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Shampoo Advert  
The target group for this advert consists of adult women between the age of 18 and 40.the graphics used has a strong emotional appeal. The long-haired model in the ad attracts the attention of the viewer. The second feature that draws the attention is the flawless skin and the symmetrical face. The third feature of attraction is the alluring stare. The advert sends a message to the women that they have to look beautiful (Kama, & Barak-Brandes 2013).
[bookmark: _GoBack]The image of fresh fruit in the appeal to many women in the society. Many women tend to connect beauty to the fruit and healthy living. They believe that fruits are beneficial for maintaining weight .the fruit goes well with the brand's name "Fructis." The name suggests that shampoo contains fruits ingredients. The texts “FRESH AT THE ROOTS.STRONG TO THE TIPS” aids to push the idea that the product will make the air beautiful and strong. The yellow, bright green and orange colors force the viewer to think of citrus fruits. The fruit theme makes the viewer believe that the product is made of natural ingredients only (Kama, & Barak-Brandes 2013).
The language used in the advert promotes a sense of beauty and strength. The words such as “GET FRESH. STAY STRONG" attracts the attention of the viewer. The texts in the adverts convey the facts about the product. The logical appeal of the words promises the viewer that the air will be strengthened and nourished (Amichai-Hamburger, Mikulincer, & Zalts 2003).
The significant details of the advert are the fruits, slim face, thin body, a symmetrical face and the logical use of colors. The items used in the advert grasp the attention of the viewer. The wise use of words, color and words font have enhanced the effectiveness of the advert (Amichai-Hamburger, Mikulincer, & Zalts 2003).
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