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Elements of Persuasion
· The communicator should be easily understandable in delivering his message. He should use the right combination of words and be consumer-centric so as to ensure a positive attitude from them. The communicator should have a great flow in the information he is presenting to make the consumer understand why they should buy their product. He should be persuasive enough to make the consumer feel like they need their product.
· The message’s main message is attitude change and persuasion in consumer behavior. Consumer attitude contains 3 components: behavior, affect and cognition. Affect includes our feelings towards something. Behavior is the action we take towards the thing which we have certain feelings towards. Cognition on the other hand includes perceived knowledge or belief towards something. These three together make up the overall attitude of the consumer to a particular product.
It is the work of the marketer of a product to change the consumer’s attitude towards their product. This they do by providing positive information about the product to the consumer. To change a consumer attitude, you must first change their beliefs about your product. The elaboration likelihood model indicates how 2 types of consumers are persuaded, one with a high level of involvement and the other with a low level of involvement.
The Balance theory tries to reconcile the beliefs of the consumer to the product even if they are unrelated, for example, McDonald’s getting more customers because of their House Charities. This indicates how much they care about the less fortunate therefore compassionate people are drawn towards them.
· The audience that affects how persuasive the communication will be the ones creating the message effects to appeal the consumer and the ones creating the source effects to determine the source of communication. Message effects include message appeal which make them respond to a certain way for example humor appeal, and message construction to address concerns about the message. Source effects includes source credibility which looks at how credible the source is on what is being communicated, source attractiveness and source likability.

