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EFFECTIVE ADVERTISING
—Understanding when, How, and Why Advertising Works-

Chapter 8.

dvertising as Persuasion
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~outes of Persuasion
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Permanence of the change
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~esistance to change
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Stability of Persuasion
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€ Herbert Krugman

ow-Involvement or Passive Processing
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\Vere Exposure
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oft-sell Messages
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ubliminal Advertising
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epetition in Persuasion
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rand Familiarity
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Vlessage Complexity
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Implications
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Theory of Conditioning
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