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Background
[bookmark: _GoBack]iWi, a new health, and wellness brand is introducing a sustainably proved approach of food extraction that contains 3 distinct omega-3 supplements. The purpose of advertisement cuts across all fields – to create awareness and increases company sales. To achieve this, the company must invest in the advert and design a perfect one that catches the attention of all. In this advert, iWi has hired an actress, Beth Dover of Orange who makes the commentary. Persuasiveness is very important in ad development – it must convince. Here is an analysis of the whole thing relative to some 2 theories of persuasion.  
Social judgment theory of persuasion
	The argument behind the social judgment theory is that things that hurt either our feelings, destinies or even natural systems will never have a place in the culture that a people live. It suggests that understanding the attitudes of people towards different subjects will help you develop clues about how you can easily win a persuasion effort. This theory was advanced by Sherif and the center of focus is people’s assessment of persuading messages (Sherif & Hovland, 1961; Sherif & Nebergall, 1965). This theory analyses the cognitive process, however, an implication for communication to persuade others is key. 
As a matter of relevance, this theory is depicted in the iWi advert. Bearing in mind that people make judgments of any content message based on their anchors / stance on given advert messages (Turner et al., 1986). This iWi advert concentrates on a sustainable cultivation of food – an implication that the mode is considerate of the natural systems of production. Everybody is stroke by the fact that the natural ecosystem is exploited because of the profit motive of some organizations and people. But for this brand, the extraction of the food substance is natural and very sustainable. The fact that the production is very natural and sensitive to natural ecosystems wins the trust of the people. This is the selling point of this iWi product. People’s attitudes are positive since the product, besides, being gluten free and non-Genetically Modified, is eco-friendly. It has zero impact on the environment sustaining marine ecosystems unlike fish and krill oil products. This iWi product is derived from algae taking relieving the over fished marine ecosystems. According to the theory of social judgment, people will find an acceptance of iWi’s idea since it does not harm their expectations. The ad has a latitude of acceptance as opposed to that of rejection and or non-commitment. The mermaid doing the advert is seen to reject a cappuccino with an extra foam simply because of its sea foam. When offered she says “ew” to great comic effect. This is really a great stance of persuasion that depicts how she is against any product that is obtained from the exploitation of natural ecosystems. As a matter of fact, she further rejects a stereotypical seashell top offered to her. This whole thing makes the product in the ad more than a normal supplement and everyone would want to have an experience of the same. 
This theory postulates that people will react to persuasive messages (for this case the iWi ad) based on the positions they have on the subject. For this case, mapping the audience’s attitude, I strongly believe that they will judge to its favor. To find out the judgments that are made towards the product being advertised, questionnaires can be given out to the audiences and reports analyzed. Interviews of relevance can be conducted also. Any mode of data collected embraced in regard to the analysis of persuasion should allow for continuum. The first statement will be a definite view of the idea in subject, done extremely. The last statement will then reflect on the opposite extreme view of the idea. 
According to O’Keefe, social judgment theory alludes that a people’s map of attitudes towards any topic or subject is a function of the people’s ego toward the same (2002). This means that if an individual will have a minimum ego toward the topic being presented, this is proof of how much that particular topic is vital. This makes the person secure an intense position to endorse such, in all ways possible. When we cascade the iWi ad to an individual level, we find personal significance since the supplement is for everyone. This means that the individual is less ego-involved. Having this in mind, the mermaid tries to make predictions about the recipients of the message she is passing on. The predictions that; a) the more ego-involved an individual is, the much the latitude of rejection. This is a prediction that is made based on logic. b) Another prediction based on sense is that the more ego-involved the person is, the less the latitude of non-commitment. For instance, when you find the importance of the topic, chances are that you have critically contemplated on it and hence a small chance for opinions. When the topic is not important, seems time was not found to contemplate on the subject. 
Theory of reason action
	The theory of reasoned behavior postulates that influential behavior comes as a result of influencing the intention to perform that very behavior. According to Madden et al., the determination of whether people will consume the iWi product being advised is dependent to; individual attitudinal judgments or attitude toward behavior and social normative considerations i.e. what an individual believes others think about consuming the product. To understand this theory in relevance to the iWi ad, the following formula will be profound (Montano & Kasprzyk, 2015). 
BI = AB(W1 )+ SN(W2 )
BI for this case represents the adoption of the iWi supplement, AB is the implicated behavior upon its consumption and, and then SN will represent an individual’s subjective norm and W represents weights of each consideration. 
	The intention of a people targeted by the ad is the most important factor in as far as this theory is concerned. The intention will bring about a particular behavior. Being in an environment where the natural ecosystem is not minded of, because of individuals’ profit motives, the company’s intention is un-doubtfully to feeding the world population without interfering with marine life. This ad is one of the best out of the struggles that the company made to influence the behavior of the people (Petty& Cacioppo, 1983). We cannot keep catching fish from the marines and expect that the resource will regenerate. As a matter of fact, this is a constraint that is caused by the companies that use fish as a raw of making the final products. This is the point of persuasion and people are seeing sense in the product that the mermaid is presenting to the audience. 
She convinces at the first instance when she strikes by saying how much people keep on inquiring from her on how she maintains her high bio-absorption of nutrients. Then she tells that she would never want to tell, however, she speaks it of saying that the secret is the iWi supplement (Cooksey, 1996). She neglects different sea products a clear indication that the product’s big intention is to maintain the marine ecosystems free from human interference (selective logging for fish). This ad has considered the attitudes of society toward marine exploitation and at the same time made use of subjective norm of using the mermaid, an influential person so as to influence other behaviors. Attitude comes from beliefs and thing that are right in the face of the world. Irrespective of how many people watch the ad, attitudes would be shaped in favor of the iWi supplement and influences of people will definitely influence others. Today, resource endowment categorizes the world of trade (Petty& Cacioppo, 1983). Every nation that is in trade must have suffered a need of one or two commodities. This means that preserving is very important. Utilizing the right quantity at a time and giving time for regeneration is very important especially for the case of fish mines. But why trade fish when there is an alternative, the iWi, to boast about? 
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