Moaenu
IICHXOKOTHYECKOI'O
BO3AECHCTBHS B peKaaMme

"What helps people,
helps business."
Leo Burnett
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YPOBHH IICHXOAOT'HYECKOI'O
BO3AEHCTBHS

® KOTHHUTHBHBIN (IIO3HAaBAaTEAbHBIN aCIIEKT,
repesadya HHQOPMAIIHH, COOOIIIEHNS);

® adpPEKTHBHBIN (9MOIIHOHAABHBIN
aCIIEKT, POPMHUPOBAHHUE OTHOIICHHS);

® CYITECTHBHBIN (BHYILIEHUE):

® KOHATHBHLIHN (OIIpeAiEeneHHE IIOBEACHHS).
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® KorHuTHBHOE BO3AEHCTBHE - B IIepesade
HHpOpMAaIINH

© AddekTuBHOE BO3AEHCTBHE -
[IpeBpallleHHe MaCCHBA IIepeiaBaeMOH
HHGOPMAIIUNH B CHCTEMY YCTAHOBOK,

MOTHBOB IIOAYYATEAST OOpallleHHUS].
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® BHylLIIeHHe nIpealionaraeT
HCIIONAB30BaHHNE OCO3HABAEMBIX U
0ecCo3HATEeAbHBIX IICHXOAOTHYECKHX
SAEMEHTOB

® Pe3ynbTaTOM BHYILIEHHS MOXET OBITH
yOEeXXAeHHOCTD, IIoAyYaeMas 0e3
ROTHYECKHX AOKA3ATEALCTB.
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© KoHaTHBHOE BO3AEHCTBHE OOpaIlleHUS
pPEeanmus3yeTcsa B 'IIOATARKHUBAHNH"
IIOAYYATEASI K LEUCTBHIO,
IIOACKA3bIBAHHHN €EMY OXXHAAEMBIX OT
HEr'o AEHCTBHUH.
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@ AIDA, AIDMA, AIDAS, AIDCA, AISAS

© DAGMAR (Russel H. Colley, 1961)

® Hierarchy of Effects Model (Lavidge and
Steiner, 1961)

® Innovation Adoption Model (Rogers,
1962)

® Ehrenberg ATR model

@ Elaboration-likelihood model Petty and

~  Caciloppo (1983, 1985)

e Hierarchy of Effects. New Adopter

Hierarchy
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Conative (doing)

Affective (feeling)

Interest ’

Attention ’ Cognitive (thinking)




Effect sequential models: AIDA

Attention

Interest
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->AEToRT -
It gets harder as you go....

Attention (e.q., sign-flippers, clowns)
Headline (New York Post; only part read)
Visuals (sex)
Layout
Colors
Size (Times Square)
Electronic: sound; music; animation
Gross images (this nasty eyeball gets your attention!)




AIDA: Interest?

Keep Interest — difficult in “our ADD
world”

Tactics:

Drama/story (Taster’s Choice coupl
Cartoons (M&Ms)
D1a10g (Diet Coke Th1ng, Wusssssug
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AIDA: Desire?

Tactics:

Arouse desire

USP: Unique selling proposition (Gillette razor;
clear deodorant, clear soda)

Provide a rationale (“I’'m worth it”’)
Address “you” with their needs/problems
(“Do you want to make more $?”;

“Have you been injured in an

GLEN.J, LEPNEP

Heavy Hitter




AIDA: Action?

Action — if consumers’ desire, hope action is
natural (and realistic for them):
Ask consumers to do something (log on to...; call..)

Imperative: “Drink Coke,” “Get Met,” “Fly the Friendly
Skies”

Facilitate: 1-800 or web
Direct competitive: supplies are limited!!
Do you view ads after purchasing that product?:
Why?: To prevent dissonance
(I should have ordered milk....)




Attention Interest Desire Action

Advertising .

Public Relations .

Sales Promotion O

Personal Selling O .

. Very effective O somewhat effective . Not effective




Attention Interest Desire Action

Plfoduct or
Service
Product or
Service

‘ Product or Product or

Service

Advertising v+
Public Relations v+
Sales Promotion v
Personal Selling v/




... but it doesn't really work!




Modifications to AIDA

e AIDCA - C tor

commitment, akuentupyer

BHMMaHMe Ha co3gaHun OoBepUs K ToBapy
nnn pmpme,

e AIDAS - S for Satisfaction,

yOoBJ1€ETBOPEHUE

® AIDMA — M — MOTUBaAUWA,

AIDMA npennonaraet Hanu4yue y
noTpedoutensa MoTnea NpnodbpecTu




AIDMA - AIDA - AIDAS

Attention esAttention « Attention

Interest Interest

*Desire eDesire




A — Attention (BHEMaHHE);
I — Interest (ruTEpPEC);
D — Desire (>xenanue);

A — Action (aeHrCTBHE);
S — Satisfaction (yaoBreTBOpeHHE).




IVIoTHBB1
® palliOHAABHEIE;
® DYMOIITMOHAALHBIEC;

® COILIMAanbHbIE (HPABCTBEHHLIE)




PartrioHanprHBIE MOTHUBBI

® MoTHus 350pP0BbS. UCIIOAB3YETCS B
peKnraMe KauyeCTBEHHBIX IPOAYKTOB,
TOBAPOB AASL 3aHATHH CIIOPTOM, CPEACTB
KUYHOM 'HT'HEHEI

® MoTus npubsinbHOCTH. UHOTZA €ero

HAa3bIBAIOT SKOHOMHYECKHM MOTHBOM.
® MoTHB HaAE>XXHOCTH U I'apaHTHH
©® MoTuB yA06CTB 1 AOIIOAHUTEABHBIX
IIPEeuMYIIECTB




OMOIIMOHANBHBIEC MOTHUBBI

® Ur'paloT' Ha XXEeAAHHHU IIOAYYATENAECH
H30aBUTHCA OT OTPHIIATEABHBIX 1
LOOHTHCS IIOAOXKUTENABHBIX DMOIIUHI

® MoTuB cBOOOALI OIIPEAENIETCS
CTPEMAEHHEM YEAOBEKA K

HEe3aBHCHMOCTH
® MoTus cTpaxa




©® MoTHB 3HAYMMOCTH H CaAMOPeanu3allun

® MoTuB ynoso0neHus - ObITH IIOXOXXHUM Ha
CBOHX KYMHPOB

® MOTHB OTKPBITHS - KaK AIOOOIIBITCTBO H
CTPEMAECHHE K HOBHU3HE

® MoOTHB ropA0CTH U IIATPHOTH3IMA

® MoTtuB nobsu

® MoTtuB cekcyanbHOW NpuBneKaTenbHOCTU
® MoTtue pagocTtu 1 romopa




HpaBcTBEeHHEbIE 1

- f A a

©@ OKCIAYATHPYIOT CTPEMAECHHE K
CIIPABEeARHBOCTH H IIOPAAOYHOCTH.

® MOTHB CIIpaBEeAAUBOCTH UCIIOAB3YETCH B
pekname 6AaroTBOPHUTEABHBIX POHAOB,
OOIIIeCTBEHHbBIX OpPraHH3alluH,
IIOAHTHYECKHX KaMIIaHHHN

® MOTHB 3aIIHTEI OKPY>KAIOIIIEH CPEADI
o MOTHB IIOPAAOYHOCTH OCHOBLIBAETCS HA
6a30BbIX MOPAABHBIX IIEHHOCTIX:
YEeCTHOCTD, A00pO0Ta, YHCTOIIAOTHOCTD



AIDCA

BHMMaHue (attention)

, »  “HTepec (interest)

xenaHue (desire)

nosepue (confidence)

TpeboBaHue
NoKynaTesnbHOro
gencrtBuda (action)



A - attenstion (BHEMaHHIE)

I - interest (MHETEPEC)

D - desire (>cxkenanue)

C - conviction (ybexXxaeHue)
A - action (ZeHncTBHE UAU
ITIOKYIIKA)

e ‘
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® IJTa popMyna OTpa KaeT OCHOBHBIE
IICHXOAOTHYECKHE 33834t PEKAAMBI:
1) mpuBAeyb K cebe BHHEMAaHUE
2) BBI3BATh HHTEPEC K PEKAAMHUPYEMOMY

OOBEKTY

3) BO3OYAUTE >)KEAAHHUE CAEAATD IIOKYIIKY
4) chopmMupoOBaTh YOEXKAEHHE B €€
IIeAeCO0BOPa3HOCTH

5) IOATOAKHYTH K AEHCTBHIO -
COBepmeHHIO HOKYIIKH




MODELS BASED ON THE THREE
STAGES OF BUYING BEHAVIOUR

Stages

ATD A
Nlodel

Hierarchy of
effects Nlodel

Inmmovation —
Adoption
Nlodel

Communications
Nlodel

Cognitive
Stage

Attention

Awareness

l

EKnowledge

Awareness

Exposure

¥

Reception

\ 4

Cognitive
response

Affective
Stage

Interest

!
|

Liking

|

Preference

\ 4

Conviction

Interest

!

Evaluation

¥

Atttude

}

Intention

Behaviour
stage

Action

\

Purchase

Trial

4

Adoption

!

Behaviour




AIDCA

Public relations

Attention
Interest
Desire

Credibility - ybeANnTeNbHOCTD,
CNOCOOHOCTbL BHYLLUATb
aoBepwue

‘| Action — noByxaeHune K NoKyrke




AIDCA

m Attention

m 3arosioBOK

m BusyanbHaa 4yactb
m Interest

m CTpouTcs Ha NPAMbIX N NTNYHbIX
BbIrogax

m JKenaHwme

B JoKa3aTenbCTBO, HArmMsaA4HOCTb,




AIDCA

Credibility - yoeamnTenobHOCTb,
CNOCOOHOCTb BHYLLATb AOBEPME,
HaOEXXHOCTb

Action — noOyXXaeHue K NoKynke
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Attention - BHUMMaHue
Interest - nHTEpPEC
Desire - xxenaHue
Confidence - gpoBepue
Action - gencreue

Al

MWUP HEABMXXUMOCTH

332-3-332




AIDCA

s Attention - avoid being discarded
m Interest - start & continue reading
m Desire - want to help

~ = Conviction- reaffirm worthy of support

m Action - easy and immediate response

g =



BHuMaHne

npuBneKaeTcsd
3arofioBKOM,
KOTOPbIW Ha3bIBaET
peanbHble Ans
noKynarens Bbirogbl
n obpallaeTca K ero
NHTEpecam
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IHTepecC BbI3blBaeTCH
nog4vyepkmBaHUEM
BbIrO4 U
npegocTaBneHneM

NHdopMaLnn,
KOTopasi OTBEYaET Ha
BOMNPOCHI
YNTaTENbCKOro
CO3HaHUS




HELP

CONCERN
WITHOUT
SPENDING

A CENT

GONCERN

>KenaHue
BO30yXOaeTcs
obpasom

Obpa3s cknaabiBaeTcs
N3 KOMMrekKca
XapaKTeEPUCTUK U
BbIrof, NPUBEAEHHbIX
npoJaBLOM B
oOBbsABNEHUN.




[loBepune cosnaetcs
NOSTHbIM, TOYHbIM U

npaBAVBbIM
pacckasom be3
NPEBOCXOOHbIX
CTEMEHEN U
HeonpeaeneHHOCTEMN.




[lencrteue

MHNLIMNPYETCH
npurnawleHnem K
HEMY, YKa3aHNEM
NPUYNH
HeobxoaMMOoCTHU
| COBEpPLUNTb ero
YT P — ObICTPO, HEMEATEHHO.
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AIDCAS

® MOAEARD IIOKYIIATEABCKOI'O IIOBEAECHHS,
IIPEAIIOAATAIONIAS IIPUBACUEHHE
BHHMAaHNA, IIPOOYXAECHHE HHTEPECA,
CTUMYAHPOBAaHHE >XEeAAaHHA, OOpeTeHHe
YO XXAEHHOCTH, COBEPIIEHNE NMOKYIIKH U

YAOBAETBOPEHHOCTD




Hierarchy of Effects Model
(Lavidge and Steiner, 1961)

® 6 IIaroB AO IIOKYIIKH TOBapa

® Awareness — Knowledge — Liking —
Preference — Conviction — Purchase

® IlepBrIe ABa CBA3aH C KOTHUTHUBHOH
cdepomn.

® Creayrolre ABa 9TAlla CBI3aHBI C
SMOIIMOHAABHOH CheEPOH

® Ilocnennne ABa CBI3AHEI C
IIOBEAEHHEM




Lavidge and Steiner model

Awareness
Knowledge

Liking
Preference

Conviction

Action



Awareness
(MHPOPMHPOBAHHOCTD)

® Pexnama nnpescTaBASIET OCHOBHYIO
HHOPMAIIHIO O TOBApE

® llens — yCHURAUTE OCBEAOMAECHHOCTD.

© O6BsaBAEHH, CAOT'AHbI, AXKHHIABI, and
sky writing and Tu3epHbIe KaMIIaHHH.




Knowledge (3Hanue)/
comprehension moHHMaHHeE,
OCMBICAEHHE, IOCTH)XXEHHE

® 3HATh UM OpeHAa 1 ero IPeruMYIIIeCTBa,

BBIT'OABI.




Preference (mmpeanoureHue)

© HeobxoanmMo CO34aTh IPEAIIOUYTEHHE
IIOTPpEeOUTENSI K AAHHOMY TOBapPY
LEMOHCTPHUPYS KaueCTBO, IIEHHOCTD,
LEUCTBHUE.




Conviction (zoBepue)

® IA MOXeT IPEeAIIOUYTHTEABHO OTHOCHTCH
K TOBApPYV, HO HE UCIIBITHIBATE K HEMY
AOBEPHUS

®© Heobxoasumo co3saTs soBepue cpeau I1A

® Ads AKOIKHBI CTHMYAHPOBATH ITOKYIIKY
TOBapa




Purchase (mmokxyrmka)

® 3asava IIPHHYAHUTE K IIOKVIIKE,
3aCTaBHUTH CAEAATEH 3aBEPIIAIOIINHI
II1aT, HCIIOAB3YSI HU3KHE ILI€HEI,

BO3HAIPaKACHHE 3a IIOKYIIKY...

® Ads: retail store ads, pacnpozsaxxa,
MOTHB HU3KOH II€HBbI,
CBHAETEABCTEBO...




Innovation Adoption Model
(Rogers, 1962)

® Awareness — Interest — Evaluation —
Trial — Adoption
® The stages a consumer passes through in

adopting a new product or service




New Adopter Hierarchy

Awareness

Interest

Evaluation

Adoption



Evaluation (o1eHnka)

OileHKa OCHOBHBIX KaueCTB TOBAPA



Trial (ucneiTanue, mpoba )

IIPOBEPKA, OIIPOOOBAHNE KAUECTBA;



Adoption (mpuHSTHE, BRIOOD)

Oznobpenue



Information Processing Model
of Advertising Effects
(William McGuire, 1978)

® Presentation — Attention —
Comprehension —Yielding —
Retention — Behavior

® Assume that the receiver in a
persuasive communication situation
like advertising is an information
processor or problem solver.




Presentation

® IIpeseHTanuda , NpeACTaBACHHE,
[IPEeABSIBACHHE




Comprehension

® [loHuMaHHe, OCMBICAEHHE,
IIOCTHXXEHHE




Yielding

IloxnasHuCThIN, YCTYIIUYUBBIN



Retention

HpOAOA)KI/ITeABHOG HCIIOAB3OBAHHE



Behavior

IloBenenue



Dentsu Inc. « AeHITy»:
oT AIDMA x AISAS

® SlnmoHCcKas pexnaMHasa KOPIIOpAallus
«AeHIYy» (Dentsu) HOBYIO MOAERD
peKnaMHOr'o Bo3aenucTaua AISAS:

© BEnmanue (Attention)

® NuaTtepec (Interest)

® Ilouck (Search)

® AenctBue (Action)

© ObMeH MHEHHUSIMH O IIpoayKTe (Share)




® AISAS aseKBaTHO OIIUCHIBAET
IIOBEAEHUE IIOTpebuTEeneH
COBPEMEHHOI'O HHPOPMAIIHOHHOI'O

ob11recTBa




The DAGMAR Approach

@ Define

@ Advertising
@ Goals for

® Measuring

@ Advertising
@ Results




® In 1961, Russel H. Colley Hanmucan
KHUT'Y - Defining Advertising
Goals for Measured Advertising
Results.

® DAGMAR 1nnosxos K pexname
BKAIOYAET TOUHLIM METOA,
OIIpEAENRECHHUS LIEAEH H
HCIIOAb30BAHHS 3THX I[€1€H ANS
H3MEPEHUS IIOBEACHUS




Defining Advertising Goals

© PexnamHrlie 11enu ocobrie
KOMMYHHKAIITHOHHBIC 33Aa4H
COBEPILIECHCTBOBAaHHA among a defined
audience in a given period of time.

@ B DAGMAR KOMMYHHUKAIITMOHHBIE 3aA4YH
0a3upYyIOTCSI Ha MOAEAU
KOMMYHHKAIIHOHHOTI'O IIPOIlecca




® Mogsens DAGMAR (onnpeseneHue
PEKAAMHBIX LIEeAeH AAT H3MEPHMBbIX
PEKAAMHBIX PE3YABTATOB)

® IPEeAyCMAaTPHUBAET TaKue CTaiHH
B3aMOAEHCTBHS C PeKAaMOH KaK:
OCBEAOMAEHHOCTD, 3HaHHe, YOe)XxaeHue

1 AEHCTBHE

® QP PEKTHBHOCTD PEKAAMBI 3aBHCHT OT
pasMepa IPUPOCTa YHCAA
IIOTpebUuTENEH HA KAXKAOH U3 3THX
CTaAHH




Morens ACCA

BHHMaHHIe (attention);
IIOHHUMaHHue (comprehension);
ybexaeHHe (conviction);
LencTBHe (action).




Mogznens VIPS
AnBHuA bepHCTANH

©® HeobxoamnMoOCTh HEIIOCPEACTBEHHOI'O
BAUSHUS PEKAAMBI Ha IIOTEHIIUAABLHOI'O
IIoTpebuTens

® visibility, identity, promise,
simple-mindedness (BUAHNMOCTD,
HAECHTHYHOCTD, ObellaHue, IIpOCTOTa,
IIPOCTOAYIIIHE)

® S pacuIupPOBLIBAIOT KaK simplicity
(mpocToTa).




Moanens VIPS

® pexnaMma AONXKHA OBITH BUAMMOM, AETKO
obpaiiats Ha cebss BHEMAaHHE.

® AONKHA OBITH aApPECOBaHA TOYHO B
COOTBETCTBHH C KOHKPETHBIMH
IIOTPEOHOCTSIMHU IIOTEHIIUAABHOT'O
IIOTPEOUTERST U COAEPXKATD ObelllaHte UX
VAOBAETBOPEHHS.
LOMKHA MOTHBHPOBATD LIEAEYCTPEMAECHHOCTD
IIOAYYATEAS B IIOKYIIKE PEKAAMHPYEMOI'O
TOBapa.




® Moasens KOMMYHHKAIIUH
[IpeAyCMaTpPHBaAET aKTHBHYIO POAD
pPeKnaMsbl, IPEAOCTABASIOIVIO
H3HAYAAbHYIO HHGOPMAIIHIO O TOBAape.

3a 9THM CRAEAYVET 3allOMHHAHMNE TOBAPa,
dbOopMHPOBAHUE IICHXOAOTHUYECKOH
YCTAaHOBKH Ha IIOKYIIKY H HAMEPEHHE
nprodbpectu ToBap. IIpoiecc
3aKAHYHMBAETCSI aKTOM IIOKYIIKH.




® IIpu paspabdboTke peKnaMHOI'O
obpalleHus BaXXHO YUYHUTHIBAB
IICHUXONOTHYECKHE 3aKOHOMEPHOCTH
BOCIIPHUSTHS IIOCAAHHUS [IOAYYATEAIMHU

YTO HARIOCTPAIINH, H300pa>KaroIiue
RIOAEH, IPUBAECKAIOT BHIMAaHHE
IIpHMeEPHO Ha 23 % O6onbIlle, ueM
H300pa KeHHsI HEOAYIIIEBACHHBIX
IIPEeSAMETOB




® CpeAH BCeX IIepPCOHAXEH pPeKAAMHBIX
obpatieHnH Haubonee BbICOKHH
VAEALHBIN BEC OAATOIIPHUATHOI'O
OTHOIIIEHHUS aYyAUTOPHU UMEIOT LETH,

KEHIITHMHELI 1 cOOaKH




Ve e
BusterBrown.
Since 1904

%

.
A pair to remember.
Generation after generation, Buster Brown has been a leader in high-quaity children's footwear: Throughout the
years we've been trusted to provide fashionable styles and a perfect fit. And with every year of experience, we
feamn a fttle more about what it takes 10 make the very best products. Which means more and more parents
are looking 10 Buster Brown for the perfect par:

BuSter Brown §Co.




®© @®

dopmyna DIBABA

npeanoxeHa I'. 'onpamarom B 1953 r.
OIIpeAEeneHHE IIOTPEOHOCTEH 1 >XKeAAHHUHU
IIOTEHIINAABHBIX [IOKYIIATEACH;
OTOXXAECTBACHHE IIOTPEOUTENBCKHX HYXE C
IIpEeAROKEHHEM PEKAAMEI;
"ImoATanKHBAaHUE' ITOKYIIATERAT K
HEeOOXOAUMBIM BBIBOAAM O IIOKYVIIKE,
KOTOPBIE ACCOILIMHPYIOTCS C €I'0
IIOTPEOHOCTIMU;

y4eT IIpeAllonaraeMOH peaKIInU
IIOKYIIaTEns;

BBI3OB Yy IIOKYIIATEAS XKENAAHHS IIPpHObpecTH
TOBAp;
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Psychological Approach.
Persuasive

e AIDPPA - attention, interest,

desire, proof, persuasion, action
(hard sell)

 DDPC - dramatic opening,
describe, persuade, clinch

 PPPP - paint a picture, promise,
persuade, push



IIcuxonoruyecKHe
MOAEAH BO3ACHCTBHS B

L o Vat VAl e B W VoY

AIDPPA - BHUMaHHNE, HHTEPEC,
>KenaHue, A0Ka3aTeAbCTBO,
yBellleBaHUe, AeHCTBHE

DDPC - spaMaTHiYeCKOE OTKPhITHE,
OIlNCaHUte, YBellleBaHHe, «3axXBaT
PPPP - HapHrcoBaTh KapTHHY,
obellanue, yBeIIEBaHHE, TORYOK



T IN THE BI."ABK

SWEEPSTAKES

Just enter for your chance to win
one of these great prizes:

* [lack Chevy Siverados™
* Garnien. eMag sywesn(CFS)
* Philips Magravo arge sorcen TV
* DeWalt* hoavy duty drill kit

FOR MORT IRIQANATON
. WWV pwIRLEIAIng Com
1-499-GRT-PINK
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BosaencTBHue peknaMbl Ha
HHAWBHUAYAABHO-IICHXOAOTHYECKOM

© OCHOBHAas IIeAb AIOO0H peKAaAMBI
CO35aHHE H COXPAaHEHHE TAaKOT'o
HHTepeca K TOBapPY, KOTOPBIN
CTHMYAHPOBAA ObI eI'0 IpHoOpeTeHue

® IIoBBICUTH HHTEPEC K TOBAPY IIyTEM
CO3AaHHUS IIOAHOIIEHHOTO H
HCUEPIILIBAIOIIIEI'O OOpas3a caMoro
TOBapa




© IIpuBneueHre HHTEpPECA U BHUMAHHUA K
CaMOMY PEKAAMHOMY COOOBIIIEHHIO

® B xaxxgom Ad KOMOKHO COAEP>KATHCS
IIPEALOKEHHE IIOTPEOUTERIO

® YTII




We are grateful for your
attention!

= Wish you great success and mutual
understanding with ads of different
kind!

-



