We Know Green…
We also know style and durability
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The New BioMoGo!
Do Your Part and Help Save the Environment
We’ve added a non-toxic, natural additive to the MoGo that encourages anaerobic microbes to munch away once it hits the landfill.

Within 20 years time, Brooks alone will save 29.9 million pounds of landfill waste with this new technology.
www.brooksrunning.com/Green+Room
THEORETICAL RATIONALE: THEORY OF REASONED ACTION

	Target Audience:  25-50 year old men who care about the helping to save the environment but do not want to sacrifice quality, style, or functionality for their ‘green’ product

	Tenet 1:  Change behaviors, not attitudes.
	The goal is to show off the new biodegradable shoe, emphasizing that you don’t have to sacrifice style and durability to do your part in helping the environment.  Changing the behavior but not the attitude of the potential customer.

	Tenet 2: There is a relationship between intentions and behaviors: 1) volitional control; 2) Correspondence between intentions & behavior (action, target, context, and time); 3) Time between the intention and the behavior.
	The intention is to buy quality running shoes, where the behavior is helping the environment in purchasing the new biodegradable technology that Brooks has discovered and implemented to their products

	Tenet 3: Attitude toward behavior -The strength, salience, and type of beliefs will affect behaviors
	They believe in helping the environment, and with this new technology and durable running shoe, they may change their purchase from a less ‘green’ shoe to the BioMoGo because of their dedication to the environment.

	Tenet 4: Subjective norm - Attitudes and thoughts about the beliefs of salient others & motivation to comply (or be in agreement with) salient others
	Most people would agree that saving the environment is a positive and necessary action to take

	Tenet 5: People have a different balance between their reliance on their own attitudes and the attitudes of others
	The majority of the population is aware of the dangers that materials do to the environment

	Tenet 6: All these issues lead to an intention (or not) to adopt a behavior, and hence to the adoption of a behavior (See Tenet 2)
	This advertisement allows this audience to adopt a behavior that helps the environment without sacrificing quality.  They may adopt this brand because of this companies similar dedication to helping the earth. 


You’ve never seen an Electric Car like this
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Introducing the Brand New Tesla Roadster!

· 100% Electric

· 0 to 60 mph in 3.9 seconds

· 14,000 rpm redline

· Burns no oil

· 244 miles per charge

· Pennies per mile

www.teslamotors.com
THEORETICAL RATIONALE: THEORY OF PLANNED BEHAVIOR
	Target Audience:  25-50 year old men who care about the helping to save the environment but do not want to sacrifice quality, style, or functionality for their ‘green’ product 


	Tenet 1: Focus on behaviors rather than attitudes. Includes behaviors that are under volitional control…and those that are not.
	The behavioral goal of this ad is to show that this vehicle is not only stunning and extremely fast but also good for the environment 

	
	

	Tenet 2 Attitude toward behavior -The strength, salience, and type of beliefs will affect behaviors
	Most believe that electric cars are good for the environment, but lack other features that this group may desire, such as style and quickness.  This ad tries to convince this group that this car is not your typical electric car.

	Tenet 3: Subjective norm - Attitudes and thoughts about the beliefs of salient others & motivation to comply (or be in agreement with) salient others
	Going green is a topic that most of the population is aware of, due to the increasing global warming issues.  This product offers amenities to join in on the fight to help in saving our beautiful earth, which would be the salient beliefs of others.

	Tenet 4: People have a different balance between their reliance on their own attitudes and the attitudes of others
	This type of person likes their cars to be fully functional, but would likely take the attitude of the general population to help the environment with a purchase of an electric car.

	Tenet 5:  People perceive whether or not they have volitional control over a given behavior. 
	They have volitional control over this behavior because they understand that purchasing an electric has its perks to our earth.

	Tenet 6: All these issues lead to an intention (or not) to adopt a behavior, and hence to the adoption of a behavior (See Tenet 2)
	The ultimate goal is to pose interest in the potential buyer in this audience about the benefits of this type of electric car, without sacrificing all the amenities that guys want in their sports car.  Adopt an open mind to this new hot sports car, because it helps the environment, and is not to shabby to look at and drive.  


Come join the Fight…
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Bring in your own reusable bags and help save the Environment.

Vons understands the amount of bags that get thrown away after only 1 use.  Join us in the fight, and bring in your own reusable bags and get an extra 10% off of your bill.

Every Little Bit Helps!
www.vons.com
THEORETICAL RATIONALE: ELABORATION LIKELIHOOD METHOD- PERIPHERAL ROUTE
	Target Audience:  25-50 year old men who care about the helping to save the environment but do not want to sacrifice quality, style, or functionality for their ‘green’ product

	Tenet 1: There are two ways to persuade: Through thinking and through feeling
	Trying to persuade Vons customers to bring in their own reusable bags to do their part in helping the environment.  The graphic of the plastic bag around the globe, helps depict the trouble that the earth is in, and how you can help.

	Tenet 2: The peripheral route is one where people are not motivated to think about the product, service, or idea because it is 1) inexpensive; 2) simple; 3) taken for granted – commodity; 4) easy to find; 5) familiar
	This ad is not necessarily motivating the audience to think about Vons products, but rather to get the customer thinking about reusing their bags and helping the environment.  Through this combined effort of offering these customers who comply with an extra 10% off their bill, Vons shows their dedication to helping both the earth and the customer through this campaign.  

	Tenet 3: The central and peripheral routes require different strategies.
	This would also be a good public relations move for free press for the company

	
	


What’s Your Current State?
Al Gore can now monitor energy usage from his iPhone and so can you.  
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Apple Inc. and The Greener Grass organization have combined efforts to develop a system, Current State, which allows iPhone users the ability to monitor their energy usage for powered devices right from their phone.  You can control all of your powered devices, and set up automatic timers to be as energy efficient as possible with the ability to monitor your energy usage from virtually anywhere.
www.thegreenergrass.org
THEORETICAL RATIONALE: Message Factors – Source Credibility

                     






       -- Receiver Factor









       -- Message Factor

	Target Audience:  25-50 year old men who care about the helping to save the environment but do not want to sacrifice quality, style, or functionality for their ‘green’ product

	1. Research shows that this factor has an effect on persuasion. 
	Al Gore is an icon that most would associate with spearheading this recent ‘green’ movement.  His source credibility allows his endorsement to have an effect on this audience

	2. This ad incorporates this message factor in several ways: headline, graphic, first paragraph
	The headline is both catchy and informative because it references the program that monitors energy usage, ‘Current State.’  The graphic depicts Al Gore with the earth as a background, an apple iPhone, and an apple logo.  These graphics attempt to create an integrated marketing campaign with apple and greener grass combining to create the awareness and capabilities of this product with regards to saving the environment

	3. Why does this appeal work for this target audience?
	This appeal would work for this target audience because they do care about the environment, which is why Al Gore’s credible stature in this ‘green’ movement helps endorse the benefits of this service.  The combined efforts help to create awareness, and offer viable solutions to combat energy waste.


