Advertising appeal fasima= srdiet &

is a strategy used in marketing and advertising to attract the attention of consumers
and persuade them to buy a product, service, or idea. It focuses on how a message is
presented so that it connects with the audience’s needs, emotions, or desires.

In simple terms, it’s the reason or approach an advertisement uses to make
people interested.
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Fear Appeal ¥d 3Mde

Involves invoking fear to promote a precautionary product or to deter people
from engaging in harmful behaviours. It's often used in public health campaigns,

insurance ads, and security products.
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Sexual Appeal

4 3t

Utilizes suggestive or provocative
images or themes to grab attention and
create an association of desirability with
the product or service.

Uses humour to create a memorable
and enjoyable association with the
product or service. This can help to
capture the attention of the audience
and make the brand more likable.
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Musical Appeals J4 Bandwagon Appeal

v Encourages consumers to join the crowd or
be part of the group by using the product or
service. It's based on the premise that people
will buy things that are popular or that
others are using.

Musical appeals have the power to evoke
positive memories when listeners hear a
catchy tune in an advertisement. This
significantly contributes to creating a
positive association with the product
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Rational Appeal

Rational appeals use logic, facts, and data to convince
consumers to buy products, and are often used in
advertisements for necessities, cookware, and cleaning products.
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Focus on practicality
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Emotional Appeal

Emotional appeals create strong connections between brands and consumers
through feelings. The type of emotions evoked varies based on the product
category and target market, influencing how advertising stirs up these feelings.
Whether it's joy, sadness, nostalgia, love, or excitement, emotional appeals
tap into human sentiment, making the brand more relatable and memorable.
Ads featuring emotional storytelling, heartwarming visuals, or inspiring
messages connect deeply with audiences on a personal level, driving brand

: : 7y Focus on feelings
loyalty and influencing purchase decisions. y
________________________________________________________________________________________________________ and connection.
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@ It encourages the consumer to act quickly to buy, use or consume
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Snob appeal is a persuasive advertising technique that suggests
that using a product makes the consumer better, smarter, or

It savs more about
you ‘than anvthmw
you can bm. with it.

richer than others. It's the opposite of the bandwagon technique
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The promotional message in the advertisement directly or DELIVERS 130% GERM ATTACK POWER".

indirectly compares competitors’ products/services and their
specific attributes.
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IF IT MATTERS TO YOU,

IT MATTERS TO US.

LIMITED TIME SALE

a product or service. Scarcity appeal works by tapping into people’s
concerns about missing out and convincing them to purchase
the limited product.
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=4 ADVERTISING APPEALS - MCQs £%
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Q. Theme advertisements normally contain

ofie fasTu=r SmaR uv 399 | FT-a 7 fAw gla 82

? Key Concept / §&a faar

Theme advertisements focus on creating

(A) Discount data / @< Ha¢fl SR emotions and feelings in the minds of

B Emotional appeal / Tl'I?FI'IFIT:F arffier O consumers to build a strong connection

with the brand
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If a.n advertlsement'draws attenj:ltfn to aihrand through sensual communication i @ T p—-
which of the following appeals is it making use of
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sensual elements to grab attention

(}-\) Lifestyle / Sfla=gieht ardter and create desire for the product.
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(D) Rationale / adwa rdfte (B) Sex appeal

“Everybody is doing”, a theme promoted through a media channel is known as:
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Bandwagon appeal encourages people

@ Bandwagon / ﬂgﬁ'ﬂ:{ ads 5 O to do something because many others
are already doing it, making it seem
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