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“Friends Furever” Ad
First and foremost, an emotional ad is an advertisement that utilizes emotional appeal. An emotional ad depends more on perceptions and feelings than reason or logic to provoke actions. The use of impactful text, strong imagery or powerful music is employed by the advertiser to achieve appealing to consumers' emotions. By nature, humans are emotional creatures. Businesses utilize several techniques to appeal to emotions of consumers. Advertisers use their time to carefully select every detail, including the lightning, color scheme, mood, and tone the advertisement sets. Therefore, advertisers appeal also to empathy, happiness, fear, sympathy and other human emotions (Zhang, Hongxia, et al. "Be rational or be emotional: advertising appeals, service types and consumer responses." European Journal of Marketing pg, 2105).
On the other hand, the rational ad uses rational appeal emphasizing low costs, offers a cost-benefit analysis or providing concrete terms of the problem solved by the product and why a consumer should buy it. One method used to make rational appeals is the use of reasons. Hence, many approaches for ad rely on objective facts, reasoning, and logic. A rational appeal is a method that attempts to convince a consumer about the product’s usefulness and quality.

[bookmark: _GoBack]Therefore, the ad “Friends Furever" for Android by Google is an emotional ad. The advertisement celebrates animals with unlikely friendships. Among the adorable pairings featured are a sheep and an elephant digging, a tiger and a bear nuzzling, and a dolphin and a dog swimming. Furthermore, the advertisement uses nostalgic music that appeals to the emotions of consumers. Also, the advertisers used impactful text to convey their message. Through the use of empathy appeal in the advertisement aids consumer picture in a personal way the problem so that they can comprehend the consequences of using their rival products instead of theirs. 
The Disney’s Robin Hood music by Don Riddick makes the ad by setting the mood and tone just as quickly as imagery. The nostalgic music that backs the "Friend Furever" commercial adds happy energy that could not have been achieved by quick shot transition and bright colors alone. The music here makes the consumer feel inspired and excited to imagine what the product could do in their life. Thus, the music adds to the emotion of the ad and encourages a decision to purchase faster.
The target audience for the ad is the American public. It aims to promote that the Android product can run on multiple platforms when compared to their counterparts.
It is because the ad uses contrasting appeal.Google is trying to highlight what sets their product apart from their rival or how life will be with the use of their product. Contrast is a subtle way to prove that their brand is a step or two above the alternative ( https://www.youtube.com/watch?v=q-NKpDTwMms).


In conclusion, the” friends forever” ad has gone viral because of its social appeal. The Google Company has used the social influence of cute animals’ friendships to promote their product and suggesting it to be trendy. In humans, emotions play a crucial role in the way consumers react to everything. Our brains have hard-wired responses in it. The reaction from watching the advert is instinctive. 
The ad was effective since the advertisers had used both emotional and rational appeals to persuade consumers. It reflects the saying that consumers buy with emotion and use the rational information to justify their purchase. For instance, to consumers, the product might have already made a rational case. Consequently, when “Friends Furever” uses an emotional appeal, consumers might have associated the rational reasons in their mind as well. The most significant driver of emotional response is product satisfaction. It is because of consumers’ reminiscence on their experiences when using the product as they react to the ad.  
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