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Abstract

Advertising appeals are used for the purpose of introducing the
advertising idea in persuasive way to influence the audience. Appeals can
be divided into rational and emotional attractants, depending on whether
advertisers want to influence the logical or emotional motivations of the
consumer to purchase the advertised product or service, it is a cornerstone
in creating an innovative advertising strategy capable of delivering the
advertising message to the target audience in the simplest form and the
least possible time.

This study attempts to explore the kind of rational and emotional
appeals that was used in outdoor ads and their ability to influence the
attractiveness of advertising and consumer response.

Advertising appeals on outdoor ads on the 26th of July Corridor
Road in Greater Cairo, Egypt, during Ramadan 2019, have been studied,
through the use of the descriptive approach accompanied by an analytical
study of a group of unipoles.

The research found that emotional appeals was more used than
rational appeals, and the focus on brand appeals was prevalent in most
ads.

In conclusion, advertising when effectively designed, can be a
tool that generates a lot of sales for a company. This is done by putting
customer needs at the forefront, and providing real information about the
products, through the effective use of appeals.

Key words

advertising appeals, advertising idea, rational attraction, emotional
attraction, advertising strategy, advertising message, outdoor ads, brand
appeals.
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