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Lavidge a Steiner - 1961

Conative Purchase
Ads stimulate or direct desire Y

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

and facts Awareness
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DAGMAR - Defining Advertising Goals
for Measured Advertising Results

Awareness
Comprehension
Convinction
Action



Moderni vyvoj

William J. McGuire

Action
Behave
accordingly?

No action

No action

Remember it?
Bellove it?
Comprehend it?
Mo action
ll'lnnth:n
to the Mo action
message? Mo action

Presentation, Attention, Comprehension,
Acceptance, Retantion, Behavior change
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TEST: Recall
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MEDIA: Long Copy Formar
Reflective Yehicles
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MODEL: DO-LEARN-FEEL
(Responsives?)
Possible Implications
TEST: Sales
MEDIA: Small Space Ads
10 Second LD.'s
Radio; POS
CREATIVE: Reminder
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BRAND AWARENESS

Brand Recognition

(at point-of-purchase)

Brand Recall

(prior fo purchase)

Plus
Brand Arttitude

Type af Motivation

Transformational
(positive motivations)

Informational
(negative motivations)

Typical producr caregories

Typical producr caregories

{brands may differ):
« ASPIrin
« light beer

» detergent

{brands may differ):
« candy

« regular beer

* fiction novels

¢« routine indusrrial
products

* Brand loyals
* Rourtinized favorable
brand switchers

(brands may differ):
« Microwave oven

* insurance

* home renovarions
* new indusrrial

Typical producr caregories

(brands may differ):
* VACATIONS

* fashion clorthing
* Cars

® COrporate im ALe

products

« New category users

* Experimental or rourinized
other-brand switchers

* Orther-brand loyals

Typical producr caregories
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Theory of reasoned action

Icek Ajzen a Martin Fishbein - okolo r. 1970

The person’'s boliefs
that the bohawvior
leads to cartain
outcomes and
hissher evaluations
of these outcomes

Attitude toward
the behavior

Relative importance
of attidudinad and
normative
conasiderations

The person’s beliefs
that specific individuals
or groups think hafshe
should ar should not
perform the behavior
and histher motivation

to comply with the
gpecific referents




