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Communication and Consumer
Behavior




Do you watch Adz?




What about if we could tailor the
adz for you?

You watch only what you like!




Definition

 |s the transmission of a message from a
sender to a receiver via a medium of
transmission.
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Advertising media




Newspapers




Newspapers, continue

selective

- Bl [De&gn.& publlcatlon} [ Limited quallty& }

Large audience [ Notvery } E_ocal consumer%

Is fast Short message life




Newspapers, continue

Large audience Ha e Local consumers
selective

lexible Design _& publication Limited quality &
Is fast Short message life

[ High clutter }




Newspapers, continue

Large audience HE! very Local consumers
selective

Cie bl Design .& publication Limited quality &
Is fast Short message life

High clutter }

Sales volume [ Measurement of retail traffic }




Newspapers, continue

Not very
Large audience ; Local consumers
selective

Design & publication Limited quality &
Is fast Short message life

Sales volume [ Measurement of retail traffic }

Manufacturer and local selle

i
J
|

Size of adz {Number of prints} [ SRl NG alhy J




Television
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TV, continue

{Very large audiences} [Many programs lack audience selectivity}

[Appeals i severaq [Require high repetitiorﬂ [ Long lead time }
senses

High clutter } [Viewers can simply avoid message exposure}

[Sales volume not accurate} [Research consumers recall}

[ Very high cost }
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Effect of time

o Sleeper effect
— The effect Is faded out over time

e Differential decay

— The memory of negative cue decays faster than
positive cue




Message structure and
presentation




Resonance

 Wordplay

e Studies shows its more effective




Message framing

e Positive message framing

 Negative message framing




Positive and negative message
framing
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Onesided Vs Twesided messages

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