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Consumer behavior marketing assignment
1. Which of the two routes to persuasion- the central route to persuasion or the peripheral route to persuasion- do you think each ad is taking? Why?
Introduction
The central route to persuasion focuses on the message duration being advertised, the persuasiveness of the message, and the number of times the message is told or shown. It involves an active audience who usually believes in what they are told or shown in the advertisement. It gives facts and credibility to the product to attract the attention of the audience. On the other hand, the peripheral route of persuasion does not give facts, fame, or popularity of the product but it is always relevant to the current situation of the audience. It involves a passive audience and is mostly based on attractiveness (MacInnis et al,1989). This persuasion route targets the consumer in an emotional state.
The Colgate total advertisement is using the central route of persuasion. This is because the advert is persuasive and provides the facts why the Colgate total is best for cleaning teeth. The advert talks of the Colgate total being able to strengthen teeth, killing off germs, and recommended for sensitive teeth. The advert further says that the all-new Colgate total generally does more for the whole mouth. The advert “Nike Dream Crazier” is using the peripheral route of persuasion to celebrate female athletes who have conquered barriers and have inspired other female athletes to move on with their dreams. This is because it has used the emotional situation to describe what women go through to achieving their dreams.
The advert brings about emotions by describing what happens to women: if they are emotional they are termed as dramatic, if they dream for equal opportunities they are losers, when they are too good something is wrong with them, if they run a marathon, engage in boxing, compete for higher jobs, have a baby and still working then they are crazy. The third advertisement “Alexa Super Bowl” uses the peripheral route of persuasion to create different emotional feelings in the audience. It feels uncomfortable how people talk to each other in the way that they are encouraged to speak to their assistants. In one scenario a maid is told to turn the temperature down but instead, pick a flame log and throws it through the window in an attempt to provoke the emotions of the owner. The advert uses the central route of persuasion too where a newsboy is asked of the day’s news but he describes them as fake.
2. For each ad, identify the central product-related information and the peripheral non-product information used in the communication.
The central product-related information in the Colgate advert is that the Colgate is good for sensitivity, enamel, breath, plaque, tartar, cavities, gingivitis, and whitening. Peripheral non-product information is used where the advert tries to say that somebody is excited about the new product but in the real sense, her emotions are not moved or affected. In the” Alexa Super Bowl “advert the newsboy, Alex, describes that days’ news as fake which is central product-related information. In the same advert, a maid is asked to turn down the temperature but she instead throws a flaming log through the window shattering it but the owners’ feelings are not are affected, he continues with his activities. This is peripheral non-product information. The “Nike Dream Crazier” advert has used central product-related information by describing the female athletes to conquer since they have conquered barriers and have brought people together through their success and have inspired other athletes. Peripheral non-product information is used to describe the actions of women who are not valued not felt as they try to achieve their dreams.
3. Provide a reasoned assessment of its overall effectiveness (or persuasiveness) in bringing about a positive change in brand attitude (Abr) or purchase intention.
Colgate total advert.
The attention of the audience is caught by a good description of the product. The Colgate total is said to work best on sensitivity, strengthening teeth as well as killing germs and this information attracts the audience. The Colgate total is believed to be the best for it results in repaired cavities, strong and white teeth. With this information, the audience can make effective decisions by comparing the Colgate total and other brands of kinds of toothpaste. All this information makes the audience have the desire to purchase the Colgate total for its beneficial aspects over the other brands hence the advert being effective.
Alexa Super Bowl advert.
The newsboy, who was advertising for a newspaper, disrupted the attention of the man by telling him that the days’ news was all fake. This information from the newsboy helps the man understand that there was nothing important to read in the newspaper. This then inspired the man to make a decision not to purchase the newspaper. The newspaper boy used negative information to advertise the newspaper which led to little or no intention at all to buy it. This mode of advertising was not effective due to the peripheral non-product information used for the advertisement.
Nike Dream Crazier advert.
In this advert, the attention of the audience is caught by the emotional statements made about women. The women are said to be struggling to achieve their dreams but their efforts go unrecognized. When they try to do something they are criticized. For example, when they do something well it is said something is wrong. The advert has created a positive feeling for the women. This sympathy has lead to the encouragement of the women especially the female athletes who as a result achieved their dreams. The advert is effective since more women have been inspired to work hard on what they like to meet their dreams.
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