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Learning Objectives
1. To understand the components of communications, 
2. To identify message source credibility, and barriers to effective transmissions. 
3. Appreciate how to design persuasive communications

Communications can be either impersonal or interpersonal. In marketing, the sources of impersonal communications are messages that companies transmit through their marketing departments, advertising or public relations agencies, and spokespersons. 
The targets, or receivers, of such messages are usually a specific audience or several audiences that the organization is trying to inform, influence, or persuade. The senders of interpersonal communications may be either formal sources (e.g., a salesperson in a physical or virtual retail location) or informal sources (e.g., peers with whom the consumer communicates face-to-face or via electronic means). 
The key factor underlying the persuasive impact of a personal or interpersonal message received from either a formal or informal source is the source’s credibility—the extent to which the receiver trusts and believes the source sending the message. The influence of interpersonal sources can have a great effect on consumers’ shopping patterns, and the perceived honesty and objectivity of the sender of the communication can have an huge impact on how the communication is accepted by the receivers.
The communication process
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Elements of Communication
In marketing, the bases of impersonal communications are messages that companies transmit through their marketing departments, advertising or public relations agencies, and spokespersons. The receivers, of such messages are usually an audience or several audiences that the organization is trying to inform, influence, or persuade. The senders of interpersonal communications may be either formal sources like a salesperson in a physical or virtual retail location or informal sources with peers with whom the consumer communicates face-to-face or via electronic means). 
The key factor underlying the persuasive impact of a personal or interpersonal message received from either a formal or informal source is the source’s credibility—the extent to which the receiver trusts and believes the source sending the message. The influence of interpersonal sources can have a great effect on consumers’ shopping patterns, and the perceived honesty and objectivity of the sender of the message can have an enormous impact on how the communication is accepted by the receivers.

Message Source Credibility
When information is transferred from the short-term memory to the long-term memory, over time, it is separated from the context in which it was learned. For example, although you know your county’s capital, you probably do not remember how you learned this piece of information. The disassociation of the message from its source over time—remembering only the message content but not its source—is called the sleeper effect.
A high-credibility source of information is initially more influential than a low-credibility source, both positive and negative credibility effects tend to disappear after 6 weeks. Additionally, the theory of differential decay suggests that the negative memory of low-credibility sources, decays faster than the content of the message. However, restoration of the same message by the source serves to prod the audience’s memory, and the original effect manifests itself; that is, high-credibility sources remain more persuasive than low-credibility sources.
For marketers, the sleeper effect and differential decay imply that messages featuring high-credibility spokespersons must be repeated often if they are to maintain high levels of persuasiveness. Compared with impersonal communications in mass media, a key advantage of interpersonal communications is the ability to obtain immediate feedback through verbal as well as nonverbal cues.

Barriers to effective Communications
The key influences that drive consumers to ignore or misinterpret messages are cognitive 
selectivity and message clutter
Psychological Selectivity
Selective exposure reflects differences in consumers’ levels of attention to advertising messages. Most consumers read ads carefully for products they are interested in and tend to ignore advertisements that have no interest or relevance to them. 
Technology provides consumers with increasingly sophisticated means to control their exposure to media. Consumers can now control their exposure to mass media and avoid commercials while watching TV by using the pause function when a string of commercials starts and then quickly returning to the broadcast when the ads are over. 
Message Clutter
Just as telephone static can impair a phone conversation, psychological noise in the form of competing advertising messages or distracting thoughts can affect the reception of a promotional message. A viewer faced with the clutter of nine successive commercial messages during a program break may actually receive and retain almost nothing of what he has seen. 
Marketers use the following strategies to overcome or limit psychological noise:
1. Repeated exposure to an advertising message surmounts psychological noise and facilitates message reception. 
2. Copywriters often use contrast to break through the psychological noise and advertising 
clutter and attract consumers’ attention. Contrast includes featuring an unexpected outcome; increasing the amount of sensory input (such as color, scent, or sound); and identifying the message appeals that attract more attention.
3. Digital technologies allow marketers to monitor a consumer’s visits to websites, infer the person’s interests, and design and send customized promotional messages to that person.

Designing Persuasive Communications
i. Define Communications objectives
Communication objectives are goals for messages or programs of communication. They are used to identify your audience, craft messages and evaluate results. Communication objectives is a broad term that can apply to areas such as marketing, sales, knowledge work, creative works, public speaking, governance, management and leadership. The following are examples of communication objectives.
· creating awareness of a service
· promoting sales of a product
· attracting retail patronage
· reducing post purchase dissonance
· creating good-will, favorable image
ii.  Determine Target Audience
A target audience is a group of consumers within a target market, identified as the receivers for a particular advertisement or message. In a marketing communication, identifying a target audience is crucial as it helps focus the individual advertising and promotional efforts. This can be achieved through:
· Segmentation – Identifying distinct groups of consumers
· Targeting-Need to know and understand target group very well, and know what the product can do for the target group
· Positioning-What the product means to them

iii. Determine the media strategy
A media strategy is a type of strategy that implements the use of a particular media to achieve advertising or marketing goals. Media strategies are frequently used in advertising campaigns to increase brand awareness and interest in a company's products or services.
· New media are more dynamic than traditional mass media. 
· Messages are: a) Addressable b) Interactive c) Response-measurable 
· New or nontraditional media is sometimes called “unmeasured media” because the organizations monitoring companies’ advertising expenditures have not developed distinct means for computing the amount of money spent on each “unmeasured” medium separately.

iv. Determine the message strategy 
The message is the thought idea, attitude, image or other information that the sender wishes to convey to the intended audience.  It works to convince consumers – why they should buy? In what way is it special? what are the benefits? Value it offers? 
Marketers need to phrase or encode their message in ways that fall within their target audience’s zone of understanding and familiarity 

Communication Messages Effectiveness and Feedback
Marketers measure their communications’ persuasion effects (whether the message was received, understood, and interpreted correctly) and their sales effects (whether the messages of a given campaign have generated the sales level defined in the campaign objectives).
Advertisers also gauge the exposure and persuasion effects of their messages by buying data from firms that monitor media audiences and conduct audience research to find out which media are read, which television programs are viewed, and which advertisements are remembered by their target audience(s).
Physiological measures track bodily responses to stimuli. Attitudinal measures gauge consumers’ cognitive responses to messages, including their levels of engagement and involvement with the messages tested. Semantic differential and Likert scales are used in testing ad copy to assess whether respondents like the message, understand it correctly, and regard it as effective and persuasive. Researchers also use day-after recall tests, in which viewers of TV shows or listeners to radio broadcasts are interviewed a day after watching or listening to a given program and asked to describe the commercials they recall.
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