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Source: https://www.pinterest.com/sarahkading/portrayals-of-middle-adulthood/ 
This advertisement targets the middle adults aged between 39 and 59. At the top of the print ad, there are glasses, showing that it is targeted to those with vision problems. With increased age, the ability to see clearly decreases. Other causes of eye problems among this population are unsafe work environments, poor diets, and exposure to harmful light. The reflection of the woman wearing glasses shows a frustrated face. Her expression shows dissatisfaction with the physical changes. According to Stephens (1991), middle adulthood is a cognitive age, that is characterized by detailed decisions about any aspect of life. Due to their insecurities, they are trying to seek perfection. Additionally, they are trying to fit in a rapidly changing environment, where millennials are dictating most of the emerging trends. 





Image 2
[image: ]
Source: https://www.pinterest.com/sarahkading/portrays-of-middle-adulthood/ 
In this ad, the lady shows both physical and cognitive changes. This ad targets women who are insecure about their bladder. Due to the fact that middle adulthood is a delicate age where individuals are in the process of coming to terms with the outcomes of their lives, the ad possess a question that is indented to evoke personal evaluation. The fact that women at this age are experiencing bladder leaks shows a physical change in their bodies, which can be attributable to age and or other dietary factors. in this context, it can be argued that women do not like to be associated with conditions or disorders, which develop as a result of age (Barak et al., 2001). People in middle age perceive themselves as young and thus, should not be associated with roles that are stereotyped to be for the elderly. 
Image 3
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Source: https://medicalxpress.com/news/2014-09-viagra-ads-women.html 
This print ad is intended for both genders, but specifically targeted to men. The first impression that the audience gets is the inability of men to satisfy their women sexually. The ad shows a woman who is in a sexual posture in bed. This can be perceived as a seductive move to persuade men to take Viagra in order to satisfy their women. A cognitive change can also be seen in the ad; the lady in the ad has a lonely and dissatisfied face. Due to lack of sexual satisfaction in a marriage, partners grow apart and can lead to divorce. This can be fueled by the notion that women view themselves as young and sexually active, i.e., they are young (Barak et al., 2001). 
Image 4
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Source: https://www.pinterest.com/pin/96897829457609220/ 
This ad targets men with hair problems. In this ad, hair problems are as a result of germs that come with old age. This ad shows physical changes among men as they grow old. Hair can start growing thin or falling off. In order to combat this change, men are persuaded to seek this medical solution. Adopting approaches to save hair can be associated with the fear of becoming old. Making decisions on the roles associated with middle adulthood prompt men to adopt new lifestyles. 
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