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https://www.youtube.com/watch?v=4CfgO56C0I8



¡ https://www.youtube.com/watc
h?v=R6HDugp9msQ

¡ SKII  dictator

¡ https://www.youtube.com/watc
h?v=2crDzLZwWNo&index=2&lis
t=PLkiV2Y5dFGXfmubp2g_Ba5rE
PnpBVntPY

¡ The talk

¡ https://www.youtube.com/watc
h?v=u7qfXOqfrdg&index=19&list
=PLkiV2Y5dFGXfmubp2g_Ba5rEP
npBVntPY

¡ McDonald fol low arches



Hierarchy of effects works in a pretty linear way. It states that when are exposed to 

advertising we pass through 3 main stages:   

1. Cognitive (Learn): get to learn, to know, to understand. This is the stage where 

awareness of something is firstly built and after deepened down into more detailed 

knowledge of the details.

2. Affective (Feel): once learned something we form attitudes, like-dislike, 

preferences, conviction. Do we like what we have learned? Do we think this works for 

us? Does it work better than competitors? 

3. Behavioral (Do): Once convinced, we move to a specific behavior example. 

Purchase.

HIERARCHY OF EFFECTS

LEARN
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Knowledge
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Conviction
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Purchase



IMPLICATIONS: Why is this important for us? 

1. Analysis helps marketers understanding where is the crucial problem and what stage that they 
want to influence with their activities (role of the communication)
Example: is there a problem with this new product because people don’t understand how it works (knowledge) or because they don’t know that the 
product exist (awareness). Implication: 2 different message/activities to solve the 2 above problems

2. Forces marketer to think ahead what response they want from their communication activities. 
The expected response we plan in advance affects the way the advertising is developed. By 
planning responses in advance, creative teams and agencies, know what best tools to use, what 
channels and creative techniques work best.

RESPONSE MODELS: IMPLICATIONS



A brand or  a  product  can  suffer  a  spec i f i c  
problem at  any  spec i f i c  stage  in  the  
descr ibed model  (ex .  low awareness  or  low 
conv ic t ion) .

HOW WE USE THIS IN REAL LIFE (1)?

How many people know this brand? 

How many people like this 
brand? 

How many people think this 
brand is better? 

How many people of them 
do actually buy? 

In this example, here’s the biggest gap, a lot of people like the 
brand but when it comes to think it performs better than 

competitors, there’s a big drop. Why? What is happening? 
Identifying this issue will be critical to plan for the right actions 

and responses. 



Once ident i f ied  the  i ssue,  we want  to  use  
communicat ion  to  so lve  i t .  In  other  words  
we g ive  communicat ion  a  spec i f i c  ro le :  
th i s  i s  ca l led  communicat ion  object ive .  

HOW WE USE THIS IN REAL LIFE (2)?
Roles  o f  communicat ion :

¡Create  awareness  

¡Create  a  favorable  impress ion  

¡Modi fy  att i tudes

¡Susta in  awareness  

¡Reinforce  att i tudes

¡Make people  take  act ion



Once def ined what ’s  the  object ive  of  the  
communicat ion  we can star t  th ink ing  how 
we want  them to  react  when they  see  our  
stor ies (ex .  I f  they  don’t  l i ke  us ,  we want  
to  produce communicat ion  that  might  
surpr i se  them)
P lanners  ca l l  th i s  types  of  “des i red   
response”  we expect  f rom people  when 
they  are  exposed to  our  communicat ion.
We th ink  of  th i s  in  advance so  we can 
ca l ibrate  our  messages (ex .  i f  low 
conv ic t ion  we might  want  to  use  rat iona l  
a rguments ,  compar i son,  sc ience  to  
conv ince  people) .  

HOW WE USE THIS IN REAL LIFE (3)?

Type  o f  des i red  responses :

¡ “Ok I  know you  ex i st ”

¡ “ That ’s  a  good  idea”

¡ “Rea l l y? ”

¡ “Of  course  I  know ”

¡ “ Yes ,  that ’s  my  brand!”

¡ “Oh I  shou ld  go  do  that   now ”



ROLE OF COMMUNICATION > RESPONSE

Ro l es  o f  co m m u n i ca t i o n :

¡C re ate  aware ne s s  

¡C re ate  a  favo rab l e  i m pre s s i o n  
¡Mo di f y  att i t ude s
¡S usta i n  aware ne s s  
¡Re i nfo rc e  att i t ude s

¡Make  pe o p l e  take  ac t i o n

Ty p e  o f  d es i r ed  r es p o n s es :

¡ “O k  I  kn ow y o u  ex i s t ”

¡ “ T h a t ’s  a  g o o d  i d ea ”
¡ “ Rea l l y ? ”
¡ “O f  co u r s e  I  kn ow ”
¡ “ Yes ,  t h a t ’s  my  b r a n d ! ”

¡ “O h  I  s h o u l d  g o  d o  t h a t  
n ow ”

Awareness 
Knowledge

Liking

Conviction
Performance

Purchase



IN SUMMARY

Use pyramids (or 
any similar tool) 
to understand 
the crucial issue 
the brand is 
facing in a 
specific moment

Once identified the 
issue we can assign 
a role to the 
communication. This 
is the 
communication 
objetctive (how 
communication will 
solve the problem)

Once identified the 
role of the 
communication I want 
to plan in advance 
what type of reaction I 
expect from people. 
This will help our 
creative teams to use 
the right creative tools



LET’S GET FAMILIAR 
WITH DIFFERENT 

TYPES OF RESPONSES



Communication aims at introducing something,  
create awareness and build knowledge.

When need to make people notice new brands or 
new products.
Also when an existing company has something new 
to say. 

Examples:
¡ Launch of a new product feature
¡ Introduction of new packaging
¡ Launch of a new brand

AWARENESS > “OK I KNOW YOU EXIST”
Awareness 



“OK I KNOW YOU EXIST”



“OK I KNOW YOU EXIST”



Task is to show how the product / brand is good at 
solving individual needs, wants or desires.

Employed to show how a product or service can 
serve a particular role or to introduce a new or 
unexpected role in the lives of consumers.

Examples:
¡ Introducing a new application to call a taxi from 

anywhere
¡ Showing how a new technology helps make life 

easier

FAVOURABLE IMPRESSION > 
“THAT’S A GOOD IDEA”

Knowledge



“THAT’S A GOOD IDEA”



“THAT’S A GOOD IDEA”

https://www.youtube.com/watch?v=IOSVN30RPE4



This communication task is to modify or change an 
existing attitude. 
In this case we want to change a perception that is 
either undesirable, undifferentiated or inaccurate to 
something more relevant, motivating, true and 
different.

In order to change a perception we must challenge 
existing ones, hence the surprise factor in this task.

Examples:
¡ Shock advertising to make people think about 

health issues 

MODIFY ATTITUDES > “REALLY?”
Liking



“REALLY?”



“REALLY”

https://www.youtube.com/watch?v=qQQMygivn0g



Once the  brand has  been launched and 
people  are  aware,  we want  to  mainta in  
brand awareness  l ink ing  the  brand to  
something  that  i s  re levant  for  consumers  
in  that  spec i f i c  categor y.

Th is  task  i s  to  attach  the  brand to  
un iversa l  t ruths  about  the  consumer ’s  l i fe  
in  which  the  product  or  ser v ice  has  a  
spec ia l  re levance or  un ique ab i l i ty  to  
so lve  a  problem.  

Examples :
¡ Breeze  reminding  moms that  “d i r t  i s  

good”  for  the i r  k ids ’  g rowth.

SUSTAIN AWARENESS > 
“OF COURSE I KNOW”

Performance



“OF COURSE I KNOW”



“OF COURSE I KNOW”



“OF COURSE I KNOW”



Reinforces  some int r ins ic  t ruth  about  the  
company,  product/ser v ice .

Th is  i s  appl ied  when consumers  know 
what  the  brand stands  for  but  th i s  image 
i s  e i ther  fad ing ,  becoming  less  re levant  or  
cha l lenged by  new compet i tors .   

A l so  somet imes  companies  must  keep 
the i r  compet i t i ve  advantage top of  mind 
to  prevent  compet i tors ’  ac t i v i t ies .

Examples :
¡ Volvo  re-express ing  i t s  safety  

c redent ia l s   

REINFORCE ATTITUDES >
“THAT’S MY BRAND!”

Conviction



“THAT’S MY BRAND!”



“THAT’S MY BRAND!”

https://www.youtube.com/watch?v=0ruHOaHrGnQ



Communicat ion  dr ives  an  immediate  
act ion  or  response.

For  e i ther  d i rect  se l l ing  (e .g . ,  ca l l  now to  
order )  or  as  a  mechanism to  encourage 
another  stage  in  the  buy ing  process  (e . g . ,  
test  dr ive ,  check  out  webs i te ,  etc . ) .

Examples :
¡ “Subscr ibe  to  xxx  program and get  a  

f ree  xxx ”
¡ Unqi lo store  tex t ing  top  customers  wi th  

“1  Hour  Sa le”  announcements

ACTION > 
“I SHOULD GO DO THAT RIGHT NOW”

Action



https://www.youtube.com/watch?v=m3a-hOwPLxQ

“OH I SHOULD GO DO THAT NOW”



“OH I SHOULD GO DO THAT NOW”



OK LET’S TRY

• What category of products?
• What is the key message?
• What’s the role of the communication?
• What is the response they’re looking for?



https://www.youtube.com/watch?v=XjJQBjWYDTs



https://www.youtube.com/watch?v=HB3xM93rXbY







“I ALWAYS KNEW IT”







https://www.youtube.com/watch?v=EYX5fFxcXWU







https://www.youtube.com/watch?v=TCv3RnXIGT0















HTTPS: / /WWW.YOUTUBE.COM/WATCH?V=O8RC
OB3WQOS








