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Advertising has numerous objectives which includes communicating with potential customers 

as well as persuading them to adopt a particular product or develop a preference towards the 

product for repeat purchase which ultimately results in brand loyalty.  

There are numerous theories on advertising. Most theories of advertising generally propose that 

the effectiveness of advertising is dependent on the main practices being carried out including 

more exposure towards the brand or repetitive advertising. 

In other words, most theories suggest that if you want a consumer to like a product or a brand 

continuously then simply expose the consumer to a product or brands advertising such that there 

are certain feelings and expectations attached towards the rand itself. Advertising theories also 

make use of content specification, Specific message and media characteristics, consumer 

characteristics, product/service characteristics, and competitive actions. 

Here are Advertising theories explained 

1) The mediation of reality 

Ads are effective when steered with other media and setting which they are entrenched. 

Apparently, what makes the ads persuasive is how they utilize the media to elicit world of fictions 

and that of actions together and not necessarily the content. What the media do in regards to 

advertising is describing the excitement and addiction by extending and heightening our neural 

responses. 

For instance, you may realize that people like reading stories that they have already witnessed in 

the press merely because the media has a way of repeating the excitement that we have using our 

wits. 

2) Shifting loyalties 

https://www.marketing91.com/advertising-effectiveness/
https://www.marketing91.com/advertising-media/
https://www.marketing91.com/advertising-media/
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Ads know how to play upon and replicate clashed loyalties that keep on changing. Mainly, the 

ads always try to cultivate a strong sense of loyalty to an individual brand, but they also have a 

way of urging consumers to alter their loyalties and make an attempt to a rather new thing and 

primarily renounce old loyalty for a relatively new brand in the market. 

 

Ads are effective in making consumers to shift their allegiance to a particular brand given that 

they can use messages packaged in such a way that it psychologically implicates such a product 

to negativity. 

 

3) The magic of meaning 

This explains how ads are used in infusing the meaning of the products to the users in addition 

to selling. It shows how advertisements influence the values and other fundamental beliefs of the 

consumers. It essentially describes how and why ads have gone beyond the frontier of selling 

products and services and are increasingly becoming involved with the shaping of individual and 

social values. 

Ads are regarded as a form of organized magic that conceals the real nature of consumerism 

hence affecting social goals and public attitudes. This is demonstrated through the ability of 

advertisement to keep away the public from dissatisfied questions. 

4) The hidden message 

Ads are used in manipulating and unconsciously misleading the public. Psychologists argue 

that advertising is treacherous since it uses psychology to create hidden messages that are 

emotionally-loaded. What happens is that since the message is hidden, there is a tendency of 

viewers’ critical resistance being deluded and reduced. 

https://www.marketing91.com/what-is-usp-analysis/
https://www.marketing91.com/what-is-usp-analysis/
https://www.marketing91.com/advertising-message/
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For instance, a doctor can be used in advertising a product and encouraging people to use it 

because he uses the same. The notion here is that people will use the product since the doctor is 

also using it hence it must be healthy. It is this approach that shows precisely how critical thinking 

of consumers can be compromised with the ads. 

5) Imitative desire 

Ads have a way of playing upon consumer’s tendency to want what other people also wish. Many 

theorists have always argued that it is human nature to the desire of becoming what other people 

are especially when the other person is powerful, good-looking or famous. But the truth of the 

matter is that it’s hard to become another person, and it is this castle in the air that keeps the 

desire alive. 

On the same note, then you need to understand that ads operate like collaborative rituals and not 

necessarily as one-way messages. In this case, rituals make it possible for people to put 

themselves in societies through visionary prognosis toward others. 

It is always important, if possible, to critique ads as a way of revealing hidden messages and 

ideologies. Nevertheless, we should all be in agreement that ads are essential tools in shaping 

beliefs and loyalty that ultimately help in winning loyalty. 

Hierarchy of Effects – Overview, How It Works 

and Stages 

What is the Hierarchy of effects? 
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The hierarchy of effects is a theory that explains how advertising affects the decision-making of 

target audiences when it comes to purchasing particular items and brands in a series of behavioral 

phases. It is used for talking about advertising effectiveness. 

The hierarchy of effects model is made up of three primary stages: the cognitive stage 

(awareness, knowledge), the second one will be affective stage (liking, preference, conviction), 

and the final one will be the behavioral stage (purchase). The hierarchy of effects theory, as a 

study based on cognitive psychology, is criticized by cognitive psychologists for its inability to 

grasp each step in buying patterns and its disregard for various marketing objectives. 

The hierarchy-of-effects theory is a marketing paradigm that explains how advertising influences 

consumer decisions to buy or not buy an item or service. The hierarchy depicts the consumer’s 

journey from learning and decision-making through advertisements. A hierarchy-of-effects 

model is utilized to establish a structured series of advertising message objectives for a specific 

product in order to achieve the desired result: sale. 

The following are the advertising campaign’s goals (in order of delivery), each with a different 

objective- awareness, knowledge, liking, preference, conviction: and purchase. The hierarchy of 

effects is a marketing concept that looks at how advertising influences customers’ purchase 

decisions for specific items and brands. The hierarchy of effects theory considers a series of steps 

from gaining consumers’ attention to their ultimate purchasing behavior by advertisers. 

Understanding Hierarchy of effects theory 

The hierarchy of effects theory is a method that explains how advertising may persuade 

consumers to acquire or not acquire a particular service or product. 

https://www.marketing91.com/advertising-campaigns/
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The concept was developed by Gray A Steiner and Robert J Lavidge in the early 1960s. 

According to the hierarchy of effect approach, investors should make an ad with the intention of 

prompting customers to buy the advertised goods and services. 

The hierarchy-of-effects theory is a more sophisticated form of marketing that uses well-

developed, persuasive advertising messages to create brand awareness over time in order to sell 

a product. 

While an immediate purchase is ideal, businesses using this method expect consumers to go 

through a longer decision-making process. Advertisers aim to lead a potential customer through 

all stages of the hierarchy of effects theory is crucial here. 

The hierarchy-of-effects theory holds that people’s attitudes, values, and behaviors are 

determined by three levels of cause and effect: cognitive, affective, and conative. 

Cognitive, affective, and conative actions are the three components of this model. In his 1961 

paper, A Model for Predictive Measurements of Advertising Effectiveness, Robert J and Gary 

A. Steiner created a hierarchy-of-effects model. 

Origins of Hierarchy of effects 

The Hierarchy of Effects was first introduced in 1898 by Elias St Elmo Lewis, a salesperson. 

According to Lewis, an effective salesman guided a client through a sequence of phases rather 

than simply closing a deal. 

The “Attention, Interest, Desire, and Action” model was created in 1910 by Edward Bernays. 

The hierarchy of effects was first published in print in 1910. It appeared as an editorial in Printer’s 

Ink. The model was subsequently presented as Attention, Interest, Conviction, and Action. 
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The following article claimed that any full advertising campaign must follow this model of 

persuasion. In the Journal of Marketing, Robert Lavidge and Gary Steiner released their ground-

breaking paper on the Hierarchy of Effects in 1961. They also noted that customers appeared to 

go through cognitive (thinking), affective (emotional), and conative (intention/action) stages. 

How does the Hierarchy-of-Effects Theory Work? 

There’s a need for marketers to grasp and utilize powerful persuasion abilities in the corporate 

world to achieve successful advertising. It’s a marketing strategy that aims to teach consumers 

about all of the elements involved from the moment they see an advertisement for a product until 

they buy it. 

The goal of marketers is to ensure that customers go through the six stages before purchasing the 

product. While an immediate purchase may be a good idea, many businesses prefer using a 

hierarchy of effects theory to provide consumers with the opportunity to think things over. 

Because of this, advertisers have a responsibility of ensuring that people interested in their 

products and services are able to complete the procedure successfully. It’s all about thinking, 

feeling, and performing the action. 

Stages of Hierarchy of Effects 

1. Awareness 

The process begins with gaining consumer attention. If a potential phone buyer were looking to 

purchase a smartphone, for example, the marketing team of a mobile company would need to get 

them aware of the brand through advertising. The customer recognizes the brand at this point but 

has very little information about it. 



ADVERTISING: THEORIES   
 

8 
 

This is when a product’s existence becomes known to customers through advertising. Because 

there is no assurance that consumers will become aware of the product brand after it has been 

advertised, this stage is difficult. Consumers are exposed to thousands of advertisements every 

day, therefore they are more likely to recall a tiny portion of a product’s brand. 

 

2. Knowledge 

After recognizing a brand, consumers will begin to assess whether the product within that brand 

can fulfill their needs and how it compares to other items and companies. It’s critical to make 

sure that customers are fully informed about the brand so that they may advance to the next stage. 

This is the stage in which marketers anticipate consumers to learn more about the advertised 

goods. It might be through product packaging, retail advisors, or even the internet. It’s a crucial 

milestone in an age when everything is done online. Consumers may obtain information or gain 

knowledge on any product simply by pressing a button. 

The awareness and knowledge (or cognitive) phases are when a consumer is informed about a 

product or service, as well as how they process the information they have been given. It is critical 

for marketers to include brand information in this stage in a way that attracts consumers to learn 

more and makes them feel as if they are part of the company. 

3. Liking 

At this point, the process has transferred from cognitive to emotional action. Consumers establish 

favorable opinions about a brand as a result of it providing emotional comforts. The smartphone 

user, for example, may appreciate the attractive design or find the phone’s high-definition camera 

useful. 

https://www.marketing91.com/what-is-offline-marketing/
https://www.marketing91.com/what-is-offline-marketing/
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It’s a stage when marketers must ensure that consumers like the product. They must make certain 

that the characteristics they advertise a specific product encourage the consumer to buy it. 

4. Preference 

Consumers appreciate elements that a brand has, while they may also appreciate qualities 

possessed by other brands. At the preference stage, a brand must distinguish itself from 

competing products and establish superiority over rivals. 

It’s possible that clients will like more than one product brand, and they might buy any of them. 

Advertisers must ensure that consumers devote their attention to their own products rather than 

competing products. To guarantee this, it is critical that marketers emphasize the benefits of their 

brand, especially its USP or unique selling points. This will let customers differentiate the 

product from the rest. 

The liking and preference (or affective) stages of the purchase decision are when consumers form 

feelings about a company, so it is not an appropriate moment for marketers to focus on product 

features or technological capabilities. Instead, advertisers should target a consumer’s values, 

emotions, self-esteem, or lifestyle in order to appeal to their ideals and beliefs. 

5. Conviction 

Conviction is the decision-making stage in which consumers’ positive feelings for a brand 

become an assurance to purchase. At this time, consumers are able to assuage their uncertainties 

and become more convinced about a particular product. 

At this point, advertisers should be able to arouse consumers’ interest in the product being 

advertised. They can let prospective buyers try the product to encourage confidence. If the goods 

are food, they may distribute free samples so that people may taste them first. They should invite 
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clients for a vehicle test drive if the service is offered on wheels. Here, consumers will be 

confident to make a final decision about the purchase of the products. Brands need to encourage 

the conviction of potential customers at this stage. rival products 

6. Purchase 

At the pinnacle of the sales funnel, consumers make the decision to buy. It’s critical to provide 

a positive purchasing experience to customers, such as providing pre-order alternatives, 

instructions on how to use it, or a warranty of after-sales assistance. Such measures might entice 

customers to make larger purchases or stay loyal to a brand for their next purchases as well. 

This is the time when advertisers want consumers to buy their goods. The process should be 

straightforward and simple in order for customers to purchase the item. A sluggish website, for 

example, might discourage online shopping. A complicated payment procedure can also make 

consumers hesitant about purchasing a product. 

The conviction and purchase (or conative) phase are focused on activities. It’s when a marketer 

tries to force a potential client to take action on the information they’ve learned and developed 

an emotional bond with a brand by making a purchase. It may entail converting reservations 

about a product or service into action. In these phases, marketers should work to persuade 

potential consumers that they need a product or service, usually with the use of a test drive or 

sample item. Advertisers should also establish rapport with them by stressing the quality, 

usefulness, and popularity of their goods or services. 

 


