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ADVERTISING SITUATION : CLIENT :

CREATIVE CONCEPT :
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APPEALS
Acqulsttiveness Cleanliness Comfort Aesthetics
Afflllation Appetite Lueury Avoldance
Thriftiness Patriotism Health Sex
Efficlency Convenience
Responsibility Identification
Mental Stimulation Sensory
Safety and security
Emotional appeals -Family
-Nostalgia
-Relief
EXECUTION
News announdiaiia Demonstration
Product as herdl Torture tests
Announcer = Slice of fife
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