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Do you watch Adz?



What about if we could tailor 
the adz for you?

You watch only what you like!



Definition

• Is the transmission of a message from a 
sender to a receiver via a medium of 
transmission.
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Effect of time

• Sleeper effect

•The effect is faded out over time

• Differential decay

•The memory of negative cue decays faster 
than positive cue



Message structure and 
presentation



Resonance

• Wordplay

• Studies shows its more effective



Message framing

• Positive message framing

• Negative message framing



Positive and negative message 
framing



One-sided Vs Two-sided 
messages

• Should we use only the positive points 
about the product or should we use 
both?


