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Fear appeal refers to a strategy in which individuals are motivated to take an action or buy goods or services through the arousal of fear. Therefore, the use of fear appeal involves the delivery of a persuasive message that arouses fear to change behavior, by threatening an individual of an impending harm. Fear appeal has been applied in conducting advertisements. This paper will focus on the application of fear appeal in preventing individuals from texting while driving. 
Components of Fear Appeal
There are four main components of fear appeal. Severity of the threat refers to the extent to which an individual will be harmed if they experienced a threat. This has a significant effect on the level of persuasion. A statement is used to emphasize on the seriousness of a threat (Williams, 2012). In the advertisement by Ad Council (2020), it has been indicated that texting while driving can cause a car crash. A statement that has been used to emphasize this advertisement is “Don’t be the 1st domino. Don’t text and drive.” This statement is directed towards a targeted population, who are individuals that usually text and drive or have thought of doing so. 
The second component of the fear appeal is the probability of occurrence. This component has an important role to play in evoking persuasion. It motivates an individual to take action in response to fear (Williams, 2012). It is the extent to which one can experience a threat. A higher probability of experiencing a threat can increase the rate at which people respond to the message. In the advertisement, it is indicated that the chances of crushing while texting is very high (Ad Council, 2020). As a result of this, the chances of people avoiding texting while driving are also high. 
The third component of fear appeal is efficacy of coping response. This is a component that acts as a response to a fear appeal (Williams, 2020). As a response to a fear appeal, an individual can show the intention of changing his or her behavior. However, when the efficacy of coping response is low, an individual may use defensive avoidance to lower fear. In the advertisement, an efficacy of coping response can involve avoiding texting while driving (Ad Council, 2020). However, if the coping response is low, one may opt to devise other ways of texting while driving, with a focus of avoiding a crash. 
The other component of the fear appeal is ability to enact a solution. One of the main aspects of a fear appeal is coming up with a solution that will guide the behavior of an individual (Williams, 2020). Once fear is evoked, one pays attention to the solution that comes at the end. In some instances, the solution might not be obvious. In the advertisement, fear is evoked by indicating that one will crash when he or she texts while driving (Ad Council, 2020). Therefore, while the solution might not have been stated, it is apparent. One has to stop texting while driving to avoid crashing. 
Conclusion
Fear appeal is aimed at motivating individuals to take action through the arousal of fear. It diverts the behavior of an individual in response to an impending danger or harm. Fear appeal has four main components which have to be considered in advertising. The severity of the threat must be considered. The probability of occurrence must be determined. The efficacy of coping response of an individual and the enactment of a solution must also be considered. Based on this, the advertisement by the Ad Council on texting while driving is effective. 
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