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Memorandum
To: Dr. , Vice President of Marketing 
[bookmark: _GoBack]From: [Participant name], Marketing Department
Date: 27/9/2019
Subject: Evaluation of the “It’s Sugar Free” Chupa Chups Advertisement

The purpose of this memorandum, which you requested, is to critique and evaluate the effectiveness of our new “it’s sugar free” advertisement. It shows whether the persuasion method used is effective, efficient, and understandable. The final recommendation is stated at the end.

The ad shows a picture of a lollipop lying unwrapped, on a sidewalk, with a line of ants next to it. Instead of the ants crawling all over the lollipop, they are waling right around it. The message is very simple and clear: the lollipop is sugar free. Ants, who are known to be sugar-crazy, are not interested in this lollipop at all and they are bypassing it. Then, we can see “It’s sugar free” written in a small writing at the bottom corner of the ad.

Let’s begin with the positive elements of this ad. First, the attractiveness to the target audience. The target audience are both kids and their more health-conscious parents. The ad will appeal to the kids whose eyes will immediately jump to the main focus of the ad, the lollipop. However, this ad is also trying to catch the interests of parents. By stating that this product is sugar free, parents will be more likely to buy this product for their children. Second, the colors used in the ad. People will immediately notice the bright color of the lollipop against the gray concrete. The ants are neutral colored but strategically placed next to the warm color of the lollipop, thus catching the viewer’s attention. 










Also, the brand logo is composed from warm colors which will draw attention to it. 
Third, the contrast of the clean-looking lollipop against the seemingly untidy and dirty background. 
The lollipop’s appearance is primarily characterized by smooth texture and vibrant colors. On the other hand, the background of the photo is generally the opposite. The grass area looks dirty and ants are coming out from it. The gray concrete area is characterized by the rough texture and there are scratches on the surface. Thus, compared to the dirty impression that the background provides, the lollipop seems to give a much cleaner impression (sugar free). Finally, the minimal exposure of the brand logo will enhance the image of the brand as well as make the main product stand out. The statement below the logo, which says “It’s sugar free,” is in a neat and bold font.  This short statement can produce a more powerful effect comparing to a long description of the product.

As good as this ad is, there are little drawbacks. First, although the message of this ad is clearly positive, it can give a negative message. By having the ants walk directly around the lollipop, it can place an assumption in the mind that the lollipop probably doesn’t taste good. This assumption comes from the fact that ants eat almost anything, but they are not eating this lollipop. Another drawback of this ad is that it is unappetizing to see ants next to a lollipop, and thus people might not crave it.

Overall, the ad is very powerful. With just three words and very few elements, a point was made. The simplicity and directness of this ad is very appealing. Although it could give a negative message (as explained above), the probability of people getting this message from the ad is very low compared to the obvious positive message. In conclusion, this is a very creative ad that does its job of grabbing people’s attention and beautifully delivering the message. I definitely recommend to keep running this ad. 
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