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* Underlying Fowles' psychological analysis of advertising is the assumption that advertisers try to circumvent the logical, cautious, skeptical powers we develop as consumers, to reach, instead, the "unfulfilled urges and motives swirling in the bottom half of [our] minds."

Roughly fifteen percent of all advertisements incorporate a celebrity, almost always from the fields of entertainment or sports. As a rule of thumb, about sixty percent have two conspicuous appeals; the last twenty percent have three or more.

An advertisement communicates by making use of a specially selected image (of a Supine female, say, or a curly-haired child, or a celebrity) which is designed to stimulate "subrational impulses and desires" even when they are at ebb, even if they are unacknowledged by their possessor.
1. The need for sex - surprisingly, only 2 percent of the television ads surveyed used this appeal; it’s blatant, often detracts from the product and creates controversy.

2. The need for affiliation - the largest number of ads use this approach: using the need for friendship, companionship, affection.

3.  The need to nurture - every time you see a puppy, a kitten or a child and think “awwww,” the appeal is to the consumer’s natural paternal or maternal instincts.

4. The need for guidance - a father or mother figure can appeal to the desire for someone to care for you; techniques that alleviate worry or offer an authority.

5. The need to aggress - we all have had a desire to get even, satisfaction in avenging.

6. The need to achieve - the ability to accomplish something difficult and succeed, often identifies the product with winning, sports.

7. The need to dominate – offers the audience a kind of power to master or achieve.
8. The need for prominence - we want to be admired and respected, to have high social status; things that are classy, tasteful and elite are intended to fulfill this need.

9. The need for attention - we want people to notice us; we want to be looked at, desired. Beauty products almost always utilize this approach.

10. The need for autonomy - within a crowded environment, we want to be singled out, to be an individaul, independent.  This can also be used negatively – the fear of being left out.

11. The need to escape - flight is appealing; the idea of escape/adventure is pleasurable.

12. The need to feel safe - to be free from threats, to be secure is the appeal of many insurance and bank ads.

13. The need for aesthetic sensations - beauty attracts us, and classic art or dance makes us feel creative, enhanced.

14. The need to satisfy curiosity – schematics, data, charts, graphs, things that need to be tested or fly in the face on conventional wisdom, things that offer the unknown.

15. Physiological needs: food, drink, sleep, etc. Advertisers for juicy pizza are especially appealing late at night.
