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The Advert
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Creative BriefForm

Why Are We Advertising?

A new product launch, but also brand reminder. It is also to introduce the new celebrity

endorsement; Cheryl Cole.
Who are we talking to?

Females in socieconomic groups C2,Dan®E ! 3SR FNRY i HBEYwholiagetiie! 4§ S H N Q

time to take care of their hair and want it to look sophisticated.
What must the advertising say?

CKIFG [QhNBFE A& I G(NHzAGSR o6 NI yRatheghbitiofdyolr 6 NR y 3 3
hair and is the answertd KS 02 yKa-dsYNSNEQ aLINRP 6 f SYa &

The Proposition:

[ Qhwo! [YO! [z[L +WSUGCHSROTAE SOLUTIONS WWAR. | LwQ{ b9 95/
FOR SOPHISTICATED YOUNG FEMALES.

Why should the consumer believe us?

. SO d@&4 is an@stablished and trusted brand, with the support of various celebrities over the
years! f 42 GKS &adz2NBSeé& OF NNASR 2dzi 6& [ QhNBIf 2y Hdy

What tone of voice?

The tone is forceful because it is suggesting that this is the bestrapdolution to the consumeX a
KFANREA LINRPof SYas odzi -poweringkt$ still &ligitorieA YS A0 Aa y2i

Which media?
This is print media, but the advertisement also has outdoor and broadcast variations.
What special considerations arthere?

Just that it has to link to the broadcast advert as well as being an advert in its own right.
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Explanation

[ QhNBIf A& | ROSNIA&aAY3I (2 t1dzyOK I ySé LINERdz
Cheryl Cole as their new celebrity endorsement. At the time this advert was first released there were
I WodzNBUGQ 2F FROSNI A KNP dzAKThedd¥esf eminddtheR + RO ad |y
O2yadzySNBR FyR GFNBSG FdZRASYyOS 2F [ QhNBIf IyR (K¢
advertalsd I dzy OKSa (KS yS¢ WOt POAGS CdzZ f wSailiz2NBQr adzAa
LINEOE SYaQ |y KSiHRZyIONEARdzOZ AR Qb LG A& |faz2 OSNe
with it placed prominently ontherighk YR @A RS 2F (GKS LI 3Sd 1 fa25 (KS
top of the page, by the product name which clearly states the product is nes/ad@itiert also
introduces Cheryl Cole as their new celebrity endorsement, this is the first advert she has appeared
in and her name is printed at the bottom lgfand corner of the advert underneath her photograph.
¢tKSaS NBlFaz2zya | NBnggKe [ QhNBIFIf A& I RASNIAAA

The target audience is females aged between 16 and 29 who are inesmmiomic groups
C2, D and Hhe advert is aimed at females because they predominantly take care of their hair the
most and take pride in their hair, so would want the productatve their haircare problems and
[ QhNBIt 9t OAGS A& Sadl of A aakde Bf 162%is becalkesthesefar® 0 NI y R d
the females who are most likely to be interested in taking care of their hair, the females who have
the most time to do s@and more importantly have the money to spend on the product. They are
also the females who are more likely to aspire to Cheryl Cole. Groups C2, D and E are the groups that
mostly accommodate 9 yearolds and those who aspire to Cheryl Cole. These grbape the

time to watch television and listen to music, so they know who Cheryl Cole is and they are most

fA1Ste (2 o0d2 W[ 221Q YF3ALITAYS IyR aS8SS (KS | ROSNI
2OSNF £t | LIISE NI yOSI & 8itigaastiioR magazie. GHpups2CR,® andlET | T A y ¢

also have disposable income to buy the magazine and the product as they are either working or in
SRdzOF A2y > a2 GKSe& KI\@fhigwhy tBaadvarNg tardeirdat fénialesy 2 y S @ Q d
aged 1629 insociceconomic groups C2, D and E.

¢tKS I ROSNI &adza3Sada GdKS [ QhNBFE 9t OAGS CdAf £
problems, because the target audience want their hair to be perfect. They want their hair to be like
/| KSNEf [/ 2f SQA2THVRI GKBR aANBSGKAYI G2 3ISH GKSY WLIS

advert is aiming to give them.

The proposition is to give the target audience the solutions to their hair problems and to

help them look sophisticated like Cheryl Cdlbis is becaus€heryl Cole is perceived as
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sophisticated and the target audience aspire to her, so to associate the product with her suggests
the product will make the target audience look sophisticated like her. Also the proposition wants to
suggest thatthe productis KS &2t dziAz2zy (2 GKS GIFNBSG | dZRASYyO0SQ:z
Fo2dzi K2¢ UGKSANI KIFIANI f221a2 ¢6KAOK Whishisawkyahey Ay (0 K

proposition suggests the product is the solution to hair problems.

The consumershdzf R 0SSt AS@PS (KSYX 6SOFdzaS [ QhNBIf A&
by the fact that the brand name, whilst featured on the advert repeatedly, it is not in a particularly
large fontsize. This is because the target audience presumably already knéwvta i et S 2¥F [ Qh N
FROSNI & YR GKSANI GF3IAtAYSsS aK2gAy3d GKS ONIYR Aa
2983 women in the UK, which they state at the bottom, using this product, so the target audience
aK2dzZ R y2i 2yt 82 aiS\Ndeadily of RhiNKSS NJ 3¢ 20080y (KK 2 | NB LINBS &
Another reason for trust, is that it is shown quite predominantly that the product has already sold
W2@PSNI M YATEA2YQ dzyAGas F3ALAYy &adzaA3aSadiay3a GKIEG | f
Ff NBFRe FNB Fy20KSNI NBI &XySaic2 NBNMERi, a] O HNSEB I6IK@a [ yOS

trusted.

The tone of voice is forceful, because as with all product launches, the brand wants the
target audience to buy the product and believe init. VéhicA & A K2 gy Ay GKS NBLISGA
LINE 6 f¢ he&rph@se and listing the problems Yy R K2 ¢ G KS LINRRdzOG Aa GKS
NEAG2NE p @2dz2NJ KFANR® {dA3SadAay3d GKS G2yS Aa F2N
the tone B also light, as the target audience do not want to be forced into buying the product, but

instead convinced. So the tone is forceful but still light.

The media is print, because it was found in a magazine. The reason it was in the magazine
W[ 2 2 | &uselitds a tahion magazine. The target audience who buy the magazine are interested

in how they look, so are also likely to be interested in taking care of their hair.
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Comparison

¢KS [ Qh NBI f | R@S Ninturk fusiosadlverised fihreLBoth adwéris Sy S Q &
are product launches and both products argingti 2 a2t @S GKS GF NHSG | dzRASYyO
adzZ33Sad0Ay3 GKS dzas 2F GKSANI LINPRdzOGa® |1 26 SOSNI [ ¢
celebrities whereas PantenseaY 2 RSt Ay GKSANI I ROSNI® [ Qh NBI f & dz
YFE1S GKS dzZRASYOS Y2NB a2LKAAGAO0OFGSRE YR tlFyaSy
condition. But Pantene also suggest their prodsatevolutionary and has new innovatiddoth
FROSNIAASYSydGa | NB G NHSGA y29yedr 8l whSeagParttetiare] Qh NB |

aiming for a slightly older audience-38. Both are targeting socieconomic groups C2 and D, but

tyiSyS NS Ffaz2 G NBS&ardahihg @ hBudZEasivellBsC2 En8DNB I a [ QN
[ QhNBIf YR tlFyGSyS INB AAYATINIAY Ylye gl&ax oo

targeting slightly different audiences.

CKS [ QhNBIf | ROSNI Aa I dzi (siBnalRadverfsEeNiuye@) G2 2 St |
despite them both being product launches 2 St f I R2 y24 dzasS OSft SoNAGe& S\
adza33Sald KSI@Aafte GKFG GKS LINRPRJzOO &2t @gSa KIFANDRAE L
that Wella is professionand scientific hair care that is used in salons by professional hairdressers.

This tells the target audience that the product is trugirthy because professional hairdressers use

it in their salons. It also strengthens this message by quoting a salfespional who works in a

Wella salon. The Wella advert also says that the product is crafted specifically for the audience, this

Ad RAFTFSNBYyG G2 [QhNBIf a (GKS& &adz33sSaid GKIG GKS
/| 2t S® ¢ KS [ QétsNdeieetondmiR gr&PKIC2, D lardJE, whereas Wella targets B, C1 and

C2 due to the high quality and salon professional of the product. Both clearly target females, but of
RAFTFSNBY G | 3S NI y@ geardldvhile Wellbtargets PI6 Yei NJF 2 NR & © {22 [

and Wella are quite different adverts.
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Appendices

Figure 1¢ Pantene nature fusion advert
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