
Satan Match Commercial
How does humor work to position a brand vs. their competition? Can it work for every brand? Does it work for Match.com?
Humor works to position a brand vs. their competition by making it appear human to the targeted audience. It also helps in commanding attention as well as making the brand stand out from the rest within the market making it to be more competitive than the rest.
Humor cannot be employed in all brands. There are brands that can do well by integrating humor in carrying out the ad while others cannot. At some point, the audience might perceive a certain ad to be offensive even though it had employed humor. 
Humor does not work for Match.com as I have considered this as the worst and devilish ad I have ever set my eyes on. However, it appears to have wrapped up the year 2020 perfectly as this was a year that was stolen from humanity by Satan.
What was the point that Match.com was trying to make in this commercial?
The point that Match.com was trying to make in this commercial is that all people have their matches no matter what. People should not lose hope simply because they have been left by their lovers, but keep on looking for a perfect match which might come true someday.
Do you think their target audience (singles 21-34) would respond to this ad? How?
The target audience would respond to the ad. However, there will be mixed responses as people are different. There are those who will respond positively and have hope that at some point they will have a perfect match who will love and treasure them. On the other hand, there will be another lot of the audience who will react negatively as they will think that they might end up dating an “evil girl” and might give up on their quest of searching for their love.
What appeal was being used (refer to Maslow’s Hierarchy of Effects model).
[bookmark: _GoBack]The appeal that was being used is that of liking and preference. 
Resources: https://www.youtube.com/watch?v=qmb5ENInqVk&feature=youtu.be




