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Abstract

The definition of the strategy of communication is the third 

step in the communication process. The selection of the 

strategy depends on the objective of communication and the 

target. Both, the objective and the strategy, should be 

defined taking into consideration the characteristics of the 

attitude towards the brand in the selected segment. In this 

chapter, the cognitive, affective, and conative strategies of 

communication are explained, describing specific strategies 

of each type

When designing the message itself, the elements in the 

message and the appeals to use are main points. This 

chapter presents the elements in the message to take 

decisions on, as well as the different appeals to choose from

• Decide the best strategy to develop a communication 

message

• Know the potential appeals to be used and when to use 

each of them

• Develop a message to get brand engagement

Objectives



15.1. Strategies to Develop the

Communication Message

The strategy to be applied is selected based on the situation of the brand, the marketing objective, the communication

objective, the value and or need to be emphasized, the competitors and the consumers’ mindset

In this strategy, arguments are conveyed to the 

consumers

When the main benefits are emphasized but not 

transmitting a superiority declaration, it is a generic 

message, versus a preemptive message, in which it 

appears a superiority claim

Another cognitive strategy consists on placing value 

on the USP 

Some messages use a claim that it is not proven. 

This is called a hyperbole

Cognitive Message Strategies



15.1. Strategies to Develop the

Communication Message

In the affective strategies emotions and feelings

are the main focus of the communication. 

Resonance refers to the strategy when those 

emotions are brought by consumers’ experiences 

(for example with songs linked with a particular 

point in time…). 

In the emotional strategy important feelings are 

the key driver in the communication

Affective Message Strategie 



15.1. Strategies to Develop the

Communication Message

Conative Message Strategie

Tries to get purchases and/or an active 

interaction of the consumer with the brand



15.2. Elements in the Message

Elements
Content

Structure

Format

Source

What to say

How to say it

How to express it

Who says it

Message



15.3. Appeals of the Communication Message

Fear
Humor
Sex
Music
Rationality
Emotions
Scarcity



15.3. Appeals of the Communication Message

Fear Rationality Emotions ScarcityHumor Sex Music

Resnik and Stern's information classification

• Price
• Quality
• Performance
• Components
• Availability

• Special offers
• Taste
• Nutrition
• Packaging
• Warranties

• lndependent research
• Company research
• New ideas
• Safety



15.3. Appeals of the Communication Message

Richins’s
hierarchical
model of
emotions

Emotion

Positive Negative

Contentment Happiness Love Pride Anger Fear Sadness Shame

Contended

Peaceful

Fulfilled

Optimistic

Hopeful

Encouraged

Happy

Pleased

Joyful

Romantic

Loving

Sexy

Pride

Nationalism
Anger

Frustrated

Irritated

Jealous

Envious

Sacred

Afraid

Worried

Tensed

Depressed

Sad

Miserable

Guilty

Embarrassed

Ashamed

Humiliated



Reflection

Are the elements of the message and the appeals the 

right ones? How they could be improved?

Search and explain examples of brands’ 

advertisements applying the cognitive, affective and 

conative strategies

Select 5 from those advertisements. For those 5 ads 

describe the elements of the message and the appeals



Test

Design two messages

1. For a specific objective design two messages for two target groups

2. Explain the decisions taken with regards to the:

2.1. Strategy

2.2. Elements in the message

2.3. Appeals



If you have a question, 

contact our team

carmen.santos@uni leon.es


