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Question 1
Brand popularity and packaging carry a far-reaching position when it comes to captivating the interest of consumers of canned tuna. When an individual goes to purchase food, they go for a brand they know.  Consumers get accustomed to developing confidence in a label, in the case of canned tuna; this is highly motivated by the pricing. Personally, a cheaper can of tuna be my preference as long as the Brand does not have a bad reputation.
Canned tuna buyers often use the low-involvement hierarchy model. A person with the resolve of purchasing canned tuna will not endure a difficult selection process. Where a consumer does not have a favorite Brand, they often choose one with the least quoted price.  The preceding is driven via numerous marketing mechanisms. 
Promotional adverts were previously considered the leading for the creation of Brand loyalty. Today, competitive pricing awareness about discounts and vouchers are highly effective at increasing sales. The invention of coupons has pressed on consumer choice as they decide on a brand to purchase before going to the store. This is a notable change from customer fealty previously imparted by way of media broadcasts encompassing unrivaled compelling slogans. The above was an emblem of the Hierarchy of receptivity model.  Additionally, it would lead to the development and continuation of the culture of loyalty cultivated over time through viewing commercial advertisements on TV and radio.

Question 2
For the move from mainstream media advertisements to work, a consolidated administration of the retailing venture of the COSI label is paramount.  COSI must not only centralize put emphasis on the outward appearance of the merchandise.  The system for marketing should motivate a superior attitude of product comprehension to secure consumer product acquisitions. The information consumers receive concerning the product should be dependable. The company should not depend on one medium of marketing. COSI should incorporate technology to speed up marketing and reach out to a bigger audience.  
Further, COSI has a website to actively communicate with consumers through issuing of comprehensive materials about the detailing of commodities, explanations of company product’s nutritional content, and even games with complimentary merchandise prizes. The approach mentioned above builds an interpersonal relationship of the consumer to the product, consequently creating product loyalty.  Another advertisement viewpoint entails the use of various contemporary social media sites to boost marketing. There has been an increase in the uptake of social media. The ever-growing social media usage prompts the need for rigorous marketing incorporation as it will facilitate COSI's ability to reach a bigger market. COSI needs a solid foundation established on consolidated communication and marketing schemes.

Question 3
The Jessica Simpson personification was an important marketing tool for COSI in 2003. COSI embodied her character to append visible product attraction. Jessica Simpson was a superstar hosting TV shows, and COSI found her celebrity persona relatively compelling to their product. COSI considered her product backing would ordinarily be approved by her fans. On the other hand, COSI has the mandate of investigating to determine whether Jessica would create a positive impact on the company. Jessica’s image should be in tandem with the intended company message to its consumers. The dilemma, however, is in the determination of whether hiring Jessica Simpson to advertise the product would be identified with the COSI brand or Jessica Simpson's character. 
 A personality inquiry on Jessica’s Simpson’s character is necessary. Despite her prominence, there may be a good portion of purchasers of COSI products who may not admire her image. Further, it is paramount for such a ratified public figure to have an in-depth comprehension of the merchandising she will be advertising. The preceding will allow her to construe adverts that are acknowledged and not bewildering to COSI product purchasers.  The fish faux pas commercial demonstrated that Simpson thought that he was eating chicken and not tuna. The implication of the above is frivolous. The misleading information would be sabotaging the company’s reputation as such ludicrous presentations would be linked to the quality of their products. 

Question 4
I think that Jessica Simpson was not a competent personality to act as a marketing spokesperson for the COSI. The hiring of Jessica would weaken the company's long-established prominence, and this will adversely affect the company’s sales. Notwithstanding her fame and looks, there is no meaningful correspondence to the tuna selling point. It was undeniable that she had inadequate knowledge of the product. For instance, her chicken tuna misrepresentation undermined the company’s marketing objectives. 
If not correctly engaged, Jessica Simpsons Character would not be accepted by the target product users; it would, therefore, be detrimental to hire her as a spokesperson. Further, COSI would endure huge costs of appointing and sustaining Jessica Simpson as the spokesperson, an expected sum of one million dollars. Those above will be rendered a loss in case the employed marketing strategy proves futile. Consequently, other means of marketing used by the company would also be adverse. It is paramount to analyze the odds of the durability of identification of the fame of a public figure they intend to hire to the COSI brand. Jessica Simpson's image can be associated from a literal angle through the mermaid picture on the canned products but not the role of a spokesperson.

Question 5
The decision to hire or not hire Jessica Simpsons is critical because it would set the path to be taken by the company. Jessica Simpsons comes with a new potential market audience as she was very famous during this period. Her character and tv shows were most appealing to the younger generation. I would, however, endorse her in two contexts; she would be the face of the canned tuna products; secondly, I will center on the acclaimed fish paux pas advert and restructure it to draw attention on Mr.simpson. This notion would involve Mr. Simpsons asserting that Chicken of the Sea is his favorite Brand of canned tuna. It espouses a reaction COSI product consumers agree with.  Moreover, the scene will impart in the fans of the Simpsons show an intense desire to taste the product. The preceding will motivate a fresh customer market. 
I further encompass the accustomed mermaid image in all other commercial advertisements. Mr. Simpson would take center stage on Radio and TV advertisements while Jessica Simpson would take top spot appearing as an image on the canned tuna. The main objective of the broadcasted commercials would be to attract the younger viewers of the Simpsons show. The mermaid image, on the other hand, would be more compelling to women who often accustomed to doing food shopping and cooking. The older generation is accustomed to reading newspapers hence prone to come across print ads and coupons. The real goal is to attract new consumers while motivating the current COSI product consumers; this, in turn, spurs the longevity of the product.



