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Discussion 
Often and at one point we reflect on the thought why people are interested in some products and not others. However, the answer is not often a trade secret but the influence of media messages campaigns on the audience rather consumer purchasing choice. In an attempt to satisfy its needs, the choice of society to buy and relate to services and goods intrinsically entails psychological processes influenced by feelings, views, acuities as well as believe. As a result, product campaigns carried out in form of commercials on our media and mass communication avenues ought to adhere to underpinnings of a successful campaign. That is, they have to appeal to the society through unmatched and undisputed use of propaganda, attitude changes, persuasion, and social influence (Pens & Hogg, 2011).
Currently, our popular media and mass communication are jam-packed with product campaigns. Daily, people are barraged with an endless supply of ads. However, what makes me tick on spotting any marketing campaign is an ad that unwaveringly influences my purchasing behavior. Hence, I fancy something entertaining, attention grabber and new. This helps me bear the advertisement on my mind long enough, to implore me to make an acquisition. Also, media and mass communication avenues profoundly influence my buying behavior through ads that appeal to my social role as well as image. That is, a product campaign should influence my lifestyle and the degree to which I seek to present myself in a socially acceptable way. The content of the campaign should illustrate my ideal position and stimulate social action towards influencing my move to acquire that product (Haider & Shakir, 2018).
Subsequently, my case study of a popular ad by More Than pet’s insurance company has got extensive coverage at the moment. The company appeals to several emotions both of which can be described as expressions of happiness. Through emotion of happiness, a stress-free man sits luxuriously as his two pets, a dog and a cat play guitar and a saxophone respectively. Since he is certain when they get the blues he has got them covered. This general emotion visible throughout the ad also exhibit positive perceptions of playfulness and liveliness. 
Additionally, More Than Insurance uses emotions of happiness to prompt the consumer to insure his or her pets through the narrative of the advertisement. The narrative classically leaves the consumer with no choice but to make a purchase. It does this through the initiation of memories of how limited he is to always tell when his pets have got the blues. Thus, the narrative goes on to communicate who they are, what it means to secure your pets, and why the consumer should care, of course, the reason is evident that the consumer will live a happy and stress-free life with his or her pets. The desire with all pet owners. Likewise, the insurance company persuades the consumer to purchase by appealing to all new customers that they will get 25% off per insurance online. The company exclusively targets all pet owners as its audience.
More Than Insurance Company uses gender stereotypes in the advert. I believe they deliberately chose to use a man to run the ad based on the simple fact that men are less associated with pets and often occupied with work life. So, they hardly get to notice when their “pets get the blues”. However, suppose they did and are insured, More Than Insurance has their back and it promises to do more, hence, influencing the society to have a change of attitude about the need to have pets insured.


References
Haider, T., & Shakib, S. (2018). A study on the influences of advertisement on consumer buying 	behavior. Business Studies Journal.
Penz, E., & Hogg, M. K. (2011). The role of mixed emotions in consumer behaviour. European 	Journal of Marketing.

