All Creativity. No Crash.

5-Hour Energy
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Increases your energy and focus for whatever you may have to accomplish



	Target Audience:   younger working professional ranging in age from 21-35, who lack energy and focus to complete tasks at both work and home.

	Theory categories
	Matching Ad Elements

	Tenet 1: People change a degree at a time, from existing attitudes.
	Caffeine consumers, due to the fact that they are in a steady job, and lack energy. ..Task oriented, yet lack focus to fully complete these tasks, due to either lack of sleep or exhaustion from work.

	Tenet 2:  Attitudes are a range (latitude), not a single point. There are latitudes of acceptance (LoA), noncommitment  (LoN), and rejection (LoR) around the “anchor,” the most strongly held attitude.
	This group’s latitude of acceptance would take a position that energy drinks help with energy and focus to help complete tasks.  The latitude of rejection would be that other energy drinks have made them crash and feel worse than before, which is why 5-hour energy stresses the fact that there is no crash.

	Tenet 3: The more ego-involvement (EI), the smaller the latitudes of acceptance and noncommitment and the larger the latitude of rejection. EI enhances contrast and reduces assimilation.
	Even though there is relatively high ego-involvement, this group is typically open to the idea of this type of product, and the message is geared to those who have experienced a crash from a previously consumed energy drink.

	Tenet 4: People respond more to a message that seems similar to their existing idea (assimilation) and do not respond to dissimilar messages (contrast; message discrepancy)
	The graphic depicts a professor with extreme focus; the goal of this is to show his intense concentration from a creative mind.  The headline proposes that this product will help your focus and creativity, while stressing the fact that there is no crash and other side effects contained in other products.



Social Judgment Theory
This could all be yours…
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Go to that relaxing place, and get the rest you deserve!
Ask your doctor if Ambien is right for you.  Make sure you dedicate at least 8 hours to sleep.
	Target Audience:  :   adults ranging in age from 18-60, who have trouble sleeping through the night, and it is affecting their daily life

	Theory categories
	Matching Ad Elements

	Tenet 1: People accept messages that reflect what they believe to be a consensus.
	This audience would typically be in agreement about getting much needed rest.  “Everyone agrees that getting sleep is good.”  Especially to this sleep deprived segment 


	Tenet 2:  People accept messages that are consistent across contexts & audiences. 
	This advertisement looks to create a very relaxing scene, while accompanying ads will paint a similar picture of a relaxing situation to generate an association between ultimate relaxation and Ambien.

	Tenet 3:  People accept messages that are distinctively tailored to the discussion at hand.
	The headline and graphic look to capture the attention of the audience by depicting the silhouette of a woman on a hammock with a gorgeous sunset.  The headline, “this could all be yours,” tailors the message to the goal of associating leisure and rest with this product.


Attribution Theory
Envious?
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Meet our most recent customers.
Come on in and lay down for yourself.
20-30% of all Memory Foam Mattresses 



Cognitive Dissonance Theory
	Target Audience:   adults ranging in age from 18-60, who have trouble sleeping through the night, and it is affecting their daily life

	Theory categories
	Matching Ad Elements

	Tenet 1:  People prefer their attitudes to be consistent.
	This group would be open to the idea of getting a good nights rest, since they are having trouble sleeping one way or another.



	Tenet 2:   When they become aware of inconsistent attitudes, they are in a state of dissonance.
	A mattress is a big investment for most people, and may feel that the mattress is the reason for their sleeping troubles.  The graphic and headline intends to challenge that person and have them come and try out the mattress and it should sell itself.

	Tenet 3:  People seek to reduce cognitive dissonance if its magnitude is large.
	This ad looks to raise the dissonance of this group by changing their attitude so they can enjoy the peaceful rest depicted in the graphic, so they won’t have to be envious anymore.  



	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.
	By challenging the potential customer to come try out a Serta mattress, combined with an added discount as incentive, this ad looks to get the customer to the store in hopes the mattress will do the selling with it’s comfort. 



Falling Asleep…Or Falling Sheep
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Fortunately for you sheep counters, 
there is non narcotic, OVER THE COUNTER Unisom. 
Fall in love with your pillow again.

Avoid the dangers of other prescription medication sleep aids and fall asleep the natural way. 



Congruity Theory
	Target Audience:   adults ranging in age from 18-60, who have trouble sleeping through the night, and it is affecting their daily life.

	Theory categories
	Matching Ad Elements

	Tenet 1: People seek attitudinal consistency.  Attitudes occupy a place on a scale, usually towards the ends.
	People either fall asleep or count sheep.  Naturally, they would rather get a good night’s rest, therefore making Unisom consistent with that restful sleep.  However, they also worry about the expense and dangers of prescription sleeping aids.  Unisom is sold Over-the-counter, and non-narcotic.

	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 headline, graphic, body, copy, and logo work together to link falling asleep by an associative assertion with Unisom, and a disassociate assertion with counting sheep, or not sleeping.

	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.


	This advertisement proposes that the equilibrium point between sleeping and not sleeping could be a non-narcotic over-the-counter sleeping aid.



Advertisement Explanations
Coleman J. Lunt

COM 635 Persuasion

Professor Joan Van Tassel

Week 2 Print Ads

1). 5-Hour Energy

Audience:  The general audiences for all of these advertisements are people who have trouble with both focus and energy, due to lack of sleep.  Energy drinks have typically been geared towards the younger crowd ranging from 15-25 years of age, with a trendy, hip theme.  The audience for 5-hour energy looks to broaden the typical energy drink audience into the younger working professional ranging in age from 21-35, who lack energy and focus to complete tasks at both work and home, which talking to some coworkers, is a fairly big group of people.


Social Judgment Theory:  Some assumptions of this audience are that they are typically caffeine consumers, due to the fact that they are in a steady job, and lack energy.  Their existing attitudes would be task oriented, yet lack focus to fully complete these tasks, due to either lack of sleep or exhaustion from work.  This group’s latitude of acceptance would take a position that energy drinks help with energy and focus to help complete tasks.  The latitude of rejection would be that other energy drinks have made them crash and feel worse than before, which is why 5-hour energy stresses the fact that there is no crash.  Since this audience has typically tried some form of energy drink before, ego-involvement does not play that big of a role in this product, because this audience is privy to the energy drink market.  They are typically open to the idea of this type of product, and the message is geared to those who have experienced a crash from a previously consumed energy drink.  The graphic is a professor with extreme focus, the goal of this is to show his intense concentration, and the headline proposes that this product will help your focus in whatever you may have to accomplish, thus leaving it open to each person’s goals or tasks that they hope to accomplish with this new found energy.

2). Ambien

Audience:  Some research that has been conducted shows that “more than half of the adults in the United States suffer from sleep problems several times a week and that a vast majority of them have trouble sleeping at least once a month (http://findarticles.com/p/articles/mi_hb3007/is_/ai_n29297454).”  This audience consists of adults ranging in age from 18-60, who have trouble sleeping through the night, and it is affecting their daily life.  


Attribution Theory:  This audience would typically be in agreement about getting much needed rest.  “Everyone agrees that getting sleep is good.”  This audience would be receptive to this ad because they are typically sleep depraved.  The bold headline of “this could all be yours,” gets them interested, while the graphic of the silhouette of a woman on a hammock relaxed with the beautiful colors of the sunset on the water attract the audience to the gorgeous scene.  The end result is to get the customer to realize that they can go to that relaxed place and get the sleep they need and deserve with this product.

3). Serta  


Audience:   same as Ambien…lack of sleep can also be due to the fact that you have an uncomfortable and outdated mattress, which is what this ad touches upon.


Cognitive Dissonance Theory:  This audience is generally having trouble sleeping through the night, so their attitude toward a new comfortable mattress would be a receptive one, however some may feel a mattress is a mattress, and have a thrifty outlook to purchasing a new bed.  The goal of this advertisement is to raise dissonance, or change the behavior of the customer.  Most likely this sleep depraved audience would see the graphic depicting all different types of people all dressed in white in a deep sleep.  The advertisement is attempting to change the mind of these people, providing rationale to get the potential customer to come down to a store and try out a bed to see how comfortable a Serta mattress can be.  “Come on in and lay down for yourself.”

4). Unisom 


Audience:  same as Ambien…most adults have trouble sleeping, however this product is offered Over-the-counter, as opposed to doctor prescribed Ambien.
Congruity Theory:  The attitudes of this audience would typically reflect the need for a good nights sleep.  This product is available over-the-counter and will help the consumer sleep, and make those restless nights a thing of the past.  The graphic of the sheep jumping off the edge of the cliff, is a creative way of persuading the consumer that the counting of sheep will no longer be needed when you use this product, just a good nights rest.  The ends of the scale would be the views of anyone who takes a narcotic to fall asleep is wrong, where the other end, where this audience would fit, is that sleep aids are needed to help cure those restless nights.  With the headline, “no more counting sheep,” the sleep depraved audience attention is captured, and by using this product the restless nights will become a thing of the past for these potential consumers.  The graphic and headline help shift the audience towards a point of equilibrium towards the product where the sleep aid will help cure those sleepless nights, and give you more energy and focus for your daily activities, whatever they may be.              

�Avoid the dangers, problems, and expense of prescription medications.
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‘WE MAKE THE WORLD'S
BEST MATTRESS.™



