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Colgate Max Bright helps your smile look it’s best. 

The mini white strips work overtime to brighten 

teeth while still reducing cavities, plaque and 

tartar. It freshens breath and helps bring back your 

smile’s natural whiteness. You no longer have to 

be afraid to show off your teeth. It is time to un-dull 

your smile!



Target Audience:

Theory categories Matching Ad Elements

Tenet 1: The Balance Theory 

triangle begins with a Person (P) 

who “likes” someone or 

something, the Liked Other (O).

The target audience is adults 18-45 

who like bright smiles ,white teeth and 

meaningful relationships.

Tenet 2:  Link the Liked Other 

with the product, service, or idea 

being promoted, the Object (X).

Colgate will allow you to get show off 

your smile and get closer to those who 

mean the most to you.

Tenet 3: Person has 3 options to 

achieve psychological balance 

and consistency: 1) Change 

attitude toward Object; 2) 

Change attitude towards Other; 

3) Infer a changed attitude 

between Other and Object.

By using Colgate Max White, the 

worries of a dull smile are in the past. 

When smiles are whiter, you feel more 

free to be yourself and have fun with 

the ones you love. 



It shouldn’t hurt to whiten your teeth. Ordinary 

whitening strips strip away enamel, causing 

sensitivity to hot and cold temperatures. 

Colgate Max White whitens teeth without the 

sensitivity. Only Colgate has fused white strips 

with enamel protection while still fighting odor-

causing germs and plaque. And all this is done 

while you brush. Try it! Your teeth will thank 

you.



Target Audience:

Theory categories Matching Ad Elements

Tenet 1: People seek attitudinal 

consistency. Attitudes occupy a 

place on a scale, usually towards 

the ends.

The attitude is that whiter teeth mean 

sensitivity to extremes. People  need to brush 

their teeth.
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Tenet 2:  When two objects are 

linked by an associative assertion 

or dissasociative assertion, people 

try to make their attitudes 

towards the two objects 

consistent.

The first object is toothpaste. The second 

object is regular whitening strips which cause 

sensitivity. People feel that white strips work 

better and are more convenient because they 

can be used on-the-go. However, they are 

single dimensional in that they only whiten 

teeth. Colgate put mini strips in toothpaste 

making it multi-functional.

Tenet 3: People try to find a point 

of equilibrium, shifting both 

attitudes towards one another. 

The attitude held most strongly 

will shift the least.

Whitening teeth doesn’t have to be painful. 

Ordinary whitening strips cause sensitivity 

and can stop you from enjoying the simple 

things in life like ice cream or coffee. Colgate 

whiten teeth while protecting the enamel and 

reducing sensitivity without the use of bleach. 

Toothpaste will shift the least because 

everyone needs toothpaste for hygiene 

purposes.



Does your toothpaste whiten your teeth? Colgate Max 

White can brighten your smile in just 14 days! Other 

brands use bleach which can cause sensitivity. Colgate 

uses all natural ways to whiten without compromising 

what you can eat. Take the Colgate Max White challenge 

and get your confidence back. See just how bright your 

smile can be.



Target Audience:

Theory categories Matching Ad Elements

Tenet 1: People prefer their 

attitudes to be consistent.

The target audience is adults 18-45 who 

would like whiter teeth. They view 

toothpaste as a necessity, but are self-

conscious about their smile and may be 

more introverted because of their teeth.

Tenet 2:  When they become 

aware of inconsistent attitudes, 

they are in a state of dissonance.

Smiling with yellow teeth and out-going may 

be inconsistent.

Tenet 3: People seek to reduce 

cognitive dissonance if its 

magnitude is large.

This ad is aimed at raising dissonance. I 

want consumers to change their behavior by 

changing toothpastes and brightening their 

smile.

Tenet 4: People can reduce 

dissonance by: 1) Changing the 

attitude or its importance; 2) 

Changing the number of attitudes 

that support the attitude or 

behavior; 3) Changing the 

behavior. 

-To change behavior,  make a 

very small request to gain 

commitment.

- To keep a behavior the same, 

provide rationale: Denial, 

bolstering, transcending, 

differentiating.

Consumers should buy Colgate Max White. 

The ad prompts the consumer to take the 

“Colgate Challenge” and also infers they will 

gain confidence.



Colgate Max White is the leading whitening 
toothpaste. It is recommended by four out of five 
dentists for safely whitening teeth. Other brands 
claim to whiten teeth, but Colgate Max White 
proves it does while protecting your enamel, 
fighting cavities and freshening breath. Plus, it does 
it all while you brush your teeth. Trust your smile 
to Colgate.



Target Audience:

Theory categories Matching Ad Elements

Tenet 1: People accept messages 

that reflect what they believe to be 

a consensus.

Everyone wants a white, sparkling smile

Tenet 2:  People accept messages 

that are consistent across contexts 

& audiences.

The other ads I would develop would 

compare Colgate to other brands such as 

Aquafresh and Crest. They would highlight 

non-normative behavior such as Colgate’s 

results being much better than the 

competition. 

Tenet 3: People accept messages 

that are distinctively tailored to the 

discussion at hand.

Graphic demonstrates nice looking couple 

with white teeth and caption states that 

Colgate is the next best thing aside from a 

dental visit. 


