	Adding Interaction to Advertising
Two-way communication is one of the objectives of an Integrated Marketing Communication (IMC)-focused program because it leads to a long-term relationship with a brand. Advertisers need to learn to listen to, as well as send, messages to customers.

Feedback occurs in an environment of give-and-take communication. That’s achieved by using more interactive forms of marketing communication and through response devices.


2.0	THE EFFECTS BEHIND ADVERTISING EFFECTIVENESS
When advertisers talk about how advertising works, they are talking about the impact an advertisement has on the receiver of the message. Message effects are found in the various types of consumer responses produced by the advertising message. 

2.1	The Simple Answers
The most common and long-standing explanation of advertising effects is one referred to as AIDA, which stands for attention, interest, desire, and action. The idea is that first an ad gets attention, then it creates interest, then desire, and finally stimulates action. Because AIDA assumes that consumers start with attention and wind up with a decision, it is referred to as a hierarchy of effects model.

The problem with models such as this is that advertisers now know that people don’t always proceed through steps in this predictable fashion. An impulse purchase doesn’t follow these steps. 

Another simple answer is referred to as think-feel-do. The idea is that advertising motivates people to think about the message, feel something about the product, and do something, such as try it or buy it.

The problem with the hierarchy of effects and think-feel-do approaches is that neither answers the how-advertising-works question very well.

2.2	The Facets Model of Effective Advertising
Effective advertising creates six types of consumer responses. The responses are:

· Perceive (perception)
· Understand (cognition)
· Feel (affective/emotion)
· Connect (association)
· Believe (persuasion)
· Act (behavior)

These facets come together to make up the unique consumer responses to an advertising message. 

Figure 4.3 shows the Facets Model of Advertising Effects. Impact can be created in a number of different ways. 


3.0	PERCEPTION
Perception is the process by which we receive information through our five senses and assign meaning to it. If an advertisement is to be effective, it, first of all, has to get noticed.

3.1	The Components of Perception
Advertising creates visibility for a product or brand through exposure. Consumers respond by selecting messages to which they pay attention, a process called selective perception. If the message is selected and attended to, then the consumer may react to it with interest if it is relevant. The result is awareness of the ad or brand, which is filed in memory at least to the point that the consumer recognizes the brand or ad. The key components of perception and their roles in effectiveness are:

· Exposure: making contact
· Selection and Attention: creating stopping power
· Interest and Relevance: creating pulling power
· Awareness: making an impression
· Recognition: making a mental note

3.1.1	Exposure
Exposure, which means being seen or heard, is an important goal of media planners who try to find the best way to expose the target audience to the message. It is important to IMC planners who consider all contacts a consumer has with a company or brand as a contact point where messages are delivered.

3.1.2	Selection and Attention
The ability to draw attention that brings visibility to an advertised product is one of advertising’s greatest strengths. Surprise and humor, as well as many other efforts, are used to gain attention. 

3.1.3	Interest and Relevance
Another factor in perception is interest, which means the receiver of the message has become mentally engaged in some way with the ad and the product. Ad messages are designed not only to get but also to hold the audience’s interest.

A critical factor in interest is relevance, which means the message connects on some personal level. When it appeals to your self-interest, then a message is said to be relevant.

3.1.4	Awareness
Awareness results when an advertisement initially makes an impression. Awareness is important but is considered a relatively low level of response in comparison to a behavior response.

3.1.5	Memory: Recognition
Memory refers to the way people file information away in their minds. Advertisers are interested in two memory factors—recognition, which means people remember seeing the ad; and recall, which means they remember what the ad said. Recognition is a measure of perception; recall is a measure of understanding.

When we measure recognition it can be aided recognition (or recall) or unaided recognition (or recall).
3.2	The Subliminal Issue
Subliminal advertising is a perception issue. Subliminal effects are message cues given below the threshold of perception. They are designed to get past your perceptual filters by talking to your subconscious. Some people believe this type of advertising influences behavior. Others respond that subliminal perception is not only a joke, it’s a contradiction in terms.

Most advertising professionals and professors believe that there is no real support for subliminal advertising.


4.0	COGNITION

4.1	The Components of Cognition
Cognition refers to how consumers respond to information, learn, and understand something. It’s a rational response to a message. The key components of cognition and their roles in effectiveness are:

· Needs: matching product features to consumer needs
· Information: facts about products and their features
· Learning: creating understanding
· Differentiation: understand the differences between competitive products
· Recall: locking information in memory

4.2	Needs
Needs are something you think about and wants are based on feelings and desires. When we refer to needs, we are usually talking about the cognitive impact of an advertising message. A cognitive ad will explain how a product works and what it can do for the user, which is the way advertisers address consumer needs. The objective is to provide information that meets a consumer’s needs in order to develop their understanding, which is a cognitive response. 

4.3	Information
Advertising often provides information about products, usually facts about product performance and features. The informative nature of advertising is particularly important for products that are complex or that involve a high price or high risk.

4.4	Cognitive Learning
Cognitive learning occurs when a presentation of facts, information, and explanations leads to understanding. Conditioned learning takes place when the learner links one thing with another. This is a process of association that is established through repetition.

The cognitive learning route is used by consumers who are trying to learn everything they can about a product before they buy it. Advertisements that use demonstrations and comparisons are attempting to help consumers learn.

4.5	Differentiation
A key function of advertising is to differentiate one brand from another, which is what happens when consumers understand the explanation of a competitive advantage. 

4.6	Memory: Recall
Recall is a measure of learning or understanding. This means that memory goes deeper with a cognitive response to an advertisement. Your memory is involved in recalling not just the ad, but the content of the message.

This also explains advertising’s delayed effects—how messages are seen at one time and come back to mind at a later date when the consumer is in a purchase situation.


5.0	THE AFFECTIVE OR EMOTIONAL RESPONSE
Affective responses mirror our feelings about something. Affective describes something that stimulates wants, touches the emotions, and creates feelings. Liking of the brand or the ad is an important affective response that advertisers monitor.

5.1	The Components of the Affective Response
The components of the affective response and their roles in effectiveness are:

· Wants: creating desire
· Emotions: affecting feelings
· Liking: creating positive feelings for the ad and the brand
· Resonance: appeals to self interest

5.1.1	Wants
Wants are depicted as influence by emotion or desire. Desire is based on wishes, longing, or cravings. Impulse buying is a good example.

5.1.2	Emotions
Recent research has determined that emotion may have more impact than rational approaches on both attitudes and behavior.

Emotions, which agitate our passions or feelings, appear in a number of forms in advertising, such as humor, love, or fear. Ads that rely on arousing these feelings are referred to as emotional appeals.

5.1.3	Liking
A study by the Advertising Research Foundation found that liking a brand (or ad) was the best predictor of a consumer’s behavior. Liking is measured in terms of two responses: liking the ad or liking the brand. Positive feelings generated by the ad may not always transfer to the brand. 

Affective responses inspire people to share their experiences with their friends, creating buzz.
5.1.4	Resonance
Advertisements that create resonance where the message “rings true,” help the consumer identify with the brand on a personal level. Resonance is stronger than liking because it involves an element of self-identification.


6.0	ASSOCIATION
Association is communication through symbolism. It is the process of making symbolic connections between a brand and characteristics, qualities, or lifestyles that represent the brand’s image and personality.

6.1	Components of Association
Association uses symbolism as well as conditioned learning to make the connections in a consumer’s mind between a brand and certain desired qualities that define the brand and make it distinctive. When the connection is successfully established, a brand takes on meaning and is transformed from a generic product to a brand with a unique image. The components of association and their roles in effectiveness are:

· Symbolism: something that stands for something else, such as a quality or value
· Conditioned Learning: creating links and bonds through repetition
· Brand Transformation: creating brand meaning

6.1.1	Symbolism
The association takes on a symbolic meaning, which means the brand stands for a certain quality, such as luxury or status. In successful branding, a bond or relationship is created between a customer and a brand based on these symbolic meanings.

6.1.2	Conditioned Learning
Conditioned learning, which is the way association implants an idea in a consumer’s mind, is important because it explains much of the impact of advertising. People learn about a product or brand in a largely noncognitive, even nonrational, way.

6.2	Brand Transformation
Transformation, as explained by DDB Needham’s Bill Wells[footnoteRef:2], means a brand takes on meaning when it is transformed from a mere product into something special, something that is differentiated from other products in the category by virtue of its brand identity and image. A transformation in a consumer’s mind is a perceptual shift, one that is created almost exclusively by advertising. [2:  Bill Wells, “How advertising Works,” speech to St. Louis AMA, September 17, 1986.] 


6.2.1	Components of Brand Communication
There are many terms used by brand managers to explain how they think a brand works, however, there isn’t a common set of terms to describe the effects of communication on the branding process. To better understand how this branding process works, the communication dimensions of branding can be outlined using the same six effects presented in the Facets Model.

· Perceive: brand identity
· Understand: brand position
· Feel: brand personality
· Connect: brand image
· Believe: brand promise
· Act: brand loyalty

A brand identity must be distinctive, it represents one particular product within a category, and it must be recognizable and memorable. The customer must know the brand’s identification markers and can connect those marks with a memory of a message about the brand or past experience with it.

Brand position means that understanding the brand requires the consumer to learn what the brand is and what it stands for relative to its category and its competition. The brand position states what the brand is all about, its essence, and may include the values the brand represents.

Brand personality is the idea that a brand takes on familiar human characteristics, such as friendliness, trustworthiness, or snobbery, and contributes an effective dimension to the meaning of the brand. It reflects how people feel about a brand.

Brand image is the mental impression consumers construct for a product. It is created through understanding symbolism and associations. Meaning is created for a brand by creating associations that connect the brand to lifestyles, types of people who use the product, and other qualities, such as value and status. The richness of the brand image determines the quality of the relationship and the emotional connections that link a customer to a brand.

Brand promise occurs when the brand establishes a familiar image and an expectation level based on familiarity, consistency, and predictability. 

Brand loyalty can occur when a personal experience with a brand develops into a relationship, which is a connection over time that results in brand loyalty.

6.3	Association Networks
In association tests, which are used in planning brand and positioning strategies, people are asked what they think of when they hear a cue, such as the name of a product category. They respond with all the things that come to their mind, and that forms their network of associations.


7.0	PERSUASION
Persuasion is the conscious intent on the part of the source to influence or motivate the receiver of a message to believe or do something. It can be produced by both rational arguments and compelling emotions.

7.1	The Components of Persuasion
Persuasion is designed to change attitudes and behavior and build beliefs. Following is a list of components connected to persuasion:

· Attitudes: a state of mind, tendency, propensity, position, inclination
· Argument: reasons, proof
· Involvement: engagement; intensifies brand relationships
· Motivation: incentive or reason to respond
· Influence: external people or events that shape attitudes and behavior
· Conviction and Preference: creating agreement and consideration (into to try or buy)
· Loyalty: repeat purchase, satisfaction, advocate

7.1.1	Attitudes
An attitude is mental readiness to react to a situation in a given way. Attitudes are seen by many scholars as the most central factor in persuasion. They can be positive, negative, or neutral. Positive and negative attitudes can motivate people to action. Marketing communication is used to establish, change, or reinforce attitudes.

7.1.2	Arguments
An argument is based on a cognitive strategy. It uses logic, reasons, and proof to make a point and build conviction.

7.1.3	Motivation
Motivation is that idea that something, such as hunger or a desire to be rich, prompts a person to act in a certain way. In order to intensify the consumer’s level of motivation, advertising and other marketing communication areas, such as sales promotion, use incentives to encourage people to respond.

7.1.4	Conviction and Preference
Effective persuasion results in conviction, which means consumers believe something to be true. In terms of advertising effects, belief is indicated when consumers develop a preference for, or an intention to try or buy a product.

Credibility is an important factor in believing something. Source credibility means the person delivering the message is respected and believed.

7.1.5	Loyalty
Brand loyalty, which is measured both as an attitude (preference) and by repeat purchases, is an important response that crosses over between thinking, feeling, and doing. It is a response that is built on customer satisfaction.
Loyalty programs are designed to retain customers as well as increase their business.

Loyalty is of value because it can lead to other behavioral responses, such as advocacy for the brand.

7.2	Involvement’s Role in Persuasion
Involvement refers to the degree to which you are engrossed in attending to an ad or making a product decision. Creating a sense of involvement in a marketing communication program is a persuasive tactic because it gets people engaged with a message about a brand. A high level of involvement intensifies the brand/customer relationship. It is built on relevance. 

High involvement products are major purchases, such as cars and computers. Low involvement products are things such as aspirin and milk.


8.0	BEHAVIOR
The behavioral response involving action of some kind is often the most important goal of advertising. It is measured in terms of its ability to motivate people to do something.

8.1	The Components of the Behavioral Response
Behavior is the action response. The components are:

· Try: initiating action through trial
· Buy: making it easy to buy
· Contact: responding by visiting, calling, sending back a card, clicking on a Website and so forth
· Prevention: discourage unwanted behaviors

8.1.1	Try and Buy
In customer-focused marketing programs, the goal is to motivate people to try a product or buy it. In a few cases, such as nonprofits, the marketing program may not be selling a good, so the action may be to sign up, volunteer, or donate.

Trial is important for new products and expensive products because it lets a customer use the product without investing in purchase.

8.1.2	Contact
Responding by making contact with the advertiser can be an important sign of effectiveness. Initiating contact is also valuable. Examples include when a customer contacts a company with a complaint, compliment, suggestion, or referral.

8.1.3	Prevention
There are social action situations where advertising messages are designed to deter behaviors, such as limiting car use due to clean-air campaigns and anti-smoking campaigns. This is a complicated process that involves counterarguing by presenting negative messages about an unwanted behavior and creating the proper incentives to stimulate the desired behavior. Because the effects are so complicated, the impact of such campaigns is not always clear.
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