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Lavidge a Steiner - 1961

Conative Purchase
Ads stimulate or direct desire Y

Convinction
Affective Preference
Ads change attitudes and ‘
feelings Liking
Cognitive Knowledge
Ads provide information 1

and facts Awareness
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Russell H. Colley - 1961

DAGMAR - Defining Advertising Goals
for Measured Advertising Results

Awareness
Comprehension
Convinction
Action
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William J. McGuire
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Comprehend iL?

Mo action
No action

Action
Behave
dingly?
Remembar It?g T =T
Na action

No action

No action

nmnl.h:n
to the
message?

Presentation, Attention, Comprehension,
Acceptance, Retantion, Behavior change
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THINKING

1. INEFORMATIVE (THIINKER)

CAR-HOUSE-FURNISHINGS-

NEW PRODUCTS

MODEL: LEARN-FEEL-[)
( Economic?)

Possible Im plimtiﬂ-ns
TEST: Recall

Diagnostics
MEDIA: Long Copy Formar

Reflective Vehicles
CREATIVE: Speafic Informanon

Demonstration

P FEELING

2. AFFECTIVE (FEELER)
JEWELRYeCOSMETICS-
FASHION APPAREL-MOTORCYCLES
MODEL: FEEL-LEAERN-DO
(Psychological?)

Possible Implimtiﬂ-ns

TEST: Artitude Change
Emotion Arousal

MEDIA: Large Space
Image Specials

CREATIVE: Execunional

Impact

3. HABIT FORMATION (DOER]) 4. SELE-SATISFACTION (REACTOR)

FOOD-HOUSEHOLD ITEMS
MODEL: DO-LEARN-FEEL
(Responsives)
Possible Implications
TEST: Sales
MEDIA: Small Space Ads
10 Second LL.D.s
Radio; POS
CREATIVE: Reminder

CIGARETTES-LIQUOR-CANDY
MODEL: DO-FEEL-LEARN
(Social?)

Possible Implications
TEST: Sales
MEDIA: Billboards
Newspapers
POYS
CREATIVE: Artention
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LOW
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{trial
experience
sufficient)

Type
of

Decision

HIGH
Involvement
{search and
CONVICTION
required
Prior to
purchase)

BRAND AWARENESS

Brand Recall

(prior fo purchase)

Brand Recognition

(at point-of-purchase)

Plus
Brand Attitude

Type af Motivation

Transformational
(positive motivations)

Informational
(negative motivations)

Typical producr caregories

(brands may differ):

« ASpirin

» light beer

« detergent

« routine indusrrial
products

Typical producr caregories
(brands may ditfer):

« candy

« regular beer

* fiction novels

« Brand In],r:lls
* Rourtinized favorable
brand switchers

Typical producr caregories Typical producr caregories
(brands may differ): (brands may differ):

« Microwave oven « VACATions
* insurance * fashion clorhing

*LArs
® COrporate i['.l'l.::lf"-E

* home renovations
* new indusrrial
products

« New caregory users

* Experimental or rourinized
other-brand switchers

* Orher-brand loyals

http://www.ciadvertising.org/studies/student/99 spring/interactive/joohwan/vaughn/advertising.html
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Theory of reasoned action

Icek Ajzen a Martin Fishbein - okolo r. 1970

The person’s beliefs
that the behawvior
leads to certain
outcomeas and
hizher evaluations
of these outcomes

Relative importance
of attidudina and
normeatlve
considerations

The person’s beliefs
that specific individunls
or groups think hafshe
ghould ar should not
perform the behavior
and hiather motivation
to comply with the
specific referenta

Subjective norm




