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Product Campaign Analysis
I selected the HUGO BOSS brand of perfumes because it is one of the global brands keen on marketing its products and one of the well-known brands of scents in the market. I have used the product hence the emotional attachment I have with the company. Also, I am impressed with how they come up with tailor-made products that suit different tastes. Once I saw the HUGO BOSS cologne, I immediately resolved to acquire the scent with the actor, Chris Hemsworth, holding it. The campaign changed my attitude because the company developing one of the latest brands and a well-known actor championing its success got me interested in the product. Through the advertisement, I learned about the product's availability, where to purchase it, and the delivery options available. By learning about the HUGO BOSS men cologne, my feelings were stimulated, leading to the online purchase of the product. My behavior took the learn-feel-purchase model of customer response to the marketing campaign, hence purchasing the item. My response to the product changed my behavior based on how I felt about the product and the HUGO BOSS brand before taking any action to acquire the product in question.
The HUGO BOSS campaign used an authoritative figure in its marketing strategy to reach out to the masses. In this case, HUGO BOSS has engaged the services of renowned actor Chris Hemsworth as their brand ambassador, and his face appears in a significant number of their products. According to Priyankara et al. (2017), whenever celebrities are involved in promoting products, brands naturally build their credibility and awareness. One of the reasons is that respected public figures cannot allow themselves to be part of a campaign that promotes defective products. Promoting ineffective products can dent the image of brands like HUGO BOSS and that of the brand ambassador. That is why companies like HUGO BOSS have built their credibility by turning to celebrities like Chris Hemsworth to promote some of its products. At the same time, celebrities help build a brand because the customers know that the brand ambassadors also use the products. I like Chris as an actor. I have watched his numerous movies. He is someone I look up to and an icon that inspires me to overcome some of the challenges in life. Chris's involvement in the HUGO BOSS marketing campaign persuaded me to purchase the product. According to research, the use of public figures to promote company products increases the chances of emotional connection with buyers (Priyankara, 2017). People see numerous commercials daily, but a majority of these advertisements fail to register with customers. Seeing a celebrity that one admires can help brands break through the filter to convince the buyer to make the conscious decision of purchasing a product. Once I saw Chris Hemsworth, I made an emotional connection with him and the product he was promoting.
Moreover, advertisement campaigns are known for their reciprocity, consistency, and commitment. The principle of reciprocity avers that a company should offer the buyer something without a perceived expectation of return like a gift, bonus points, or discounts. In this perspective, the HUGO BOSS cologne promoted by Chris Hemsworth offers customers discounts upon online purchases. In addition to that, I feel a sense of commitment towards the brand because of the involvement of Chris Hemsworth. I have previously used the company's products, but I will continue using their products in the future. Also, the concept of social approval is a psychological and shared phenomenon that occurs when customers assume that the actions of others and their frequency reflect the correct position regarding a product. For instance, when I was browsing the internet searching for a perfume to purchase, I came across HUGO BOSS that Chris Hemsworth was advertising. Immediately my view of the product changed. If a renowned actor like Chris uses HUGO BOSS, then the product must be genuine. There is enough social proof that the product is attractive solely because a well-known public figure uses the same merchandise. In such cases, there is no need for a sales agent to let consumers know how good the product is, and I just saw the public icon and formed an opinion about the company's product. That is how social proof works, and in my case, it worked perfectly.
I like the HUGO BOSS campaign actor because he is a renowned celebrity who has graced our television screens with numerous programs. Furthermore, he inspires me based on his successes, failures, and triumphs from failures to become one of the sought-after personalities. His engagement as a brand ambassador for HUGO BOSS is also a huge plus because he hooked me to the company's product. Furthermore, the campaign does not imply that the product is scarce. There is no mention of 'hurry while stocks last' because HUGO BOSS is a respected brand that appeals to many customers and has numerous products in different outlets.
To keep their clients engaged, HUGO BOSS uses the traditional marketing channels and the online space. At an individual level, the company's marketing campaign on multiple platforms creates memories that are difficult to forget. Although HUGO BOSS has been in the perfume business for years, with different marketing campaigns that sometimes go unnoticed, the current strategy works well. At a personal level, the campaign creates unforgettable memories. Memories that we recognize later whenever we want to purchase similar products. It is no news that effective media campaigns develop brand recognition at the individual and community levels. Also, media campaigns can build enduring associations, especially where celebrities promote certain products. HUGO BOSS media campaign has built a sense of association among HUGO BOSS lovers, who closely follow the actor. Another important aspect in media campaigns is the mood, association, and memorability created by using key aspects of color in publicity. Chris Hemsworth's clothing and the color aspect in the HUGO BOSS commercial closely resemble the products in question, which resonates well with buyers. At the community level, the media campaign advanced by the company creates a sense of belonging and an 'ours' attitude, especially in societies where the brand ambassador resides. In the social circles where Chris Hemsworth is known, the product resonates well with the community.
Furthermore, the marketing campaign affects individuals and groups by retaining their attention (Nazir et al., 2016). HUGO BOSS is just trying to remind their targets that the company is still out there. The more focused groups and the community hear the name, the more it becomes familiar. Companies need to engage in marketing campaigns to ensure that people know of their existence (Nazir et al., 2016). The image of a well-promoted product resonates with the masses, and it sticks in their head whenever they want to make a purchase. Also, both at the individual and group level, the promotion adopted by HUGO BOSS impacts the emotions and feelings of consumers. In advertising, no deception is tolerated. In this perspective, the company stirs individual and community emotions by pairing the product with an iconic figure.
In most cases, companies can use props, voice-overs, and positive items. In addition to that, some of the strategies the company uses are to develop short video clips of the product or social media posts that people can easily share and view. The result is that HUGO BOSS has established an emotional connection with the buyers and the product under promotion. It is, however, important to note that millennials, who make up the majority of the company's clients, are not allowing themselves to be sold the advertisement. They are keen to see more from the company, especially issues touching on environmental sustainability, authenticity, and its mission and vision statements, among other positive brand stories. HUGO BOSS is aware of these concerns. That is why they include impactful stories about their products in their promotion videos. The media campaign launched by the company, especially via the engagement of a public figure, helps HUGO BOSS engage with society both at a personal and individual level. As suggested earlier, the association of a media campaign with an iconic figure, which in most cases is a celebrity, helps create a sense of authenticity. Many people read many reviews online before deciding to purchase a product. The mere fact that a company like HUGO BOSS has engaged the services of actor Chris gives individuals and groups the guarantee that the product in question is genuine; hence people are compelled to purchase the HUGO BOSS cologne in question.
	Moreover, the company's marketing campaign helps model consumer behavior. For instance, through the advertisement by HUGO BOSS, the company can determine its relevance to consumer behavior patterns based on the feedback received from clients. In essence, consumer choices are scrutinized and understood, leading to even effective campaign strategies. Apart from modeling behavior at an individual and personal level, the media campaign informs and educates society. Generally, every marketing promotion starts with identifying customer needs, highlighting how the products will help solve the need. That has been well-captured in the HUGO BOSS promotions. For clients with clearly defined needs, the campaign helps them learn about new products and the outcome of using the products in question.
To sum it up, apart from improving brand awareness and image, the HUGO BOSS campaign influences consumer behavior, choices, persuasion, and attitudes that change the individual's view on a product and society's outlook. At a personal level, the inclusion of Chris Hemsworth in the company's marketing strategy immediately drew me to the product in question. Chris is an authoritative figure who has graced our television screen for a long time. He persuades many people to purchase the HUGO BOSS perfumes because he also uses the product. Similarly, media campaigns affect individuals, groups, and the community by shaping purchasing patterns. HUGO BOSS is a world leader and should put more effort into its marketing campaigns, especially on the internet platforms where the reach is wide.
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