Chapter 5

THE COMMUNICATIONS PROCESS
Chapter Overview

The purpose of this chapter is to examine the communication process by introducing the student to the fundamentals of communication and examining various models and perspectives of how consumers respond to advertising messages. A basic model of communication developed by Schram is presented which introduces the controllable elements of the communications process—source, message, channel and receiver. Source, message and channel factors are discussed in Chapter 6 and the remainder of this chapter is devoted to examining the target audience or receiver and the process by which consumers respond to advertising and other promotional messages. The response process is analyzed in terms of traditional response hierarchy models as well as alternative response models. Attention is given to comparing alternative response models such as the standard learning versus low involvement models. The Foote, Cone & Belding grid is used as a framework for discussing the implications of the alternative response models and high- versus low-involvement. The chapter also examines the cognitive response approach and Elaboration Likelihood Model to show how more detailed analyses can be made of receivers’ cognitive processing of marketing communications. 
Learning Objectives

1.     To understand the basic elements of the communications process and the role of communications in marketing.

2.     To examine various models of the communication process.

3.     To analyze the response process of receivers of marketing communications including alternative response hierarchies and their implications for promotional planning and strategy.

4.     To examine the nature of consumers’ cognitive processing of marketing communications.

Chapter and Lecture Outline

I.
INTRODUCTION AND THE NATURE OF COMMUNICATIONS

A commonality shared by all elements of the promotional mix is that their function is to communicate. Thus, it is important that advertising and promotional planners have an understanding of the communication process. This chapter reviews the fundamentals of communication and examines various perspectives regarding how consumers respond to promotional messages.

Communication has been variously defined as the “passing of information,” the “exchange of ideas,” or the “process of establishing a commonness or oneness of thought between a sender and a receiver.” For communication to occur there must be some common thinking or ground between the two parties and a passing of information. The communications process is often very complex with success depending on many factors such as the nature of the message, audience interpretation and the environment in which it is received along with the receiver’s perception of the source and medium. The challenges of developing effective marketing communications becomes particularly evident when companies are developing advertising and promotional messages for foreign markets. Global Perspective 5-1 presents some interesting examples of communication problems that have been encountered by international marketers. You may want to add some of your own examples to those discussed here.
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II.
A BASIC MODEL OF COMMUNICATION

Over the years a basic model of communications has evolved that represents the various elements of the communications process. This model is shown as Figure 5-1 in the text. The elements of the model include:
A.
Source/Encoding—the sender or source of a communication is the person or organization who has information to share with another person or group. It should be noted that the source can be an individual (e.g., salesperson or hired spokesperson) or a nonpersonal entity such as the corporation or organization itself. The receivers’ perception of the source influences the manner in which the communication is received, interpreted and responded to. 


Encoding is the process of putting together thoughts, ideas and information into a symbolic form to communicate a message. The sender’s goal is to encode the message in such a manner so as to ensure that it will be understood by the receiver.

B. Message—The encoding process leads to the development of a message that contains the information or meaning the source or sender hopes to convey. Messages can take a variety of forms and may include symbolic forms or signs. To better understand the symbolic meaning that might be conveyed in a communication, many advertisers have begun focusing attention on semiotics, which involves the study of the nature of meaning. From a semiotic perspective, every marketing message has three basic components: an object, a sign or symbol and an interpretant.  The object is the product that is the focus of the message (e.g. Marlboro cigarettes).  The sign is the sensory imagery that represents the intended meaning of the object (e.g., the Marlboro cowboy).  The interpretant is the meaning derived (e.g., rugged, individualistic, American).

The message must be put into a transmittable form that is appropriate for the channel of communication being used. Advertising messages range from simply written words or copy that will be read or heard as a radio message to the expensive production of elaborate television commercials with a great deal of visual impact and imagery.

C.
Channel—The channel is the method or medium by which the communication travels from source or sender to receiver. At the broadest level, channels of communication exist as two types:

· Personal Channels which involve direct interpersonal contact with target individuals or groups. For example a salesperson serves as a personal channel of communication when delivering a sales presentation.

· Nonpersonal channels are those which carry a message without involving interpersonal contact between sender and receiver. These channels are often referred to as the mass media as messages transmitted through them are sent to many individuals at one time. The two major categories of nonpersonal channels are print and broadcast media.

D.
Receiver/Decoding—The receiver is the person(s) with whom the sender shares thoughts or information. Receivers are generally viewed as the consumers in the target audience targeted by the firm’s marketing and promotional program. Decoding is the process of transforming and interpreting the sender’s message back into thought and is heavily influenced by the receiver’s frame of reference or field of experience. Effective communication is more likely when common ground or shared meaning or understanding exists or has been established between the sender and receiver. IMC Perspective 5-2 discusses how age differences between young creative personnel in advertising agencies and the mature market (consumers who are 50 and older) is a potential problem. 

E.
Noise—Throughout the communications process the message is subject to noise which refers to factors that can distort or interfere with adequate reception or comprehension. Noise can occur during the encoding, transmission, or decoding of a message. Noise can also occur because of a lack of common ground or understanding between the sender and receiver.

F.
Response/Feedback—Response refers to the reaction the receiver has after seeing, hearing and/or reading the message. These responses can range from non-observable actions such as storing information in memory to taking immediate actions such as ordering a product seen in a direct response ad. Feedback is the part of the receiver’s response that is communicated back to the sender and takes a variety of forms. Feedback provides the sender with a way of monitoring how the message is being decoded and received by the target audience.
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III.
ANALYZING THE RECEIVER

To communicate effectively, marketers must have an understanding of who their target audience is and how they need to be communicated with to influence their decision-making process. The relevant audience must be identified as well as the process consumers go through in responding to a promotional message. Understanding the target audience and their response process serves as an important foundation for evaluating decisions regarding the controllable communication variables (source, message, channel) that are covered in Chapter 6.
A.
Identifying the Target Audience—the marketing communications process begins with the identification of the audience that will be the focus of the firm’s advertising and promotional efforts. The target audience can be viewed as consisting of:

· Individuals—the target audience for some products and services can be viewed as consisting of individuals for whom communications must be specifically tailored. Life insurance, financial services, and real estate are often promoted through individualized sales presentations.

· Group Audiences—a second level of audience aggregation is the group. Organizational purchasing often involves buying centers or committees and requires communication with multiple parties. Decision making in the consumer market can include a group when various family members become involved in the purchase process.

· Market Segments—Marketers look for customers who have similar needs and wants and thus represent market segments that can be reached via the same basic communication strategy. Very small, well-defined groups of customers are often referred to as market niches and can usually be reached through highly targeted media such as direct mail.

· Mass Audience—the situation facing most marketers is that of communicating with large numbers of consumers or mass audiences through one-way communication via the mass media.
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IV.
THE RESPONSE PROCESS

An important aspect of developing effective communication involves having an understanding of the response process the receiver may go through and how the promotional efforts of the market might influence this process. This section begins by covering four traditional response hierarchy models and then discussing alternative models of the response process.

A.
Traditional Response Hierarchy Models—Figure 5-3 in the text shows four of the best-known response hierarchy models. These models are discussed giving attention to their origin and implications and include: 

· The AIDA Model 

(attention(interest(desire(action)

· The Hierarchy-of-Effects Model (awareness(knowledge(liking(preference(conviction(purchase

· The Innovation-Adoption Model

(awareness(interest(evaluation(trial(adoption)

· The Information-Processing Model

(presentation(attention(comprehension(yielding(retention(behavior)

1.
Implications of the traditional hierarchy models—The hierarchy models are useful to promotional planners from several perspectives. They delineate the series of steps or stages potential purchasers often must be taken through to move them from a state of no or little awareness to the point where they are ready to purchase. The hierarchy models can also be useful as “intermediate” measures of communication effectiveness. Knowing where potential buyers are with respect to the various stages of the hierarchy helps the marketers know the specific communication task that must be performed. 

2. Evaluating traditional response hierarchy models—All four of these models view the response process as consisting of movement through a sequence of stages and assume a similar ordering whereby cognitive development precedes affective reaction which in turn precedes behavior. While this is a logical progression that may be accurate in many situations, the response sequence may not always operate this way. Thus, attention needs to be given to alternative orderings of the response hierarchy.

B. Alternative Response Hierarchy Models—Research and theorizing over the past two decades has led to a questioning of the cognitive ( affective ( conative sequence of the response process and has resulted in the development of alternative orderings of these stages. Michael Ray’s “three-orders” model of information processing, which is shown in Figure 5-5 of the text, identifies three alternative orderings of these stages based on perceived product differentiation and product involvement. These include the:

1. Standard learning hierarchy—In many purchase situations consumers go through the response process in the manner depicted by the traditional communications models or a “learn ( feel ( do” sequence or hierarchy. Under this hierarchy the receiver is viewed as an active participant in the communications process who actively seeks or gathers information through “active learning.”

2. Dissonance/attribution hierarchy—In some situations consumers may behave first then develop attitudes or feelings as a result of that behavior and learn or process information that supports their attitudes and behavior. The dissonance or attributional hierarchy consists of a “do ( feel ( learn” sequence. This hierarchy may occur when consumers are trying to reduce postpurchase dissonance or anxiety that results from doubt or concern over a purchase. This dissonance reduction process involves “selective learning” whereby the receiver seeks information that supports the choice made and avoids information that does not bolster the wisdom of the decision.

3. Low-involvement hierarchy—The low involvement hierarchy is thought to characterize situations of low consumer involvement in the purchase process. The response hierarchy under low involvement consists of a “learn ( do ( feel” sequence and the receiver is viewed as engaging in “passive learning” and “random information catching” rather than active information seeking. 

C.
The Integrated Information Response Model—There are response sequences and behaviors that are not explained adequately by either the traditional standard learning or low-involvement response hierarchies. Advertising is just one source of information consumers use in forming attitudes and making purchase decisions. Smith and Swinyard developed a revised interpretation of the advertising response sequence, which they have termed the integrated information response model shown in Figure 5-6 of the text. This model integrates concepts from both the traditional high involvement and low involvement response hierarchy perspectives. It also accounts for the effects of direct experiences and recognizes different levels of belief strength that result from advertising versus personal experience with a product. The integrated information response model shows different response patterns that can result from advertising under high versus low involvement. Implications for promotional strategy differ under each sequence and should be discussed.

V.
UNDERSTANDING INVOLVEMENT

A. The concept of involvement has received a great deal of attention for consumer behavior and advertising researchers. Involvement has received so much attention since it is viewed as a variable that can help explain the way consumers process information and make purchase decisions. A problem that has plagued the study of involvement has been defining and measuring the construct. Some of these problems have been addressed by Zaichkowsky who has developed a conceptualization of the involvement construct shown in Figure 5-7 of the text. In recent years several advertising planning models or “grids” have been developed that consider involvement as well as several other factors.

B.
The Foote, Cone & Belding Planning Model—The advertising planning model developed by Richard Vaughn and his associates at the Foote, Cone & Belding agency presents an interesting and useful way of analyzing the communication situation advertisers may be facing. This model builds on traditional response theories such as the hierarchy of effects model and its variants, research on high and low involvement, and work on thinking versus feeling processing from right/left brain theories. The FCB grid model, which appears as Figure 5-8 delineates four primary advertising planning strategies —informative, affective, habitual, and satisfaction. The FCB grid provides a useful way for those involved in the advertising planning process to analyze consumer/product relationships and to develop appropriate promotional strategies.
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VI.
COGNITIVE PROCESSING OF COMMUNICATIONS 

The hierarchical response models were for many years the primary focus of approaches to studying receivers’ responses to marketing communications. However, the inability of these approaches to explain what might be causing or determining these reactions to the message has led to an interest in understanding the nature of cognitive processing of advertising and other persuasive communications. Cognitive processing concerns how external information (such as an advertising message) is transformed into meanings or patterns of thought and how these meanings are combined to form judgments. Several approaches and models have been developed to examine the nature of consumers’ cognitive processing of advertising messages.
A.
The Cognitive Response Approach—A commonly used method for examining consumers cognitive processing of advertising messages is through the assessment of their cognitive responses or thoughts that occur to them while reading, viewing, and/or hearing the communication. The focus of this approach, which is commonly used by academic researchers as well as practitioners, is to determine the types of thought evoked by an advertising message and how these responses relate to traditional “outcome” measures such as attitude toward the ad, brand attitudes and purchase intention. The model shown in Figure 5-9 depicts the three basic categories of cognitive responses identified by researchers and their relationship to attitude and intention constructs. These include:

1. Product message thoughts—counterarguments and support arguments

2. Source-oriented thoughts—source derogations and source bolsters

3. Ad execution thoughts—thoughts individuals have toward the ad itself. These thoughts can be either positive or negative and are important because they are related to attitude toward the ad which is an important determinant of advertising effectiveness.
B.
The Elaboration Likelihood Model—The Elaboration Likelihood Model (ELM) developed by Cacioppo and Petty has become a very popular way of analyzing differences in the way consumers process and respond to persuasive messages. The ELM is presented in Exhibit 5-10 of the text. According to the ELM, there are two basic processes or routes to persuasion, which are based on motivation and ability to process the message. 


Under the central route to persuasion the receiver is viewed as a very active and involved participant in the communications process whose ability and motivation to attend, comprehend and evaluate a message are very high. Under the peripheral route to persuasion the receiver is viewed as lacking motivation or ability to process information and is not likely to engage in detailed cognitive processing. The receiver may use “peripheral cues” such as focusing on the message source or executional elements of the ad rather than message content. 
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V. SUMMARIZING THE RESPONSE PROCESS AND THE EFFECTS OF ADVERTISING

Professors Demetrios Vakratsas and Tim Ambler reviewed more than 250 journal articles and books in an effort to better understand how advertising works and affects the consumer. They concluded that there is little support for the concept of a hierarchy of effects in the sense of a temporal sequence. They note that in trying to understand the response process and the way it works there are three critical intermediate effects between advertising and purchase including cognition, affect and experience. They also conclude that individual responses to advertising are mediated or filtered by factors such as motivation and ability to process information, which can radically alter or change the individual’s response to advertising. They suggest that the effects of advertising should be evaluated using these three dimensions with some intermediate variables being more important than others. This suggests that marketers should focus on knowledge, liking and trial or usage as critical variables that advertising may affect.  Attention should be given to how advertising and other forms of promotion may affect these variables in various product market situations.

Teaching Suggestions

This chapter is designed to introduce the student to the fundamentals of communication and is the first of two chapters devoted to this topic. It is the most theoretical chapter in the text. However, we feel this material is very important as it presents the basic elements of communication and provides a detailed examination of the process by which consumers respond to marketing communications. The material also provides the student with a foundation that is important for subsequent chapters of the text. For example the discussion of controllable elements of the communications process in Chapter 6 (source, message and channel factors) builds on this chapter. The material in Chapter 7 regarding the setting of advertising objectives in terms of communication goals is based on the response hierarchy models discussed in this chapter. We feel it is very important to stress to the student that communication is the common goal of all promotional mix elements. They must have a solid foundation in this area if they are to evaluate other areas of advertising and promotion such as creative strategy, media strategy and alternatives and effectiveness measurement.

We have found that it is helpful to emphasize to students that decisions regarding the controllable elements of the communication program, such as selecting a source, developing a message strategy and appeal, and selecting advertising media, cannot be made unless the promotional planner has some insight into how members of the target audience will respond to these factors. Students need to have some understanding of the traditional hierarchical models including their implications and limitations. It is also important to point out the limitations of the traditional cognitive (affective ( conative sequence assumed by these models and to cover the alternative response hierarchies. After reviewing the alternative models of the response process, it should be apparent to the student that the traditional standard learning hierarchy may not be appropriate in many communication situations. From a promotional planning perspective, it is important that the marketer be able to examine the communications situation and determine what type of response hierarchy is most likely to occur.

Of particular importance is the low-involvement hierarchy as a great deal of attention has been given to the involvement issue. The Foote, Cone & Belding grid is a very useful way of showing how the concept of alternative response hierarchies, involvement and rational versus emotional processing can be combined for advertising strategy purposes. Students can be encouraged to find examples of advertisements that correspond to these four strategies.  The article by Demetrios and Ambler “How Advertising Works: What Do We Really Know?” (Journal of Marketing, January 1999) provides an excellent summary of response hierarchy models.  This article might be assigned to a graduate level class or be useful in preparing a lecture on the response process.

Answers To Discussion Questions

1. Analyze the decision by Hewlett-Packard to develop a new branding campaign around the concept of inventiveness. What image is the company hoping to project to customers and other groups with this new branding campaign?

The goal of Hewlett-Packard’s campaign is to reposition the company around the “Invent” concept and to create an image for the company that reflects the type of company HP feels it is today – dynamic, fast, inventive, committed and savvy.  HP has always been perceived as a solid company that makes quality products and offered customers practical and useful solutions to their problems.  However, HP had developed a somewhat stodgy image as was connected more with old-guard companies.  HP now competes in the fast-pace networked world of the Internet where it is providing e-services solutions based on its core strengths in computing and imaging. 

The branding campaign is designed to present an image of the new HP. The ads using the original garage re-introduce HP’s heritage and enduring spirit of inventiveness.  The next phase of the campaign focuses on the company’s major business strategies in e-services and digital imaging and will include product specific advertising for printers and computers.  This is a multiyear, global campaign that is designed to position as an innovative company that is on the forefront of the rapidly changing Internet world.

2. Discuss the various elements of the communications process.  Find an example of an advertising campaign being used by a company and analyze this campaign in terms of these elements of the communications process.

The various elements of the communications process include the sender or source, the message, the channel, the receiver, noise and feedback. The sender or source of a communication is the person or organization that has information to share with another person or group.  The source may be an individual such as a salesperson or spokesperson who appears in a company’s advertisements or a nonpersonal entity such as a company or organization itself.  The message is the information or meaning the source hopes to convey and may be verbal or nonverbal, oral, written or symbolic.  

The channel is the method by which the communication travels from the source or sender to the receiver.  At the broadest level there are two types of channels, personal and nonpersonal.  Personal channels generally involve direct interpersonal contact with the receiver while nonpersonal channels carry a message without interpersonal contact between the sender and receiver.  Nonpersonal channels are generally referred to as the mass media.  The receiver is the person(s) with whom the sender shares thoughts or information.  Generally receivers are the customers in the target market or audience who read, hear, and/or see the marketers message.

 Noise refers to extraneous factors in the communications process that can distort or interfere with the communication of a message. Errors or problems in that occur in the encoding of the message, distortions in the transmission of the message, and distractions at the point of reception are possible sources of noise. Feedback refers to the part of the receiver’s response that is communicated back to the sender and may take a variety of forms such as response hierarchy measures including awareness, knowledge, attitudes, purchase intentions, preferences and behavior.  The form of feedback of ultimate interest to marketers is, of course, sales.  

Students should be encouraged to find an example of a current advertising campaign and to analyze it with respect to various elements of the communications process.  They might evaluate the source being used as a spokesperson in the campaign, the type of message being used, the various channels or media where the ads appear, the target audience for the campaign, and the type of feedback that might be used to monitor the effectiveness of the campaign.

3.
How can companies marketing their products in a foreign country avoid some of the communications problems discussed in Global Perspective 5-1?

Communication is a major barrier confronting marketers who market their products in foreign countries as they often encounter problems in areas such as language as well as the interpretation of visual signs and symbols.  Global Perspective 5-1 provides some examples of problems U.S. companies have encountered in marketing their products abroad. To avoid these problems firms hire companies that specialize in translation and other aspects of communication for foreign markets. They may also use a technique called back translation where a translated ad is retranslated into the original language by a different interpreter to catch errors and ensure the message will be interpreted properly by consumers in foreign markets. Marketers can also pretest their marketing communications and conduct marketing research to ensure that brand names, advertising slogans, signs, symbols and other forms of marketing communications are not misinterpreted by consumers in foreign countries.

4.
Discuss how the semiotics can be of value to the field of integrated marketing communications. Select a specific stimulus such as an advertisement, package, or other relevant marketing symbol and conduct a semiotic analysis of it such as the one shown in Exhibit 5-3.

Semiotics involves the study of the nature of meaning and asks how words, gestures, myth, symbols, products and other phenomenon acquire meaning.  Semiotics is important to integrated marketing communications since products and brands acquire meaning through the way they are advertised and consumers use products and brands to express their social identities. Semiotics can be used to help marketers better understand the image and meaning of marketing communications such as ads, brand names, packages, and various signs and symbols. 

Students should be encouraged to find an example of an advertisement or package and perform their own semiotic analysis of it. While this may not be easy for them to do, it will give them the opportunity to consider the symbolic meaning that might be conveyed through an ad, package or even a product itself. They should identify each type of sign or symbol used in the ad or on the package or product and the meaning or message it might communicate.  Ads that are rich in symbolism and would be good candidates for a semiotic analysis are often found in magazines targeted to men (Esquire, GQ, Maxim) or women (Cosmo, Vogue, Vanity Fair).  Products advertised in enthusiast magazines are also good candidates for this assignment.

5.
The study discussed in IMC Perspective 5-2 suggests that ageism is a problem in the advertising business. Do you think young professionals can create ads that are effective for communicating with the mature market? What are some of the things that might be done to ensure that agencies do create ads that are relevant to the older consumer?

The ageism problem has come about because most advertising agencies today are largely staffed by young people, particularly in their creative departments. As a result, agencies often do not have creative professionals with a true understanding of life after 40, not to mention life after 60 or 70. Students should be asked to take a position as to whether young professionals can create advertisements that connect with older consumers. Since most students taking this course will be in their 20s, it should be interesting to hear their perspective as to whether their generation understands the over 50 crowd. It is often said that older people don’t understand or relate to Generation X. This question turns the tables and asks whether the younger generation has the empathy and understanding needed to develop effective advertising for older consumers. The young creative staff in an agency is likely to want to create ads that are reflective of their own life phase.  They will want to create ads that are hip, cools, impressive to their peers and award winning. This is more fulfilling than created ads for older consumers with whom they have little in common. There is no easy answer to this question and it may generate some interesting class discussion. 

Some of the things that might be done to ensure that agencies create ads that are relevant to the older consumer. One option is to have the ads done by younger creative staff reviewed by individuals on both the agency and client side who are older themselves. These individuals should have more empathy for the older market and can evaluate whether the ad will communicate effectively with this audience. Creative staff might also be encouraged to review marketing research studies on older consumers or to attend focus groups so they can develop a better understanding of these consumers.

6.
Discuss the various forms feedback might take in the following situations:

· A salesman selling computer systems to large businesses has just made a sales presentation to a potential account. 

In this personal selling situation feedback might take the form of questions, comments, agreement, objections or other reactions to the presentation. In addition to these observable forms of feedback, nonverbal responses such as gestures, frowns, eye movements and the like can also be observed since the salesperson is in direct face-to-face contact.

· A consumer has just watched an infomercial for a revolutionary new exercise machine on late-night television.

In a direct-response advertising situation such as this, feedback occurs in the form of an immediate action by the viewer such as calling an 800 number to purchase the product or requesting additional information such as a product brochure or video. Direct-response advertisers generally measure effectiveness on the basis of number of inquiries and actual sales generated by the messages. 

· An avid book reader has just logged onto the website of a company such as Amazon.com or Barnes & Noble.com.

Feedback from a book reader who has logged onto one of these websites can take various forms.  First of all, the hit or visit to the website will be recorded.  These companies can also measure the various content areas visited on the site as well as click throughs to banner ads and other links.  Of course the main type of feedback these etailers are interested in is sales.  They can track whether a purchase was made as well as the number, type and title of the books.  Those who have made a purchase may also provide feedback in the form of online ratings and reviews of books that can be shared with other consumers.

· TV viewers watching the show “Friends” on a Thursday evening see a commercial for Calvin Klein jeans.

In this mass communications situation feedback is not readily observable since the marketer is not in direct contact with the message recipients. Feedback can be obtained through research-based methods such as measuring recall or recognition of the ad as well as measuring affective and cognitive reactions to either the ad or the product. Nielsen ratings can provide an estimate of the size of the viewing audience for the show.  However, this does not necessarily correspond to the number of consumers who would see the Calvin Klein commercial since TV viewers may leave the room or change to another channel during the commercial break.

7.
Explain how a company like Hewlett-Packard might use the four models of the response process shown in Figure 5-3 to develop promotional strategies for its various products.

A company such Hewlett-Packard (HP) could use the AIDA model since personal selling will play an important role in the marketing of its products business and/or government customers as well as to retailers in order to get distribution. The HP sales force will call on business customer to sell them various products such as personal computers, servers and printers. Thus the AIDA model will be relevant to the personal selling process for these products.  The HP sales force will have to get the attention of retailers make them interested in stocking its various computer products and printers, create a desire to purchase them and close the sale by obtaining a purchase order. 

The hierarchy of effects and information processing models would be relevant since HP uses advertising to make businesses and consumers aware of the company and its various products. As discussed in the opening vignette, the company is using the global branding campaign to increase awareness, improve its corporate image, and gain more acceptance of HP as an innovative company. Once this is done, advertising can focus on specific products and their attributes and benefits. Television advertising may be used to create broad levels of awareness and interest while magazines would be used to give more detailed and specific product information. These models can be of value in planning advertising programs that will move customers through the various stages of the response process they delineate.

The innovation-adoption model would be very applicable to a company such as Hewlett-Packard as it develops innovative new products. HP will have to create awareness among potential adopters, make them interested in the new products and get them to evaluate them, encourage trial and hopefully achieve adoption whereby customers become regular users of these new innovations.

8. Why do you think the Taco Bell advertising campaign featuring the Chihuahua has been so successful? How long do you think Taco Bell will be able to continue to use this campaign before it wears out and loses its impact?

IMC Perspective 5-3 discusses how TBWA/Chiat/Day made the Taco Bell Chihuahua one of the most popular advertising icons in recent years.  The agency’s original goal with the campaign was to create a fun, interesting campaign when the first ads were created in the summer of 1997. However, the ads featuring the little dog struck a responsive chord with young consumers who constitute the primary target market for fast food restaurants such as Taco Bell. Consumers perceive the dog as cute and the agency has done an excellent job in the way she has been used in the commercials.  The ads appeal to young people because the Chihuahua is shown as having a little bit of an attitude which has helped create the image of Taco Bell as a cool and hip place to eat among teens. 

It is difficult to estimate just how long Taco Bell will be able to use this campaign before it wears out and loses its impact.  There is some evidence that this may already be happening as the “Yo quiero Taco Bell” tagline has been replaced with a new theme, “Grande Taste, Loco Price. Only at Taco Bell.” An article appeared in Advertising Age (November 2, 1999, p.26) suggesting that the ads would place less emphasis on the dog following a decline in same store sales during the summer of 1999. Some concern has been expressed that everybody knows the dog, but the ads are no longer selling the product. However, the Chihuahua is still appearing in many Taco Bell ads and it does not appear that there are any plans to completely drop the spokesdog from the company’s advertising.

9.
An implication of the integrated information response model is that consumers are likely to take information from advertising and integrate it with direct experience to form judgments about a product. Explain how advertising might lessen the negative outcomes a consumer might experience when trying a brand.

Research by Robert Smith has shown that advertising can lessen the negative effects of an unfavorable trial experience on brand evaluations when the ad is processed prior to trial and if the ad itself evokes positive reactions. Advertising might lessen the negative outcomes a consumer experiences from trial by creating positive beliefs and expectations about the product. Even if the trial experience is negative, the favorable beliefs and expectations created by the ad may not be totally disconfirmed. This means that evaluations will be more favorable than they would be if advertising did not precede trial.

10. What is meant by involvement in terms of advertising and consumer behavior? How might marketers determine the degree of involvement consumers have with their products and services?

Involvement can be viewed as the amount of personal relevance a product or service, purchase decision or even an advertisement has to a consumer. Involvement is a function of various person factors (needs, interest, values), object or stimulus factors (differentiation among alternatives, source or content of communication) and situational factors (purchase use or occasion).  Scales have been developed to measure involvement with products and services and can be used by marketers.  For example, Judith Zaichkowsky developed a personal involvement inventory that uses 20 semantic differential items to measure the construct.  (See “Measuring the Involvement Construct,” Journal of Consumer Research, Vol. 12, December 1985, pp. 341-352.

11. Choose one of the four advertising planning strategies identified by the FCB grid shown in Figure 5-8. Find an example of an advertisement you feel is a good example of this ad planning strategy.

The FCB grid delineates four primary advertising planning strategies: informative, affective, habitual and satisfaction. The model also specifies the most appropriate variant of the alternative response hierarchies that apply to each cell of the model. Examples of products that fit into each cell are shown in the FCB model in Figure 5-8. Students should be encouraged to find examples of ads for various products that might fit into each cell and analyze the creative approach used against the recommendations for that type of product. For example, an ad for a high involvement product such as a personal computer might appeal to the informative strategy as it will contain a high amount of product information and appeal to rational thinking.  A cosmetic or fashion ad might be analyzed as an example of an ad appealing to an affective strategy where the emphasis will be on psychological and emotional motives such as self-esteem or enhancing one’s self image.
12.
Select an ad you think would be processed by a central route and one where you think the peripheral processing would occur. Show the ads to several people and ask them to write down the thoughts they have about the ad. Analyze their thoughts using the cognitive response categories discussed in the chapter.

Under the central route to persuasion the message recipient is viewed as a very active and involved participant in the communications process whose ability and motivation to process a message are very high. The recipient will pay close attention to message content and will carefully scrutinize the communication for the cogency or quality of the message claims.

Under the peripheral route to persuasion the message recipient is viewed as lacking the motivation or ability to process the message and is not likely to engage in any detailed level of cognitive processing. Rather than thinking about or evaluating the information content of the message, the receiver will rely on “peripheral cues” such as an attractive source or other executional factors.

Students should be encouraged to select examples of advertisements that they feel are representative of each route to persuasion and to explain why the ads would be processed either centrally or peripherally. They should also show the ads to some friends and have them write down what thoughts they were having as they looked at the ad. They might then try to analyze these cognitive responses by categorizing them as product/message related thoughts (counterarguments or support arguments), ad execution related thoughts, or source-oriented thoughts (bolsters or derogations). You might have a few students show the examples they have chosen of ads that might be processed by a central or peripheral route and have the class analyze the cognitive responses they gathered for these ads. 

Additional Discussion Questions (not in text)

13. What is meant by encoding? Discuss how the encoding process differs for radio versus television commercials.

Encoding refers to the process by which the sender of a communication puts thoughts, ideas, or information into a symbolic form using words, symbols, pictures and the like. The encoding of a television commercial involves the use of visual images, sound, motion, color, and words, which provide advertisers with the opportunity to develop very creative messages. The encoding of a radio commercial is limited to the use of sound, which usually comes in the form of words read by an announcer and/or music. However, some astute advertisers may use a process called image transfer whereby the images from a TV commercial are planted in a radio spot by using similar, or even the same, audio portion. The idea is that when consumer hear the radio message, they will make the connection to the TV commercial thus reinforcing the video images. This process is discussed in Chapter 11.

14.
What is necessary for effective communication to occur? Discuss some of the barriers to effective communication in advertising.

For effective communication to occur there must be some common ground or thinking between the sender and receiver of a message. The message decoding process of the receiver must match the encoding of the sender, which means that the receiver must understand and correctly interpret what the source is attempting to communicate. The more knowledgeable the sender is of the receivers, the greater the likelihood of understanding their needs, empathizing with them and communicating effectively.

There are many potential barriers to effective communication in advertising. A major barrier stems from the fact that people working in marketing and advertising very often have different backgrounds and frames of reference than the consumers who constitute the mass markets with whom they must communicate. Differences in educational level, socioeconomic status, and lifestyle between advertising personnel and consumers in their target markets can make advertising communications difficult. 

15.
Why are personal channels of communication often more effective than nonpersonal channels?

Personal channels of communication are often more effective because information received from a personal source tends to be more persuasive than is information received from nonpersonal channels such as the mass media. A message from a personal source, such as a salesperson, can be more flexible and powerful than a nonpersonal message. When a personal channel is used, the communicator can adapt the presentation to the specific needs of the receiver and can respond to his/her reactions. Consumers also often tend to have more confidence in personal communication via social channels (i.e. word-of-mouth) since these sources are often viewed as more trustworthy and unbiased and information from a personal source is perceived as more concrete and vivid.

16.
Those responsible for most of the advertising and promotion decisions for consumer products are brand managers (client side) and account executives (agency side). These individuals are usually well paid, well-educated marketing professionals living in urban areas. Consider the typical consumer for a brand such as Budweiser beer or Mennen after-shave. What problems could these differences present in developing an IMC program for these brands? How might these problems be overcome?

The brand managers and account executives are likely to be very different from the heavy users of brands such as Budweiser or Mennen after-shave. The marketing and advertising executives will, as noted, be highly educated with a college degree and perhaps a graduate degree such as an MBA while the users of these brands are more likely to be blue-collar types who have a high school education and perhaps some college. The marketing and advertising executives will probably have higher paying jobs and have different life styles, values, and interests than the consumers who are heavy users of these brands. These differences may make it difficult for the marketing and advertising personnel to develop advertising and promotional messages that appeal to these consumers and communicate effectively with them. These problems can be overcome by conducting marketing research on the users of these brands to gain insight and understanding into factors such as their lifestyles, values, interests, opinions and the like. Advertising and promotional messages can also be pretested to ensure that the re understood by these consumers and interpreted in the manner intended.

17.
Discuss how the advertising and promotional implications differ for companies selling high- versus low-involvement products.

For a company selling a high-involvement product the consumer is likely to go through a standard learning or learn ( feel ( do response hierarchy. Advertisements for high involvement products are usually very detailed and informative and provide the consumer with a great deal of information that can be used for decision-making purposes. Informational displays at point-of-purchase or presentations by salespersons in the store can also be valuable and effective sources of information.
For a company selling a low-involvement product the consumer is likely to go through a learn(do (feel response hierarchy whereby some minimal level of awareness or passive learning may precede purchase and attitudes are formed after using the product. An advertiser of a low involvement product must recognize that consumers are less likely to give attention to actual message content and may focus more on non-message elements such as music, characters, slogans or jingles. Advertisers may want to use catchy slogans or jingles that will stick in consumers’ minds and become salient when they are in the actual purchase situation. The use of short messages and heavy repetition schedules will also be important. Advertisers may also use VIPs or visual image personalities that may lead to more involvement with and higher identification and retention of advertisements. Sales promotion techniques such as sampling and couponing may also be used to encourage first time trial. If the product performs well the consumer should form a favorable attitude the probability of repurchasing it will increase.

IMC Exercise

Choose a print ad from the newspaper or a magazine and evaluate them using the various elements of the basic communications model presented in this chapter. Your analysis should address the following areas: 

· a discussion of  the source used in advertisement and why s/he is or is not appropriate for the message

· the way in which the message is encoded including the use of visual and verbal elements.

· a semiotic analysis of the message including a discussion of the object, signs or symbols used,  and the interpretant. 

· a discussion of the channel or medium in which the ad was placed, such as the particular newspaper or magazine, and why this publication was chosen by the advertiser.

· the process by which the message might be received or decoded by the target audience.  Choose one of the response hierarchy models discussed in the chapter and discuss how the source and message might influence various stages of the model. What  type of feedback that the advertiser might use to evaluate the effectiveness of the message/

What is your overall opinion of this ad from a marketing communications perspective?  What changes, if any, would you recommend to improve the communication effectiveness of the ad?

IMC Comprehensive Project

Students should be encouraged to consider how an understanding of communications and the response process can be of value in developing the IMC plan for the product or service they have chosen. The specific assignment is as follows:

IMC Project Assignment for Chapter 5

Use the information from this chapter to analyze how consumers in the target audience for your product or service will respond to various elements of your IMC program such as advertising, sales promotion, direct marketing or your web site. How would you classify the product or service you chose with respect to the classification used by the Foote, Cone & Belding planning model presented in Figure 5-8? What are the implications of this classification for planning your advertising and promotional program for this brand?  Which of the response hierarchy models discussed in the chapter is most applicable for this product or service? Specify the various stages in the response process through which consumers will have to pass before purchasing your product or service. 

