Chapter 9
Selecting Message Appeals and Picking Endorsers

Types of Endorsers
1. Celebrity Endorser
2. Typical-Person Endorser

Celebrity Endorser
· Includes TV stars, Movie actors, famous athletes, etc. 
· Advertisers and their agencies pay huge sums of money to celebrities who are liked and respected by target audience and influence consumers’ attitude and behaviour towards the endorsed brands.
Typical-Person
· Some ads show regular i.e. non-celebrities using or endorsing products. 
· Using ordinary people increases the degree of credibility. 
· Many ads use multiple people rather than a single individual as it increases message involvement resulting into more elaboration.

Endorser Attributes: The TEARS Model
T:  Trust
E: Expertise
A: Attractiveness
R: Respect
S : Similarity

1. Trust
· Refers to honesty, integrity and believability of a source. 
· An endorser’s trustworthiness rests on the audience’s perception of his/her endorsement motivations.
· Trust is won by the life endorser lives professionally and personally. 
· Endorsers should sound objective and should match audience in terms of distinct characteristics such as gender and ethnicity.
2. Expertise
· Refers to knowledge, experience, or skills possessed by endorser as they relate to the endorsed brands.
· Expertise is a perceived rather than an absolute phenomenon.
· An endorser who is perceived an expert can change audience’s attitude pertaining to his area of expertise than an endorser who is not perceived as an expert.
3. Attractiveness
· Attractiveness refers to physical attractiveness, intellectual skills, personality properties, life style characteristics, athletic prowess, etc.
· The « A » of TEARS model refers to only physical attarctivenss. 
· Physical attractive endorsers produce more favorable evaluations of ads and advertised brands than do less attractive communicators.
4. Respect
· It is the second component of overall attractiveness.
· It is the quality of being admired or even esteemed due to one’s personal qualities and accomplishments.
· Celebrities are respected for their acting ability, athletic prowess, appealing personalities, their stand in important societal issues, etc. 
5. Similarity
· The third attractiveness component and the « S » in the TEARS model.
· It represents the degree to which an endorser matches an audience in terms of characteristics such as age, gender, ethnicity and so on. 
· People like individuals who share their common features or traits. 

Endorser Selection Considerations: The ‘’ No Tears’’ Approach
1. Celebrity and Audience Matchup
2. Celebrity and Brand Matchup
3. Celebrity Credibility
4. Celebrity Attractiveness
5. Cost Considerations
6. Working Ease or Difficulty Factor
7. Saturation Factor
8. The Trouble Factor

Advertising Appeals
· An appeal is central idea of an advertisement.
· An appeal is the approach to attract the audience.
· Its purpose is to influence consumers’ attitude towards the product, service or concept.

Types of Advertising Appeal

There are several types of advertising appeals. Few of them are as follow;
1. Rational Appeal
2. Emotional Appeal
3. Humour Appeal
4. Fear Appeal
5. Guilt Appeal
6. Sex Appeal

Humour Appeal
· Advertisers turn to humor in order to gain attention, guiding customer comprehension of product claims, influencing attitudes, enhancing recall of advertised claims and creating customer action.
· Humor advertisements generally involve incongruity resolution.

Humour appeal 
· Is an effective method for attracting attention.
· Enhances liking of both advertisement and brand.
· May increase memory of advertising claims if humour is relevant.
· Does not have an advantage on nonhumour in terms of persuasion.
· Does not enhance source credibility.
· Is suitable for low involvement products.

Advertiser should be careful while using this appeal. They have to take following variables into consideration:
1. Audience characteristics
2. Culture 
3. Distraction 

Fear Appeal
Appeals to fear in advertising identify negative consequences of either:
1. Not using the advertised brand
2. Engaging in unsafe behaviour such as drinking and driving, smoking, etc. 

Appeals to consumer fear, stimulates audience involvement with the message and promote acceptance of argument.
Fear appeal can take two forms:
1. Social disapproval: e.g. Mouthwash, deodorants, etc. 
2. Physical danger: e.g. Driving under influence of alcohol or drugs. 

Intensity of Fear Appeal:
· More an audience experiences fear from an advertised threat, the more likely it is that they will be persuaded to take recommended action.
· Level of threat in an ad should be according to relevance of an issue i.e. More relevant issues need little threat and vice versa. 
Sex Appeal
Sex in advertising play several roles such as:
1. Attracts and holds attention for longer period
2. Enhances recall of message points
3. Evokes emotions responses such as feeling of arousal and lust.

Effectiveness of sex appeal depends on its relevance to advertised product and advertisement’s primary selling point.

Downside of Sex Appeal

1. It interferes with consumer’s processing of message arguments and reduces comprehension.
2. Many people are offended by advertisements which portray women and men as brainless sex objects.

Other Appeals

· Scarcity Appeal:
Things are shown rare or in short supply but in great demand. Advertiser encourage immediate response with appeals such as “ only a few are left” , etc.
· Guilt Appeal:
People feel guilty when they break rule, violate their own standards or beliefs, or behave irresponsibly. Guilt appeals motivates to take responsible action to reduce level of guilt. 

