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Marketing is all about satisfying consumer needs and wants at a profit and, at the same time, 

protecting the larger and long run interests of the society. Through the use of a variety of appeals, 

marketers attempt to communicate and influence the purchase and consumption behaviour of existing and 

potential consumers. One of the most critical decisions about creative strategy in marketing 

communications involves the choice of an appropriate appeal. Some messages are designed with the 

intent of appealing to the rational and logical aspect of the consumers decision-making process, and 

others attempt to stimulate consumers' feelings with the intent of evoking some desired emotional 

response. Many marketing professionals believe that effective communication is achieved by combining 

practical reasons for purchasing a product or service with emotional values of the audience. 

Appeals are often classified as "rational appeals, emotional appeals, and moral appeals." Rational 

appeals are those that focus on the audience's self-interest and are directed at the thinking aspect of the 

decision-making process. Such appeals attempt to show that the product or service will produce the 

desired benefits. Examples are messages that promise economy, assurance of resale value, quality, 

durability, reliability, ease of use, etc.  

Rational appeals are particularly relevant for industrial buyers who choose products according to 

some of the mentioned criteria. In case of general consumers, they confidently rationalise most of their 

purchases even when the purchase decisions are based on emotional grounds. Most of us probably have a 

keen desire to be thought of as rational human beings and, for this reason, we usually extend socially 

acceptable reasons for our purchases.  

Emotional appeals are put under two categories: positive emotional appeals and negative emotional 

appeals, depending on what kind of emotions are to be triggered. Love, affection, joy, pride, humour, 

prestige, status, etc., are some examples of positive motional appeals. Examples of negative emotional 

appeals are fear, shame, guilt, embarrassment, ejection, etc. Such appeals motivate the audience to do 

things that they should do, such as cleaning teeth (Colgate commercial), or to stop doing things they 

should not, such as smoking and using other tobacco products. 
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Moral appeals attempt to draw audience attention to what is "right." Moral appeals are generally 

used to urge people to support social causes such as environmental concerns, population explosion, 

donating money to help victims of some natural calamity, or equal status for women, etc. 

Comaparative appeals are the practice of comparing, either directly or indirectly, the competitors 

and comparing one or more specific tributes. The reasoning is that direct brand comparison provides 

better product information that helps consumers in making a more rational purchase decision. Such 

comparative ads are pretty common with increasing competition in almost all product categories. As these 

comparative ads are growing in number and becoming more common, their attention getting value is 

probably declining. Users of specific brands feel as if they are being attacked in comparative ad 

messages. 

Fear appeal evokes a sense of fear related in consumers related to their safety, security and well 

being. It is advantageous for the advertiser to understand how fear operates, what level of fear to use in 

advertising, and how different types of target audiences may respond to fear appeals. The nature of fear is 

such that as a stimulus it tends to create negative emotions, but may stimulate positive drives among the 

target audience. Fear appeals are particularly useful for products or services that do not interest 

consumers, or are considered bothersome. For example, mostly young two-wheeler riders particularly 

dislike wearing helmets, or not many consumers are enthusiastic about buying insurance policy, or 

respond to different kinds of vaccination programmes. According to a theory proposed by Michael L Ray 

and William L Wilkie (1970) the relationship between the intensity of fear in an advertising message and 

its persuasive impact on the target audience is such that as the intensity of fear rises, message acceptance 

increases. But this increase in message acceptance occurs only up to a point of fear intensity. Once this 

point is reached, any further increase in the amount of fear will fail to enhance message acceptance. On 

the contrary, the effect of increased fear beyond this point would increasingly decrease message 

acceptance. 

Fear appeals are more effective when the target audience is more self-confident and prefers to cope with 

threats instead of avoiding them. Non-users of the product are more likely to take notice of fear appeals 

than product users and, for this reason, fear appeals may prove more effective at keeping non-smokers 

away from cigarettes, etc., than persuading smokers to stop smoking. 

Finally, humour generates feelings of amusement and pleasure and, for this reason, it has a 

potential for the feelings to become associated with the brand and affect consumer attitudes toward the 

brand and probably its image. Humour can also affect information processing by attracting attention, 

improving brand name recall, creating a pleasant mood, and reducing the chances of counter arguing. The 

positive side of humorous ads can be summed up in the following points: 
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• Humour attracts attention 

• Humour can help increase interest 

• Source credibility can be enhanced with humour 

• Audience attitude towards the ad can be enhanced with the use of humour 

• Humour may diminish the chances of counter-arguments because it distracts audience from 

making cognitive responses. 

Critics argue that humorous ads draw attention to the funny aspects in the ad but distract the 

audience from the brand and its attributes thereby hurting ad effectiveness. Amitava Chattopadhyay and 

Kunal Basu (1990) have reported that if the consumers have a negative prior evaluation about the 

advertised brand, a humorous ad could actually prove to be less effective than a nonhumorous ad. A 

comprehensive review of studies on ads using humour by Marc Weinberger and Charles Gulas (2006) 

concluded that humour in ads usually increases audience attention and liking of the ads but appears not to 

increase message comprehension and persuasion. Humour appears to work best for low-involvement and 

"feel" category of products but not for "think" type of products. 

Humorous ads can be created by i.e. inclusion of jokes, anecdotes, satire, understatements, puns 

and irony, etc. The use of humour is culture-bound.. What could be humorous ad message in Western 

culture may not necessarily mean the same thing in more conservative eastern cultures. Some evidence 

suggests that better-educated and professional persons are likely to be best suited to absorb humorous 

messages. Based on the Gestalt principle F contrast, humorous commercials seem to work best when 

presented in an action-adventure setting. There are contrasting views and many qualifying conditions on 

the effectiveness of humour and, for these reasons, perhaps, it would be wise for the advertisers to use 

humour very selectively for products and audiences that seem to be most suitable for this approach. 
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