



A Draft Essay on Ad Analysis: Blue Buffalo Divine Delights TV Commercial, 'BLUE vs. Cesar




The Blue Buffalo Divine Delights TV Commercial, 'BLUE vs. Cesar' is a 30-second ad first aired on television in the year 2017. The ad tries to prove the fact that more people prefer feeding their dogs with Blue Buffalo Divine Delights Filet Mignon Flavor Pate rather than the Cesar Classics Filet Mignon Flavor. This paper, therefore, will identify the target audience before explaining the major persuasive features that have been used in the ad including message strategies and source qualities as well as various interpersonal factors to convince the audience that the Blue Buffalo Divine Delights products are better than the Cesar Classics products. In essence, this paper proves the preference of Blue Buffalo Divine Delights products over Cesar Classics products via various persuasive features in the ad.
The target audience is all dog owners. From the ad, however, two women have been used as dog owners. This may be gender sensitive, but in actual sense, from a normal person’s point of view just like me, I would conclude that the target audience is anybody who owns a dog. The dogs used in the ad also are usually owned by women. Dogs like German shepherd are usually owned by men but they have been excluded from the video. 	Comment by Microsoft Office User: Move this discussion below to where you discuss the Borland study.
There are three major persuasive features that have been used in the ad. These are message strategies, source qualities, and various interpersonal factors. In terms of messaging strategies, evidence, and appeal to emotion have been used in the ad as persuasive features. In terms of source qualities feature, similarity, and credibility of the companies in the ad have been used. Finally, interpersonal factor like vividness has been used to evoke and show certain emotional response as discussed below. All these features have been used to persuade the target audience who are dog owners. 
Message strategies like evidence have been displayed in the ad through the dog owners stating what they feed their dogs with. Someone asks them what they feed their dogs and they reply by stating the type of feed and the ingredients found in them. In the end, the dog being fed Cesar Classics products runs and gets the list of ingredients from the owner feeding her dog with Blue Buffalo Divine Delights products. There is also a fact at the end of the ad that “9 out of 10 Cesar feeders prefer Blue Buffalo over Cesar” and this is an evidence to prove the same (Blue Buffalo, 2017). Audiences will be thrilled to find this out and become convinced. Moreover, when the dog owners read the ingredients, the one reading the Cesar Classics products displays unhappy face when reading ingredients that are not in the Blue Buffalo products and a happy face when they are both on the same packets, for instance, beef and animal liver. The audience watching this will be forced to believe that Blue Buffalo products are better than the Cesar Classics products. 
Source qualities feature like similarity has been shown in the ad when the ingredients are being read proving that most of them are similar, while credibility has as well been shown by the correct reading of the ingredients from the food boxes of feeds used to feed the dogs. To first of all prove credibility, according to Blue Buffalo (2017), Blue Buffalo Divine Delights products contain ingredients like beef, chicken, beef broth, chicken liver, and potatoes while Cesar Classics products have got beef, meat by-products, animal liver, beef by-products, and sufficient water for processing.  This proves of the credibility of the source in the ad and the audience can be in a position to believe what the ad is trying to tell them to. Moreover, in as far as the similarity is concerned, from the video, the dog owners are women and the ingredients found in both feeds are also similar except for two of them. The use of only women hurts the male dog owners. This causes the ad to lose the male dog owners because they feel like they are not appreciated. 
According to Borland et al. (2012), he argues that gender biasness should always be avoided when making advertisements so as to bring about gender equality and mutual understanding of what is being advertised. Based on a study done on an advert to discourage obesity in England, UK, it was determined that using both genders helped both genders to raise more awareness as opposed to using one gender. [Write more about how they conducted this study and drew their conclusions].
Vividness has also been used as a persuasion feature to evoke a negative emotional response towards the ingredients found in the Cesar Classics products and a negative emotional response towards the ingredients found in the Blue Buffalo Divine Delights products. From the ad, the woman reading the ingredients found in the Cesar Classics products shrinks her face and shows negative facial expressions when reading certain ingredients that are not similar to those in the Blue Buffalo Divine Delights products. This makes the audience dislike and undermine the Cesar Classics products and love the Blue Buffalo Divine Delights which is the main aim of the ad. The dog eating the Cesar Classics products also seem unsettling as opposed to the relaxed dog feeding on the Blue Buffalo Divine Delights products. No one would want this and hence the audience are more convinced to use Blue Buffalo Divine Delights products over Cesar Classics products. 
According to Jenkins & Bowers (2014), “emotional message usually uses feeling to sell” (p. 287). Following an empirical research as a systematic review done on advertisements to promote food to children on television, people were always told that when they contribute, they will helping a poor kid to live and a puppy off the street to a good home (Jenkins, 2014). It was found out that evoking emotions on people based on certain guilt helped raise more food to the children via donations. [explain the methodology (how they went about finding this out)]. This is exactly what has been used in the 'BLUE vs. Cesar' ad has employed as explained above. [explain what images, text, music, etc., from the Blue Buffalo ad are similar to those described in Jenkins & Bowers’ study].
	[Conclusion should be “complex”: should mention both the effective features of the ad as well as the ineffective features of the ad].
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