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Unique Selling Proposition

n USP is a motivating idea, uniquely associated with a
particular brand, which is to be registered in the mind

of the consumer

a The US.P.

n is about uniqueness
n must sell
n must make a proposition
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Unique Selling Proposition

s In best cases our brand or product is unique in itself or
is determined to be something unique for a special
target group

n Can you provide three examples of unique products or
brands?

n
n

n
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Unique Selling Proposition

Unique
Advertising that promises a unigque
benefit, or a benefit that is
perceived as distinct and/or superior

Selling Proposition
Significant and relevant to A clear, compelling
consumers - persuasive consumer benefit that is
enough to incite action delivered by the product
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Unique Selling Proposition

taste, shape, color, different
flavors

Free Music
* with every
Art Label

Selling Proposition
Bottles, cans & kegs The Beck's experience
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Brand Wheel

What the brand is / what the brand looks like:
Physical/functional characteristics of the brand

v

Rational advantage for me.
What the brand does: The results of using the brand.

v

Psychological advantage of using the brand:
How the brand makes me feel about myself / how
others feel about me, using the brand.

v

If the brand were a person:
How would it be? Bold, shy, outrageous, sexy,
simple, pure?

A 4

Brand Essence: The core of thebrand.
The sum of characteristics in the wheel.
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Brand Wheel

German, Masculine, Luxury, Expensive, well-
engineered. Quality, Performance, Roadholding,
Heritage! Is what it is.

v

v

Sports performance in luxury comfort, Best of both
worlds. Is what it does.

Wise heads on young shoulders
A passionate driver. Is what the brand makes me feel

v

Serious but not serious-minded, charismatic,
outgoing, joie de vivre, half german, half human.
“Aniron fist in a velvet glove”

4 DRIVING EXCELLENCE

v
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A framework of psychological meaning

Attribute Bundle

Tangible Attributes

Perceptual Mode

Data driven
e.g. sight

touch

sound

e.g.size
-———— color
: brightness
: music
[
I
[
[
[
Stimulus
e.g. TVad
Billboard
Imagead
N
|
|
I Intangible
I Attributes
L e.g. modern
fun
exciting

Psychological
Meaning

Concept Driven

e.g.cognitive

associations
cognitive

abstractions

& = = -
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Context

Individual

characteristics

e.g. attitudes
perceptual selectivity
personality

Social characteristics
e.g. gender
social class
marital status
occupation

Situational
characteristics

e.g. time to make decision
number of available
choices




Elaboration Likelihood Model (petty & cacioppo, 1936)

Implies two routes to persuasion:

N\ [ ) ™
Peripheral Route to

Persuasion
\_ J L )

( Central Route to

Persuasion

Consumers that are
motivated and able to
process the message will
devote more thought to
the message contained
in advertisement
“elaboration”

Consumers that are not
motivated and/or
unable to process the
message will switch to a
less involved and
elaborate processing of
information
Attitude change

depends on the quality

of the arguments

Attitude change depends
on the peripheral cues
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Examples of peripheral cues

n celebrity

a attractive source

n sources with high credibility
n expert sources

g humor

n erotic stimuli
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Elaboration Likelihood Model

n Motivation to process the message can be
influenced by
a personal relevance of the product

a heed for cognition (a tendency to engage in and enjoy effortful
analytical activity)

n personal responsibility

a Ability to process the message can be influenced by
a distraction
a prior knowledge

intelligence

u

n message comprehensibility
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Elaboration Likelihood Model

Consequences of elaboration

r ™ r ™
Central route Peripheral route

to persuasion to persuasion

relatively enduring /

Q shows a greater temporal *less enduring / relatively
g’ persistence temporary
©
< - -y .
O *more predictive of sunpredictive of behavior
5 behavior
2 *shows a greater
B *shows a greater susceptibility to counter-
< resistance to counter- persuasion

persuasion
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Says what?

By what means?

To whom?




Communication Model

Who? Says what? By what means? Towhom?

n  Source characteristics
1) Credibility

B Lower credibility sources are used - when the receiver’s thoughts about the
product are favorable

B Higher credibility sources are used — when the receiver’s thoughts are negative

B Profession has a greater effect upon perceived credibility rather than the
spokesperson

2) Attractiveness

3) Gender

Advertising Psychology 17




Communication Model

Who? Says what? By what means? Towhom?

n Source characteristics
1) Credibility

2) Attractiveness

8 Works for low involvement products — coffee, perfume
m Attractive models do not enhance recall, but facilitate ad
recognition

3) Gender
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Source 7
o. What elee
Credibility bl

Attractiveness

Gender

NESPRESSO

Le café corps at dmo.

WAWW nospresso.com *Quol dautre 7
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Source
Credibility
Attractiveness

Gender

GIVENCHY

Liv TYLER

Advertising Psychology
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Communication Model

Who? Says what? By what means? Towhom?

n Source characteristics
1) Credibility
2) Attractiveness

3) Gender

n Gender of models should match the image of the product

held by users
a Any role depiction should be realistic and natural rather

than stereotypical and false
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Source
Credibility
Attractiveness

Gender
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Who?

By what means?

To whom?




Communication Model

Who? | Says what? By what means? Towhom?

Message appeal - the overall style of the advertising

Rational appeal?

Emotional appeal?

One- vs. two- sided and
comparative appeals?
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Communication Model

Who? | Says what? By what means? Towhom?

The MAC Model

s Memory only — most of the choices we make are determined by habit
n  Memory + affect — most of the conscious choices that make us

pause are determined by affect.
a  Memory + affect + cognition — some ads make us think, as well

as do some decision

Ads —> £ Memory
E=
g Affect
>
Competitors O "
. — = Cognition
for attention P g
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Communication Model

Who? | Says what? By what means? Towhom?

The role of emotion

A Typology of Emotional Content

Positive Negative
Pleasure Joy Sadness
Friendliness Loneliness
Arousal Vitality Overstimulation
Liveliness
Dominance Competence Futility

Self-fulfillment
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Message appeal

Pleasure

Advertising Psychology
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Message appeal
Arousal

Vitality

Liveliness

The endless hustle and stress of the modern world  many people
accept it as part of the game. But it doesn't need to be that way.
When technology helps life run more smoothly, the modern world
<an be unbelievably peaceful.

Meet LG Electronics and enjoy it all:
Life's pleasures, Life's rewards. Life's Good.

Advertising Psychology
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Message appeal

Dominance

B - PlayStation.

' Portable
White

is coming

Advertising Psychology
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Communication Model

Who? | Says what? By what means? To whom?

Fear appeals as arousal
n Optimal range of tension

a Point of inflection where increasing tension activates
anxiety —> negative feelings

- ———— Audio-Visual === === == = —— - >
- ——— o — o —— Print o o e o e e = o _
Anxiety & Energy
I I Energy generation I I generation
No picture Picture Threshold
Tension = = = = = = = = = >
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Message appeal

Fear

SMOKING REDUCES WEIGHT

(one lung at a time)

@ CANCER PATIENTS AID ASSOCIATION

4 from AdverBox.com!
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Message appeal

Fear

The average smoker needs over five thousand cigarettes a year.

— s

Get unhooked. Call 0800 169 0 169 or visit getunhooked.co.uk

X w

| WISH | HAD
BREAST
CANCER

Kerry, 24
#Keryswish

Today 23 people will be told they have Pancreatic
Cancer. Like Kerry, this is what they face:

= Only 3% will survive because of late diagnosis

= Most will die within 4 to 6 months

u It's the UK's 5 biggest cancer Killer

Pancreatic cancer has the lowest survival rate of
all 22 common cancers. Early diagnosis saves lives.

@&
: www.PancreaticCancerAction.org
Pancrea"x.: Pancreatic Cancer Action Is a registered charity In England
Cancer Action and Wales No 137680

I Advertising Psychology 32



Message appeal

Fear

> A .':"f LR
g
L8
ez

a
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Steep before youdrive
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Message appeal

Fear

Advertising Psychology
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Communication model

Who? | Says what? By what means? To whom?

Humor appeal

"Trying to figure out why something is funny is like
dissecting a frog. You'll come up with answers, but the
frog always dies.” Mark Twain

# One of the most common techniques, but hard to realize

# The belief that humor can increase advertising
effectiveness has led to its unprecedented popularity
# However, it can work for you or it can work against you!

n Peripheral cue - drawing attention to the ad
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Message appeal

Humor
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Message appeal

Humor

Advertising Psychology

Parking made easy.

Golf wil Park Distance Control.

(@

N 1
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Communication Model

Who? | Says what? By what means? To whom?

Subliminal Messages

az the use of hidden or otherwise imperceptible stimuli to

manipulate viewers or listeners to behave in ways they
otherwise would not.

n The Vicary “Eat Popcorn/Drink Coke” Study

az Below threshold
n Subjective threshold
n Objective threshold

o,
TOSTsToS
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Communication Model
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Who?
Says what?
Communication Model

By what means?

To whom?




Communication Model

Who? Says what? | By what means? Towhom?

Music

Visual representations

Copy theme

I 2/19/2015 Advertising Psychology 41




Communication Model

Who? Says what? | By what means? Towhom?

1) Copy theme

Surface level Different ads using the same kinds of
Text techniques (characters, jingles)
Underlying level Signification system structured around
Text connotative signified
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Communication Model

LS S AN
‘<\ AN
{

N

W \\\\9\\
N\

e
A\

N
N

The antioxidant power
of pomegranate juice:

PATES - SAUCE - PARMESAN
A L'ITALIENNE DE LUXE




Communication Model

Taste the kick.

: ,ﬂ UNITED COLORS
I OF BENETTON.
b\

PANTENE



Communication Model

Who? Says what? | By what means? To whom?

1) Copy theme

n Use of figurative language and rhetorical devices

Imperative

Slogans forms

e usedin e reinforce the e this creates the
creating brand recognizability effect of advice
identity of a brand coming from

e Beetle (small name an unseen
and quick) e Live for Now, authoritative

e Mustang (very Pepsi source
fast) e Trust your

senses

I Advertising Psychology

Formulas

e create the
effect of
making
meaningless
statements
sound truthful

e A volkswagen
isa
Volkswagen
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Communication Model

Who? Says what? | By what means? Towhom?

2) Visual representations

,» What visual images express can only be approximated

by words, but never fully captured by them. Words
represent an artificially imposed intellectual system
removed from primal feeling; images plunge usinto
the depth of experience itself.” (Barry, 75)
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Communication Model

Who? Says what?

2) Visual representations

-
Attracting
Attention

|

-

— e Violating

reality
e Surrealism
and visual
metaphor
e Visual
parodies
e Directeye
gaze

~

By what means? To whom?

r

\—

Eliciting Emotion ]

4 )
e \ertical

camera angle,
Power, and
Status

e Looking down,
Nurturance,
Subservience

Advertising Psychology




Attracting attention

Violating reality

Ohince /5//

80 PﬂOOf

ABSOLUT

BT YOORA PROCLET OF SATD0N 40 30 %% & CAOL ¢ ) 300 PROCK ) 100, AN MUTTRAL S0 TS AL COMNTINDRS
B0T7,1 08 AN AESTRLIT CALLKIAPO A THACE MV QAAED £ V5 vl & SO A8 ST VS5 PO & P00
DA WO NPRECITE QUALITY (II0V 7 S SPORE
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Communication Model

Who?

Says what? = By what means? To whom?

2) Visual representations

I 2/19/2015

-
Attracting

-
] Eliciting Emotion ]

Attention
4 ) 4 )
— e Violating \— ¢ Vertical

reality camera angle,

e Surrealism Power, and
and visual Status
metaphor e Looking down,

e Visual Nurturance,
parodies Subservience

e Direct eye
gaze
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Attracting attention

Surrealism
andVisual
Metaphor

DISCOVER YOUR OASIS

W e Corwie) be gremerve s P aSate Dadtre Difrge oom) Al (arhre oo o e KM 0 s =t et s VY S S 8 gy g I G i, ey e
-

ot s ey ——" v v - S~ T g 3 ey g M . o S A b
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Attracting attention

Visual Metaphor

WWW.UW-mC.0rg

Together, we can help adults live a life of self-sufficiency. Support community programs all across Metropolitan Chicago.

Happy Holidays
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Communication Model

Who? Says what?

By what means? To whom?

2) Visual representations

I 2/19/2015

( (
Attracting Eliciting Emotion
Attention
4 N 4 N
— e Violating \— ¢ Vertical
reality camera angle,
e Surrealism Power, and
and visual Status
metaphor e Looking down,
e Visual Nurturance,
parodies Subservience
e Direct eye
gaze

Advertising Psychology




Attracting attention

Visual parodies

Advertising Psychology
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Attracting attention

Visual parodies

Clean Shave.

Advertising Psychology

if only women spent less time cooking
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Communication Model

Who? Says what? | By what means? Towhom?

2) Visual representations

( (
Attracting Eliciting Emotion
Attention
4 N 4 N
— e Violating \— ¢ Vertical
reality camera angle,
e Surrealism Power, and
and visual Status
metaphor e Looking down,
e Visual Nurturance,
parodies Subservience
e Direct eye
gaze
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Attracting attention

Direct eye gaze

.
\
N

b T

| WANT YOU
FOR U.S.ARMY

NEAREST RECRUITING STATION

Advertising Psychology
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Communication Model

Who? Says what?

By what means? To whom?

2) Visual representations

I 2/19/2015

Advertising Psychology

( (
Attracting Eliciting Emotion
Attention
4 ) 4 )
— e Violating \—] ¢ Vertical
reality camera angle,
e Surrealism Power, and
and visual Status
metaphor e Looking down,
e Visual Nurturance,
parodies Subservience
e Directeye
gaze




Eliciting Emotion

Vertical camera Angle, Power,
and Status

RAMPAGE

Gotra  Nemecora

Advertising Psychology
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Communication Model

Who? Says what?

By what means? To whom?

2) Visual representations

I 2/19/2015

( (
Attracting Eliciting Emotion
Attention
4 ) 4 )
— e Violating \— ¢ Vertical
reality camera angle,
e Surrealism Power, and
and visual Status
metaphor e Looking
e Visual down,
parodies Nurturance,
e Direct eye Subservience
gaze

Advertising Psychology




Eliciting Emotion

Looking down, Nurturance,
Subservience

Advertising Psychology
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Communication Model

Who? Says what? | By what means? To whom?

3) Music

a Attention gaining value
z Ability to engage a listener’s attention through speed and loudness
z Role in advertising — attract and hold attention

z However, can be act as a distractive factor

n Message congruence

a  The extent to which purely instrumental music conveys meanings
(feelings, images, thoughts) that are congruent with those evoked by
ad messages
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Who?
Says what?
Communication Model

By what means?

To whom?




Communication Model

Who? Says what? By what means? @ To whom?

Targeting Cultures

a Language Linguistics
Cultural Suitability

n Communication Style

g Symbols

a Cultural Values
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Targeting Cultures

Linguistics

.;.‘_"

BACARDILwvosrtos

A FRESH DIVERSION

Advertising Psychology
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Targeting Cultures

Cultural Suitability

THE LEWTHER. COLLECTION . LoviniGLy (rasnd Frtem THE Fitsr maratifid
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Communication Model

Who? Says what? By what means? @ To whom?

Targeting Cultures

g Language

g Communication Style

g Symbols

a Cultural Values

I Advertising Psychology

Explicit
Implicit




Targeting Cultures

Explicit

Advertising Psychology

your life with
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Targeting Cultures

Explicit

DESIGNED FOR PROFESSIONALS




Targeting Cultures

Implicit

lIlke.noother”




Targeting Cultures

Implicit




Communication Model

Who? Says what? By what means? @ To whom?

Targeting Cultures

g Language

n Communication Style

n Symbols
u Cultural Values

I Advertising Psychology

Colors
Numbers
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Colors and cultures
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Communication Model

Who? Says what? By what means? @ To whom?

Targeting Cultures

g Language

g Communication Style

Symbols
u oY Religion
n Cultural Values Individualism
Generation type
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Targeting Cultures

T X

I Advertising Psychology
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Communication Model

Targeting Cultures

US Melting Point
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Targeting Generations

BOOMER GE»NX Mus.L‘N‘ﬁ;AL

35 55 years old |8-35 years old

[

55+ years old

Work is a career Work is a job ’ ‘ Work is a calling ¢

Loyal to company Loyal to self Loyal to community E

Value experience Value productivity Value contribution

Selfless, rational,
competent

Principled,
resolute, creative =

Savvy, practical,
independent
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Targeting Generations

Baby Boomers

Advertising Psychology
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Targeting Generations

Gen X

7 — =

|
"BELIEVEIN) )

=
a ¥
[ |

=
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Targeting Generations

Millennials

Advertising Psychology

We might not all believe in reincarnation, but we do believe in recycling.
More than 80% of our paper usage at Y&R is recycled.

Yo
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