Running Head: MARKETING 
2
Strength and Weaknesses 





Marketing
Student Name
Institution Affiliations
Date


You are an account executive for an advertising agency. You have been assigned a new client, a company that has developed a new energy drink. As you begin creating the creative strategy, you are considering different types of ad execution formats and tonality: Outline the strengths and weaknesses of each of these appeals for advertising the new energy drink.

a. Comparative advertising
Comparative advertising is identified as a courageous way of setting opposition rival brands in contrast to each other, which can later draw attention. In other words, comparative advertising is an act of comparing more than one brand. 
Strengths 
· The brand looks good. The new energy drink brand has to look good compared to other brands so that it can be able to defeat the upcoming competitors. Therefore, to get the better results and attract more customers, your brand needs to be different but more attractive. Also, the way the brand is advertised has to make clients understand why the new brand is effective compared to others.
· The brand needs to boost awareness. When the brand is new, the comparative advertising attacks more viewers, and most of them pay attention to it.  Most especially when the brand you are advertising is minor known, it is compared to the well-known brand (Sanders, 2021). Therefore, it is a classic approach for comparative advertising to draw more attention to your brand.
· They are gaining more followers and clients. Your brand can only increase followers and customers only if your comparisons have convinced them. All these increases help achieve goals, and when carefully crafted, comparative advertising also helps reinforce positive associations for the remaining clients.
Weaknesses
· The band can look bad. Sometimes, comparative advertising is not the best, and they can go the other way round. The brand may be wrongly received, thus making the advertising agency desperate for attention. 
· A brand can lose customers. Comparative advertising may drive away customers, and that is also another challenge faced by the advertising agency. As an advertising agent, when my advertising is not good enough to attract or convince my clients, they may seek other solutions elsewhere. 
· Brand-facing legal actions. If the agency decides to compare their brand with their rival team, they need to make sure that their company checks with the brand's legal team before launching it. 
b. A fear appeal

Strengths 
· A fear appeal can be applied to people when the brand is needed to help reduce dangers in individual life. The drink can also warn people with different complications not to consume them for their well-being.
· It can also help to reduce financial difficulties as all brands are made and are available at all prices so that everyone can afford them. 
· A fear appeal can be used operatively as long as it does not create any difficulties.
Weaknesses
· Many people find this type of ad to be expensive, and they cannot afford it, thus not paying attention to it.
· People fear for their lives, and if there is anything that will make them risk their life, they will not even look at it or pay attention to it.

c. A celebrity endorsement

A celebrity is a person who is known and famous for what they do. In most cases, we want these celebrities to use our brands so that they are marketed easily. Here are some of the strengths and weaknesses of a celebrity endorsement.
Strengths
· It builds credibility. In most cases, many individuals are devoted to their desired celebrities, and to add to that, they are trusted by their followers. If these celebrities by any chance use your product, then a lot of fans will want to use it as they trust their stars. The new energy drink will be marketed so well if the celebrity is involved.
· It makes the brand stand out. When a celebrity is involved and represents the new energy drink brand, it helps differentiate our brand from our competitors.  It also allows people to understand and recall that our brand is connected to their desired celebrity.  
· It helps in opening up new markets. But, sometimes, to make your brand known to new markets, you need to work with the right celebrity. 
             Weaknesses 
· A celebrity image can change. When signing a celebrity to market the brand, you have to mark everything that comes with them. It also means that we need to bring some of their fans as our customers too. 
· Celebrity overshadows your brand. This happens mostly when a celebrity chosen is involved in many advertisements simultaneously (Admin, 2018). If the star happens to be so famous, then their fame might suddenly overshadow your brand.
· Endorsements are sometimes expensive. Getting a celebrity to market the product, especially when it is still new, is very expensive, and it also requires a lot of money. This might seem too apparent, but it is a fact.
d. A slice-of-life ad
Slice-of-life advertising is a technique where a real-life problem is identified in a theatrical presentation, but the product adverts epitomize the explanation of the problem. It is also granting a factional scene from unremarkable life. A slice-of-life is very effective in today's brands which consumers take and feel better after that.
e. Sex appeal
Sex appeal is defined as an instant potential that interests or excites others as per their appearance, elegance, and attraction (Folliero, 2018). Most of the adverts that rely on romance and sex are found in a lot of products. 
Strengths
· Sex appeals, as they may appear, do not necessarily mean a bad thing. In most cases, it has attracted attention and thus marketing the brand of our new energy drink.
· Many people are attracted by how the advertiser is dressed, which makes them want to see that every day, thus buying their products without knowing, which makes the brand favorable.
Weaknesses
· Most people make fun of these adverts, thus affecting those advertising to feel mistreated and not valuable for the community.
· It also kills the morale of those advertising, thus losing most of the customers.
· Most customers do not understand the importance of the advert and are easy to judge without asking the motive of using that kind of advert.

f. Humor
Humor is expressed as the ability to find things funny, how an individual sees that some things are funny, or sometimes it means the quality of being funny.
Strengths
· Attention-grabbing. A great company is the one that, after grabbing their client's attention, plants a foundation that will stick with their clients throughout their buying journey. A good company does not only market its brand and ideas. They also need to make their time memorable with their clients.
· People love spreading laughter. Our company not only market their brand but also find a way of creating time with our clients to make them feel at home and enjoy our company. This will help in marketing our brand and opening new markets and still fit in.
· The funny brand is more relatable. When advertising new products, we do not need to put on a stone face. Acting a bit and making our products look funny will make our clients enjoy our time and invite more people thus marketing them efficiently.
Weaknesses
· Sometimes cracking jokes are just for attention. Many people may only enjoy your jokes, but in the end, they will still not promote your brand as they are interested in your tricks and not your product.
· Humor can communicate immaturity. In most cases, humor might appear to be immature. As much as you think that cracking jokes might increase and market your products but sometimes, it seems to be childish. 
· Humor can be outright offensive. For example, while advertising your products, sometimes you might use other products when cracking jokes, and most of the people may find it offensive as to maybe they like that product more, which will make you lose most of your clients. 
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