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e The extend to which the
source Is seen as having:

—Knowledge
— Skill
— EXpertise
e And the source Is perceived
as being:
— Trustworthy
—Unbiased
— ODbjective



Dell Computer uses its founder and CEO as
an advertising spokespeson

Everybody doing
business directly—

To me that's the power
of the Internet.

| like 1o think of
who Started &
LOMpuler, aro
body should De doing
Iy with one another=onsa

M 15 making that

& rue, Dy &
slish direch relatiomshig
fomers

Ral's Cernainly Inue hens Once we
start 0 relofionship with y WE
you determing now est 1o Integrate the

nkarnet inko your INess

Al Dell, Deing Qirect is o philosophy of
cregting value for our customers. And i's
our reqason for being.

I-877-430-3355

vist [www.dellcom/nnovaior] 1o leam more about how our néw entenprise products, softwarne,
technology consulling and feam of professionals can help make Ine Internet work for your business

Dedl oMers & complets ing of Inlel~based Sysems. Smplfy pour ebusingss B E u I H E E T‘

wilhy rOb Dl PFowerEdQe servers Doled on IHe Penfium il 186A" proced

g e Dl PowarBage= BAS0 Server. THl MO CoN GECOmmo:
www.dell.com

o 1

i!‘?:;li;le

Source: Courtasy Dell Computer Corporation



7

h\- ==
— |

Source Attractiveness
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e Similarity
— Resemblance between the source
and recipient of the message

e Familiarity

—Knowledge of the source through
repeated or prolonged exposure

e | ikeability
— Affection for the source resulting

from physical appearance,
behavior, or other personal traits
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The Use of Celebrities

M

e Endorsements

— The celebrity, whether an expert or not,
merely agrees to the use of his or her name
and image in the promotion of the product.

e Testimonials

— The celebrity, usually an expert with
experience with the product, attests to its
value and worth.

e Dramatizations

— Celebrity actors or models portray the brand
In use during dramatic enactments designed
to show the goods.



Pepsi used pop star Brittany Spears as an
endorser for several years

Source: Courtesy of Pepsi-Cola Company. Used with permission
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e The celebrity may overshadow the product

e The celebrity may be overexposed which
reduces his or her credibility

e The target audience may not be receptive
to celebrity endorsers

e The celebrity’s behavior may pose a risk to
the company
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Message Structure

e Order of presentation (primacy Vvs.
recency)

e Conclusion Drawing (open vs. closed end)
e Message sidedness (one vs. two-sided)
e Refutation

e Verbal vs. visual
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Source: Courlesy of Plizer Consumer Group, Plizer Inc



Message Recall and Presentation Order

Recall

_ ]

Beginning Middle End




	Source, Message and Channel Factors
	The Persuasion Matrix
	Promotional Planning Through The Persuasion Matrix
	Source Attributes and�Receiver Processing Modes
	Source Credibility
	Dell Computer uses its founder and CEO as an advertising spokespeson
	Source Attractiveness
	The Use of Celebrities
	Pepsi used pop star Brittany Spears as an endorser for several years
	Risks of Using Celebrities
	Pony used an athlete with a controversial image in this ad
	Meaning Movement and�the Celebrity Endorsement Process
	Lance Armstrong’s image helps assign meaning to Power Bar
	Message Factors
	The visual image supports the verbal appeal in this ad
	Message Recall and Presentation Order
	Message Factors
	Sorrell Ridge uses a comparative ad
	Fear Appeals and Message Acceptance
	Pros and Cons of Using Humor
	Use of Humor
	Payday uses a humorous print ad
	Channel Factors

