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Section One: Topic, Exigence, Goals
*Topic/Exigence*

For my persuasive campaign, | have chosen to lariddrhour full service restaurant to
Monmouth lllinois. Since Monmouth is a college tgwollege students are always up
late studying, or are out late doing various atiigi Since most students in college do
not go to bed until late hours, their desire favddkicks in around midnight or perhaps
earlier. Unless students want to travel the twenityutes to Galesburg lllinois, they
settle by eating unhealthy food to satisfy theavamgs, or go hungry until the campus
cafeteria opens for breakfast in the morning. Iheping that at least fifty percent of the
college campus visits my restaurant and then spreadord to other students and
Monmouth residents. Overall, my goal is to bringdahour restaurant to Monmouth so
college students have a place to dine, and otherlraes of the community can enjoy the
benefits of a new restaurant

*Goals*

The ultimate goal of my campaign is to attract oostrs to my 24-hour restaurant and
become a first choice place when students are iigoichere to eat. Although my goal
sounds simple, it can be very complex. Peopleang passionate about their food, and |
do not want my restaurant to be an “option.” | wstndents to realize that my place
should be the only place that comes to mind whew #re hungry because | will have the
best hours, the best food, and the best customécaseavailable. When assessing my
goals, | also have to realize that there may beipielloutcomes along the way. The first
outcome may be that at first my restaurant is exause my place will be new to the
town and everyone wants to experience the excitenidme next outcome may be that
my restaurant slows down after students are im #odiedules and their pockets become
less full do to the nearing of the end of the searesThis is an important outcome to
take with full advantage. This is where the ragilomodel of persuasion can come into
play. The model is shown like this:

Beliefs + Values/and or Motives= Attitude Behavior

| need to change their attitude or motives aboweprof food and the fact that they
“think” they cannot afford to go out every once andhile to eat with friends. Like |
previously stated, going out to eat is an Amerit@nal.” People have been eating at
diners and fancy restaurants for decades. Peoptetjust go for the food and do not
just go for the price. Rather, people gaitodownrestaurants for the experience, and for
the chance to be in good company. After | havetipes/ changed their attitudes by
presenting a campaign that focuses on the experitey will have by going out to eat,
my next goal will be to keep a customer. Althod@l# of Monmouth College Students
may try my food at anytime, | need to focuska®pingcustomers so that they come on a
regular basis. If I can build a steady clientiag\t can spread my business around by
word of mouth. To recap, first | want to attraittdents, secondly | want to convince



them that coming to a restaurant is about the éxpeg, and lastly | want to keep my
customers and build a growing cliental.



Section Two: Audience

*General Overview of Audience*

In general, the 24-hour restaurant in Monmoutheirgollege students since they are
here nine months out of the year and will take &divantage of the late night hours.
College students are always up the latest andhasgsilooking for food to put in their
growing bodies. Although they are not in Monmodtiting the summer time, high
school kids also like to have a place to hang adtleave a place to bring dates. | am
also aware that many families like to go out ton@inafter church on Sunday’s so my
new restaurant would help to attract familiesml ot worried about my main audience
leaving for the summer because the community Wab &njoy my restaurant’s food.
Besides the point that college students leaveh®istimmer, the other nine months they
are hungry all of the time. As a college studéktjow that there are nights | am up
studying until three in the morning and | would éow have a cheeseburger or a hotdog
to eat. There are also other times where my faem! | want to hang out and eat, but
we can only order pizza and sit in our rooms. €y#lstudents would take full advantage
of a 24-hour restaurant because they are constamtiiye go.

Characteristics
1. Attitude towards a 24-hour restaurant

The general attitude of college students toward ie@ positive attitude. All
college students know that without food, humanswneak, tired, and
grumpy. If someone would walk into any collegedgtots’ room, they would
be able to detect bundles of food on shelves,anéfrigerator, and even on
their floor. Food is so critical to make the bddygction that everyone needs
to eat food everyday and multiple times a day.fakss how central a
student’s attitude is toward a new 24-hour restauraMonmouth, they value
a sit down place to be with their friends, to redand to enjoy a good cooked
meal.

2. Attitude toward relevant behaviors and message purgse

Although many students may be in favor of a 24-hestaurant, they may not
be motivated enough to come in and eat. The iflaanew restaurant in town
will bring about a lot of buzz and excitement, then the students will start to
reconsider their financial situations. The reafsmt food businesses flourish
is that they are cheap and quick. A sit down restat brings about
uncertainty of price and uncertainty of how longythwill be there. Some
people like the quick and cheap route, while ottedents would prefer to sit
down with their friends and enjoy a warm mealedlfthat as soon as one
group started going to their “designated” restayratimers would follow.

3. Relevant audience beliefs



The audience will know little about my restauranthe beginning, but at
some point in their life, the majority of collegeidents will have eaten at a
24-hour restaurant. They know that 24-hour restatsrare convenient and
always open. What they do not know is the diffepaices of the restaurant,
the quality of the food, the customer service, gnadlength of stay. As long
as a first group iwilling to try a new restaurant, others will soon follow,
which is also called the “bandwagon effect.” Wtiet audience will not

know at first is that the restaurant is targetedatals them and that prices will
reflect how much an average college student camcaffThey will notice

upon first visit, that the food is great and the@iis even better! Going into a
sit down restaurant, most people think that thel fedl be on the pricey end.
In reality, my restaurant is one that people céordfat least every other week
or on minimum, once a month. When people havegmegived notions,
those thoughts botch the real element of my idéaslong as they come in
and see for themselves that the restaurant is reabbeg they will most likely
stick around to be constant customers at all hotiise night.

4. Relevant audience values and their saliency

College students really value friendship and asef®elonging. Without
friends at school, a student would pass by as\asile being. Friendship
and happiness brings about a positive attitudeaamehlthy way of living life.
Most college students also value their health.le&éis and non-athletes are
constantly in the Huff fithess center trying to gehbeir bodies in shape.
College students are very aware that in their fiestr of schooling, weight is
very easy to gain. With these ideas, my plan einrto place. Now days, it
is so hard to sit down with family and friends argoy a meal, especially
with the odd hours the cafeteria offers. My resatwill give students and
families a chance to reconnect and enjoy a warni tagather. When friends
and family sit down together, they ultimately tédk hours and form a bond.
When most students and friends find that one restdthat they can call
“home,” they come back for meals all the time seythan also gain that sense
of belongingness while enjoying a meal of theiricho Not only can they
fulfill their need for companionship and that sengbelonging to something,
they can also eat as healthy as they need to atamyof the day.

5. Relevant audience needs and motives

The three essentials in a person’s life are fobeltsr and water. As stated
earlier, people need food to keep them energizaahy) and to make their
brain and body function properly. Students are aistivated to do whatever
is fun, and usually whatever everyone else is do®@4-hour restaurant can
be the “new” place to hang out on weekdays angldee that friends meet to
grab some food and to study together. Studentsllysare motivated to do
anything when food is involved since we are cortstam the go and burn



calories quickly. When their stomachs start aclmitpe middle of the night
for food they are motivated to go to any extrenoesettle their hunger pains.
Having a convenient restaurant open at all timdismotivate students to take
a quick walk down the road to grab a bite to eal see familiar faces.

6. Reference groups for this audience

The most obvious reference group | can think of vdne upperclassmen. All
of the sophomores and freshmen are always lookiisgé what their senior
friends are doing or where their older sororityesis are going. If the
upperclassmen really enjoy my restaurant, thennmieg freshmen will hear
about my place as soon as they go to school aydatitieknow that my place
is where everyone else goes. Another referenagpgrmuld be individual
teams, like the cheerleaders or the soccer tedmams always stick around
each other, especially when they are in seasontheydare always looking
for places to eat together. Other college studentsup to distinctive teams
on campus because they represent Monmouth Coltegeviole and they are
the leaders. When new freshmen come to schogl,afeevery concerned
with forming a right identity and making friendsttvithe right people.
Upperclassmen and sports teams are usually thedisbisictive crowds to
pick out of a campus.

7. Situational variables

When planning my message campaign, | have to estiiet my product
solely relies on reputation and income factorse ast time of year to
campaign my restaurant is right when college sttedget back from school.
This time is most appropriate because the studews a full bank account,
and they are used to having a variety of food frmme. If students get
hooked on my restaurant at the beginning of the, yean they will be
customers throughout the whole year. If | wailatanch my campaign during
the end of first semester, students have tons memrk at this time and
their bank accounts are running low on funds. &tng them in the
beginning of the year is key, before they have timeealize that they can
survive without another restaurant. Of coursesgla@e some limits on my
campaign and timeliness. Since students are gusing back to school, they
are more willing to experience many food placebeylwill not want to settle
with one restaurant in the beginning because thaayt to see what else is in
the town to make sure they are getting the best &oal the best price. Also,
if | campaign too heavily right away, students migh scared off and think
that my restaurant is not getting enough businedglzey my make
assumptions with my place. Overall, | expect taahching my campaign in
the beginning will introduce students to the prba @4-hour restaurant, and
begin to build a solid cliental.



8. Mental sophistication

| think that my audience will have a lot of exp@ce with this issue.

Younger crowds and couples are very accustomedtiiogeout with friends
and going to restaurants for an easy date. Witlpangicular restaurant, they
will not be as informed, but with restaurants imgeal, students get excited to
go out to eat. Since many students come to Monmioain Chicago or from
the suburbs of Chicago, they are accustomed tangan abundance of
restaurants around them. Going out to eat is aerisan ritual, one that most
Americans are very familiar with doing.

*Segments*
1. Upperclassmen

Upperclassmen are the “role models” for the erditelent body. The reasons why |
chose to target this audience is for the followimgin points:

0 They act as a expert group for my other segments:
Although they will not be experts right away witty mestaurant, after being at
Monmouth College for four years, they will be exgerStudents, faculty and
administration are always looking for a great renmndation from an
experienced person. Upperclassmen will have estery restaurant for all of
their college years, and if they have not triedrestaurant, they will
definitely have heard about my food and servicenfaiher classmates and
then can relay the information. Upperclassmen evéate buzz for my
restaurant and will serve as a main group to halpasl good information and
suggestions about City Lights Restaurant. Wonahofith is one of the
strongest forms of persuasion and an importanttioléackle as soon as
possible.

o They act as initiators and role models for my odegments:
The upperclassmen act as “initiators” because wikyave gone to City
Lights Restaurant in previous years. When the s@wol year begins, they
will venture to the restaurant and begin the cgélbrining new students to
the restaurant also. People are usually willinyygeomething new as long as
they have support from others. When the new freshan transfer students
come to Monmouth, they try to feel out crucial imf@tion they need to
survive on campus. The upperclassmen will alrdmdgiccustomed to coming
to my restaurant, so others will follow, thus cregtthe snowball effect.

0 They support the “in group” for my other segments:
One of the strongest emotions people try to sucdaanbthe sense of
belonging. There are so many organizations on oarapd so many students
join clubs, sports, and other activities. Studgmits activities so they can




belong to a significant group and feel welcomed atldome. The
upperclassmen will create the sense of the “ingirbecause they will be
regular customers at my restaurant. Since freshowdnto their older peers
for direction and suggestions, they will want tidw the already set
traditions of coming to City Lights Restaurantn&@ most upperclassmen are
in organizations with freshmen and transfer stusleghey will urge them to
come to City Lights to try the great food and exgrece the wonderful
service. Just like how most upperclassmen havé/senesday nights as the
“going out night” at Monmouth, freshmen have alszkpd up on Wednesday
nights as the “going out night” because they fokovthe upperclassmen’s
example. Since the new students look to theirrgdders for suggestions,
they will quickly pick up on the idea that City llits Restaurant is the only
24-hour restaurant in Monmouth and will follow tpperclassmen there so
they can also be part of the “in group.”

2. Freshmen

Freshmen are the most influential group out obathy segments. They are new to
college and are looking for mentors to follow. Tkasons why | chose to target this
audience is for the following main points:

o0 They look for mentors when they first arrive at@oh
Just like how upperclassmen set the example fongeuclass members,
these are the class members that follow by directlereshmen are the most
naive group when they enter college and they sspatate to learn the ropes
of things as soon as they can. | know when | edteollege | naturally was
more timid around upperclassmen, but admired thary word because |
knew they were experienced with the school ancegellife. When freshmen
come to school, most join a sport, enter a fratgwfi sorority or join a club
where there are older members. Older membersaiigtlike to take care of
new students because they have great recommenslattance they will listen
to upperclassmen, they will follow them to City hig Restaurant because
that is where the “in group” goes and the restausatine only 24-hour
restaurant in the area.

o They want to fit in and belong to a group:
Since freshmen are new and have to start over a@indegv friends, they are
desperate to find friends as soon as possible.wigpalready that the
upperclassmen will set the “in group” at City Lightreshmen will want to go
to the restaurant so they seem like they know lmfit in at school, and also
go so they can meet new people. City Lights Reatdwvill be the place
where people gather after classes and after artigintls work of study.
When a freshman goes to the restaurant, they caarkehat other classmates
will be there too, and the groups who go to théargsnt will share
similarities right away.
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o They are willing to try new things:
Freshmen will be new to the college life and widnt to try as many
experiences as possible. Seeing that they wilhage any preconceived
notions about City Lights, they will want to tryethestaurant because they
will know that that it is the only 24-hour restanta They will be willing to
try as many new things as possible until they &inglace that they feel most
comfortable at and can call “home.”

o0 They support my goal, “to keep a loyal customer”:
Attracting freshmen as soon as they get to sctso@Mery important concept
for my restaurant. If City Lights can attract Fren right away, they can
implement coming to the restaurant in their rouaind establish the
restaurant as a hang out place. Since one of ralg goto attract and keep
loyal customers, freshmen need to come to Citytisigis school begins.
When the group of freshmen become upperclassmeynwttl then be the
“expert group” and will be proven loyal by comingry restaurant on a
regular basis and provide their business to maugant.

3. People who are early risers

People who wake up early play a significant rolemypncampaign because they will take
advantage of the early hours of my restaurant. réasons why | chose to target this
audience is for the following main points:

o They want wholesome food early:
Early risers are an important segment becausewiieyant to utilize the
breakfast menu. Although breakfast food will beved all day at City
Light’s, this segment will mainly eat the eggs avitl want a wholesome
meal. Since the cafeteria does not start serveghfeggs until 8:00 am, this
segment will have the option of coming into my aesant prior to classes if
they want a warm and filling meal. Breakfast is thost important meal of
the day because this meal helps to start your rok$a early and regulate
your digestive system. With the help of this seginether students may
want to wake up and enjoy a hearty breakfast atlGghts too.

o They take advantage of my early hours:
Early risers will take advantage of my service hijjaing the early hours the
restaurant will be open. Since City Lights is al@ir restaurant, no matter
what time the early riser needs to wake up, theybeaassured that a fresh
meal would be waiting quickly down the road. Ilvmiéed people to come to
my restaurant at all hours of the day so | can lzasteady flow and so my
restaurant stays in business. This group will figlidl the early hour time
slot.

o They bring a constant flow of customers:
| will be reassured that customers will come ahallrs of the day. Since
early rises wake up early, they also probably goei early. They will not
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bring a flow of people to my late hours, but thell taring a constant flow to
my early hours, which are important also. | waity Cights parking lot to
seem full or constantly changing so people wilebger to try my restaurant
too.

4. People who stay up late

People who stay up late will fully take advantafjeng 24-hour restaurant and they may
be the most important segment for my campaign. réasons why | chose to target this
audience is for the following main points:

o They are willing to pay for my services:
The people who stay up late are the most despgrraitg. This group stays
up late because either they have homework, orliheg been out all night.
When a persons last meal was at 6:00, by midnight &re naturally hungry
again since their last meal was six hours agoceSno other restaurants are
open late at night, this group is willing to goeixxtremes to get some late night
food. Although City Lights Restaurant will not bgpensive and will be
aimed towards the college student, students stlibe& willing to pay for my
services. Students become extremely desperalatéonight food around
finals when all of their food in their room has romt, and when they are up
until all hours of the night studying. At this gjfec time of the year, the late
night students will be willing to pay for food othiaan canned food.

o They take advantage of my late hours:
Since this segment of students stay up late, tregager to find places that
serve food which also stay open late. Since Cigyis is a 24-hour
restaurant, the late night segment will come dutimeglate night hours. This
segment ensures that my restaurant will stay dusyighout the day and not
die out at nighttime. College students constacdiyplain about being
hungry late at night and having to eat junk fo&lnce my restaurant will
serve hearty and provide healthy meals, they \iliiore eager to come to
City Lights. This segment is also important beeathey help keep the
restaurant open. If there was not a need forearl@ght restaurant, then |
would lose money, but since 24-hour restaurants@asearce in this area,
students will be eager to come and have a meatat [ghts.

o They are thankful and loyal:
Maybe one of the most important and enjoyable ateristics of this
segment is their loyalty. Late night eaters arentpaesperate for food at
night because they have eaten such a long time &gt them knowing that
City Lights is the only restaurant open late, thely be loyal and appreciate
my services. Appreciative customers are wonddédehuse they will refer
other students to come to City Lights and enjoyealntoo. As | stated earlier,
word of mouth is one of the most powerful toolgefsuasion among
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students, and loyal customers cannot wait to sieie favorite places with
their friends.

5. People who are health conscious

People who are health conscious are very meticidatess and rarely eat at fast food
chains because of the lack of nutritious food. f@asons why | chose to target this
audience is for the following main points:

o They like to have options:
Health conscious people do not have many optionedting healthy at
Monmouth College. In the cafeteria, there isdiftfotein offered to students
and no one knows the health facts to meals. Myuwesuld include a
“healthy” preference where health fanatics couldehan option of low-
carbohydrate bread, substitutes for potatoes dret fatty foods, and have
low-fat options for deserts as well. There woutdabspecial part of the menu
that shows the different health options and sulissta person could choose
to make their meal healthier if they choose. Ssm@e health conscious
people stay up late at night too, they usually dbhave any options of food
to eat besides canned food or pizza. Since nedptéwn is healthy, they will
appreciate my health conscious menu and utilizie tptions at City Lights.

o They bring in a new crowd of people:
The health conscious segment is also importarttepdan inform other
health conscious students of my menu. Many phigiipeople choose not
to eat out regularly because restaurants give atthhiacts or healthy
alternatives for their meals. This segment wilphaform other healthy
students that City Lights has made a special attéonipelp them continue
their healthy diet and promote fitness.

o They are loyal customers:
The health conscious segment will also be loyalaruers because they are
used to a healthy routine. When the health conscsegment realizes that
they can continue a healthy lifestyle at City Lightey will become a more
loyal crowd and continue to come back to City Leght want to make sure
that all types of people will come to City Lightscamake people aware that
although my restaurant requires people to eattbey, can maintain their
lifestyle.
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Section Three: Promotion

*|dentity*

1. Themes: My campaign will have the main slogan of the foliog/sentence, “City
Lights Restaurant, where our lights afeayson!” | want to focus on the idea that my
audience can consider City Lights as a dependabtaurant, and a place that they know
will always be open. Although that is my main slagthere will also be many slogans
throughout the entire campaign. Listed are thiedohg slogans and themes:

0 Back to School: “Consider us your home away from home!”
o Freshmen

o Football Season/Sports:“We are cheering for your business!”
0 Monmouth College Students

0 Relaxation: “Relax, Let us do the work!”
o Late Night Students
0 Health Conscious Students

o Valentine’s Day/ Romance: “We loveto keep you happy!”
o0 Monmouth College Students

o Family: “There’s nothing like a home cooked meal!”
o Freshmen

o Spring: “Spring into City Lights where our service is corstantly
blooming!”
o Early Risers

o Loyalty: “Serving you since day one!”
o Upperclassmen
0o Freshmen

2. Symbol: While my campaign is running, there will be a stamt image of a city
skyline with skylights pointing down on the citfthe words “City Lights Restaurant”
will appear on all of my messages and embracedibee that the restaurant is open 24/7.
The colors red, black, and yellow will be usedhow power and stability.

I

b—&
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3. Motives: In order for my campaign to be successful, | hawamotivate Monmouth
College students to come to City Lights Restaur&ith each of my themes, | will have
incentives for them to come to City Lights and emage students to participate in my
promotional events.

o

Back to School: For the back to school theme, my company wiltipgrate
in Freshmen Walkout and hand out free picture faaral offer a 10%
discount on their bill with Monmouth College ID.h&se incentives will
attract new students and make them eager to trgnguestaurant.

Football Season/Sports:For the football season, | am offering a free Inasa
part of the football raffle drawing. | am not omhotivating students to
become involved with their schools sports, | amrgj\them incentive to
receive a free meal.

Relaxation: For the relaxation theme, | will target student® stay up late
and offer them late night specials. By offeringrthlate night specials, | can
guarantee a constant flow of people at nighttimengdate night hours are not
a waste.

Valentine’s Day/Romance: For Valentine’s Day, | am having a contest to
see who can write the best jingle or poem. Thenesinvill receive a free
dinner for two on Valentine’s Day. Students w#l imotivated to participate
in this event because Valentine’s Day can becomexpansive holiday and
with a free meal, they can focus on other aspddfsetr sweetheart.

Family: For the family theme, | am offering half off pegfor entrees (full
meals). Since most students will be running lowcash around midterms, |
want to ensure that | will still get their businessl will offer MC students
discounts to come to my restaurant before sprieghor | will focus on family
because most students will be homesick by that time

Spring: For my spring theme, | will be motivating studetd come to City
Lights by offering punch cards where you but firedkfasts and receive the
sixth breakfast free. | am using this incentiveshese when people have
cards, they feel like they belong to something spend | want to continue to
have their business. Sometimes in the springs sdleestaurants slow down
because college students are running low on clasfant to ensure the
students that although their pockets may be skacked, they can still eat
affordably.

Loyalty: For my loyalty theme, | will be offering graduat25% off of their
entire bill on graduation day. | want to use thientive because most
families go out to eat after graduation and sin@Mouth already had so
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many restaurants, | want to make sure | am giviggustomers the best deal
they can get while having my restaurant still mgkanprofit.

4. Values: The main value of my campaign is getting Monmoudi€gje students to
realize that spending time with friends is irreglalsle and that belonging to a group is
what most college students strive to achieve. semese of great customer service and a
good meal is important to students, but belongmng group of people, who for example,
go to City Lights regularly, is far more importanVhen students are older, they will not
remember what they ate, but they will remember whioey ate with and the experiences
they shared with friends. | want Monmouth Collsggdents to not only enjoy the food
at my restaurant, | also want them to enjoy theearpce of being with friends.

*Credibility*

o Establish Trust with the Audience: In order for my audience to trust me as a
business owner and to trust that there will be gaadice at City Lights, | will
hire experienced workers. By having an experieneaitl staff, my audience will
always be able to count on good service and adiyegnvironment. My chefs
will also be experienced and be able to make wdullieprepared food. If | treat
my customers like royalty, they will trust thatrhdrying to build a relationship
with them and not just take their money. By makeagh trip to City Lights an
“experience,” they will trust that they can comeanyg restaurant and act as if they
were at home. There will be friendly and quickvese, well-prepared meals, and
a familiarity level between employees and customé&sr home is our
customers’ home. In the service business, themestis always right and my
restaurant will really focus on building relationshwith customers so they can
count on great service and we can trust that thikgeme back in the future.

o Establish Confidence with the Audience:l plan to establish confidence with
the audience by presenting my employees and migsalprofessional manner
and by giving constant service. My wait staff vall have their hair neatly pulled
back with manicured nails. They will wear redddtpolo shirts and black
pants/capris to work everyday. The way someonsegnits themselves is
important because appearance shows that we cané @loocustomers so they
should care about us too. | will be confidenthia wvay my employees look and
the professionalism they will use with each customewvill also build confidence
with my audience by focusing on consistency. Mykayees will be consistent
in their appearance, service and manners. By gaonsistent employees, | will
be confident that every customer will enjoy thesgitvand | will be confident they
will return in the future.

o Establish Identification with the Audience: | will establish identification with
the audience because | will be a young owner op adstaurant. My prices will
reflect that | understand college students are stni@ budget. My hours will
reflect that | understand college students havecadhschedule and no matter
what time of day it is, my restaurant will be ogersupport their needs. My wait
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staff will also be able to identify with the audeenbecause some of my workers
will be college students themselves. Workers lagentain path to the audience
and they will work on being friendly and work oreating a perfect experience

for each customer. Everyone has had a good oek@etience at a restaurant and
my waiters will understand that professional anehfdly service is the utmost
important aspect of serving. By identifying witlyraudience, they will feel
welcomed and feel at home so they will continuedme to City Lights.

*Case Building*

To understand my audience fully, | have to ackndgéethat each segment will have
different resistances to why they do not want tmedo my restaurant. In the following
section of this persuasive plan, | will outline th#erent tactics and arguments | will use
to create a mental change in each of my segmeigraaes to make them come to City
Lights Restaurant.

0 Upperclassmen: Upperclassmen may not want to come to my 24-heagtaurant
because they are the busiest segment of my audidhast are looking to
graduate and they will not have enough time tooaafor their meals. Also,
since they are older, they realize the importariGaeing money to become
independent once they graduate. | developed twssages to help create mental
change among upperclassmen, which are a radio anement (Appendix 16)
and a flyer (Appendix 15). Using the following tias and arguments, | am
hoping to attract the upperclassmen to coming tg IGghts Restaurant.

o Vividness: Vividness refers to how a message can be emotjonall
involving and includes concrete imagery and perssmaport. In the
flyer, vividness occurs two times. First, the wéecdngratulations”
creates the emotion that this group has accomplialgreat task.
Graduating college is a long and hard road, andslryg the word
“congratulations,” upperclassmen will understarat ity Lights
Restaurant cares about their success, therefaagrgemotion. The
second instance of vividness on the flyer is thengg “Serving you since
day one.” This saying creates emotion by makirgughperclassmen
reflect on their college days back to their firayd Since City Lights
strives to have freshmen implement coming to tiseatgant in their
routine, day one is especially important down thedr By reading this
line, upperclassmen will be thankful for City Ligtgervices. In the radio
commercial, vividness appears once. The commestags, “Without
your support, we would not be the restaurant weaday.” This line
sends the emotion to upperclassmen that they hehadée City Lights
Restaurant a special place.

0 Repetition: Repetition refers to repeating phrases constaattpe
message or word will stick out in a persons miRepetition occurs seven
times in the radio commercial. The name of myanestint appears five
times in the thirty second commercial so by the, @eipgerclassmen will
know that this commercial is for City Lights. Répen is important so
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the upperclassmen will know to come to my restauraiher than another
restaurant in Monmouth. The word “support” appéaise in the radio
commercial also. | use the word “support” so thatupperclassmen
know that City Lights is committed to their succassl we want more
than just their money.

Distraction: Distraction refers to refers to songs, jingles aridhat
appears in messages. On the flyer, distractionredcequently. The
flyer is very artsy with my City Lights Restaurdogjo and two pictures of
a graduation cap. These pictures help the upsman connect to the
idea that this message is targeting graduationsvaaCity Lights
Restaurant. My theme saying, “Serving you sinceate,” is also a
distraction and helps remind upperclassmen thatlGghts has always
been there for them.

“If you want an inch, ask for a mile”: This phrase refers to the idea that
if you ask for a small change in behavior, you Wtle reaction. If you
ask for a bigger behavioral change, your audieritdoezmore willing to
give you something rather than nothing. In the m@rcial, this idea
appears once. | use the line, “Bring your famitg driends to city Lights
Restaurant to take full advantage of this greatadiat and to enjoy your
last experience in Monmouth.” | ask them to biingmselves, their
family and their friends. In reality, | am justging that at least one of
those groups will show up so | can have their tessrfor the day. If all
three groups show up, that would be phenomenalf jugt one group
shows up, that is better than nothing.

Reciprocity: Reciprocity refers to the idea that if you give sume a
present, discount, etc. they will want to repay.yduthe flyer and in the
commercial | mention two incentives for upperclasarto come to City
Lights Restaurant. The first is that they will ea@ 25% off their entire
bill if they come on graduation day. The secoramtive is they will
receive free Polaroid pictures of their family dridnds so they can
remember Monmouth College. When people have inaeot get free
items, they feel they should comply with the deswéthe giver. In this
case, | just want them to come to my restaurahtcao have their
business.

Scarcity: Scarcity refers to the rarity of an event and madexsple act
quickly so they will not miss out. Both messagelg heavily on scarcity.
Although upperclassmen will receive 25% off theitiee bill and receive
free Polaroid pictures, these gifts will only beadable on graduation day.
In order to get these incentives, | am hoping ugpsesmen will persuade
their families to take them out to eat at my restatibecause the deal only
lasts for a day.

Rational Model: The rational model includes four parts: Belief,
Attitude, Values and Motives. The rational modelised when a person
wants to think through a problem and identify wimatkes sense to them.
Upperclassmen believe that spending time with thieinds before they
graduate is important because they may never sse thiends again.
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City Lights Restaurant offers a safe and friendlyimnment for friends

to gather and chat over a great meal. Upperclas$aver going out to
eat because they can spend time with friends addan get away from
campus and relax. Being an upperclassman is &ttégxause they are
always bogged down with homework. Coming to Ciights lets them
vent to their friends while distressing by enjoymrgat food.
Upperclassmen value City Lights because they cfieap, healthy food.
Eating in the cafeteria for four years straight gahreally old and
unhealthy. Having the option to go to a wonder&staurant is important
to upperclassmen because they always want a chduagdly,
upperclassmen are motivated to come to City Ligbtsause every month
we offer an incentive. When upperclassmen gradtizg get a discount
on their graduation bill and are warmly welcomedthva specialty banner.
Also, upperclassmen receive free Polaroid pictorethe day of their
graduation if they eat at City Lights. City Ligraffer upperclassmen
many incentives, which is a key factor in the nagéilbmodel.

Hovland’s Learning Theory: Hovland’s Learning Theory also contains
four main points: attract attention, understanding comprehension,
learning arguments, and lastly, having an incertivehange/learn. My
messages help to attract attention because theyeative and flashy.
When the upperclassmen are attentive with my mess#gey can then
realize that there are incentives to coming to Cights Restaurant.
Upperclassmen will learn that City Lights is théyoP4-hour restaurant in
the area and that the restaurant strives to makecesdible experience for
each customer. Upperclassmen are intelligent @ntmugomprehend the
messages and realize the perks for eating at @jtyts. They accept that
City Lights is the only 24-hour restaurant in tlmeaaand they accept that
City Lights has good food once they pay a visithi® restaurant. Lastly,
they have the incentive to come to City Lights heseathe food is cheap,
the hours are great, and the restaurant providesievtul monthly
incentives.

Identity Emotive Model: The identity Emotive Model focus primarily on
messages. The model also has four steps: fiegsage project an
identity, secondly the message sets a context iohath enact an identity,
third the product is linked with identity/situatiomood, and lastly there is
justification of why the product is needed to agkigdentity by the
receiver. In my commercial for upperclassmen gaéidn meals, the
Identity Emotive Model can be clearly explainec Begin, the message
projects an identity of finally graduating colleged having the
opportunity to share the day with family and frisndrhe message creates
a satisfactory identity and makes upperclassmdnikeghey have
achieved success. The message sets a contexitofgriamily and
friends to a graduation celebration to celebrateribw found success and
“heroism.” By commending upperclassmen for graihgathey will feel
special and triumphant. Next, The product (myamesint) is linked with
the situation because we are promoting graduatiesisn Graduating
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college is one of the happiest days of any studeif¢’ and their parent’s
lives. City Lights wants to capture that essemuwselcome the new
graduates to a celebration. Lastly, my radio annement justifies that in
order to get the most bang for their buck, theyutthaome to City Lights.
Not only will they be saving money with the May @mtive program, |
have already thanked the upperclassmen for being@ortant group to
my restaurant. They will feel like they need teneto my restaurant one
last time to meet up with friends at their favogtdlege hangout spot.

o Freshmen: Freshmen may not want to come to my 24-hour uesta because
they will be the least educated segment of my auwegie They will be unaware of
the benefits of coming to City Lights. Also, sirtbey are more uneducated, they
will hesitate coming because of transportation laadervous to spend money
early in the year. | developed five messages lp ¢reate mental change. The
five messages are a flyer (Appendix 2), a pictaenke (Appendix 3), a radio
commercial (Appendix 4), a television commerciapp&ndix 5), and another
flyer (Appendix 12). Using the following tacticagarguments, | am hoping to
attract the freshmen to coming to City Lights Resdat.

0 Vividness: Vividness appears numerous times in the five prdema
messages. The first usage of vividness is inlylee.f The phrase,
“Consider us your home away from home” evokes theten that City
Lights values family togetherness and while stusiané away from home,
they can count on the restaurant to treat themféikely. Vividness also
appears in the radio commercial. The commerca}gpbn the emotion of
freshmen missing their families. The following gtien is used in the
radio commercial. “Has the college experienceyett missing your
family or missing a home cooked meal?” The presilie is used to get
freshmen to remember what it is they miss abouteéhom return, City
Lights Restaurant will fill that missing void besmufreshmen can still get
a home cooked meal at my restaurant. The phr&@amsider us your
home away from home” is also used again in theoradmmercial like in
the flyer. The next instance of vividness is usethe television
commercial. The commercial plays on the emotiohwfger. The
commercial shows an average college student whorigry and is
ecstatic that there is a 24-hour restaurant in Mautin  Freshmen can
relate to this character because they know whatiike to be hungry late
at night with no food. The last usage of vividness the other flyer.
This flyer uses the phrase, “There’s nothing likeoane cooked meal.”
This phrase plays on the emotions that althougthfreen are far from
home, they can still be treated like family.

0 Repetition: Repetition also appears frequently in the messages.
Repetition mostly appears in the two commercialsesthey will be
played numerous times a day. When commercialerdyeplayed rarely,
they do not make a behavioral change because therame will not
remember the service or company. With my commksrpiaying on
WMCR, MC-TV and local television stations numerduses a day,
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freshmen will easily be able to notice my restatieand give it a try.
Another example of repetition occurs in the raddimmercial. My
restaurant’'s name appears five times in the tlseisend commercial. |
chose to have my name appear that many times sunfien who are
newer to the campus can learn my restaurants narolyjand give it a
try early in the year. | also used the words “mmigsand “home”
repeatedly so freshmen could feel homesick and weiny my restaurant
because my food would remind them of their motheréals. | feel that
repetition will only enhance the number of freshnadro will try my
restaurant.

Reciprocity: Reciprocity also occurs a couple of times througmow
messages. There are three instances of reciprotite first is the
freshmen will get a free picture frame when thestipgate in freshmen
walkout. The picture frame is stylish while shiaring the name of my
restaurant at the top. | feel that when the frehsee their new gift, they
will be willing to try City Lights because they Wiliew my restaurant as
generous and classy. Also, during the first Monthad school, all
freshmen will receive a 10% discount off of theiodl. By giving the
freshmen a discount, they will have incentive yothre food and feel good
because they know they are giving me their busin&bg last instance of
reciprocity is during the month of March. In Maythey will receive

50% off all dinner entrees. By giving such a hdgeount, | am hoping
to attract more students and have them feel likg Want to give me their
business so they can also reap the benefits aéapameal.

Scarcity: The most obvious sign of scarcity is through mgvaion
commercial. The commercial highlights the idea @igy Lights is the
only 24-hour restaurant in the area. Since Cights is theonly 24-hour
restaurant, my place is more scare and more désir&mother instance
of scarcity is with the incentives | am offeringihe picture frame is scare
because freshmen can only get one during freshnaékout. The 10%

off deal is scarce because the promotion onlythasugh September. The
50% off promotion is scarce because it only lagiugh March. Scarcity
is an important factor to lean on because whengtara scarce, people
feel that they have to act as soon as possibleeddal or they are
missing out. | am hoping to attract freshmerhmbeginning of they year
and again in the middle of the year to ensure gmitinued business.
Distraction: Distraction occurs with all of my messages. therflyer, |
use the catch slogan, “consider us your home avealy home.” The flyer
is also very artistic and bears my symbol of a aitgd decorative stars.
The picture frame is a distraction because it iacnoal object that
freshmen get to keep forever. The frame is siéwet engraved. The radio
commercial is a distraction because it also useslttgans, “Consider us
your home away from home,” and “Our lights are alsvan.” The
commercial is a distraction because it is very aligustimulating and uses
catchy music and visuals. The other flyer is &rdddion because it is
printed on a paper plate and has creative grapHibs.flyer also bears the
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other catchy slogan, “There’s nothing like a horoeked meal.”
Distractions are important for freshmen becausg #ne very uneducated
about my restaurant. Whatever it takes to get tttecome to the
restaurant for the first time is an important idegrasp. Freshmen are
not going to take the time to weight the positigas negatives of coming
to a restaurant for the first time, so | must mhycatchy jingles and
artistic logos to attract their attention.

Mother Turkey hypothesis: The Mother Turkey Hypothesis is an
important tactic to master with freshmen. Thigitaefers to social
triggers and doing good for the children. Thiditars constantly used
throughout the messages. It is important for e to have a
“motherly” figure in their lives so they feel comifable and not homesick.
An example of this tactic occurs in the flyer ahd tadio commercial.
The theme for these two messages is, “Consideourshome away from
home.” | want freshmen to feel that they can cooney restaurant and
feel at home from the quality service and greatlfobtry to explain to the
freshmen that although they may be homesick, thaystll count on City
Lights to make them feel at home.

Rational Model: Like | previously stated, the Rational Model hasrfo
parts to the theory: Belief, Attitude, Values afdtives. Freshmen use
this model to rationalize why they should come ity Cights Restaurant
in the first place. Freshmen, after being educhtechessages, believe
that my restaurant is the only 24-hour restauratité area. Freshmen
will think this information is important becausestholder peers will
suggest going when it is late at night becausetibnly is the only place
open, there is good service and great incentiiext, freshmen attitude
will be that they favor hanging out with friendsdawant to be part of the
“in crowd” that hangs out at my restaurant. Siotteer students know of
the great prices and good food City Lights hashneen will want to
follow them because they believe the best way tetrfrgends is to belong
to a group and fit in with the crowd. The freshmah value the presence
of a 24-hour restaurant because they will be abladet new people.
They will also value the upperclassmen’s opinioesause they are
experienced and they know all of the right decisiooncerning
Monmouth. Lastly, freshmen will be motivated tareto City Lights
because of the wonderful incentives they are offemeéhe beginning of
the year by my restaurant: 10% discount, freeupéctrame, convenient
hours, etc.

Identity Emotive Model: As | previously stated, the Identity Emotive
Model focuses on the actual effectiveness of a aggsand has four parts.
| will use the television commercial further to éaip the presence of the
Identity Emotive Model for freshmen. The commelr@grojecting an
identity of an average college student being huihageyat night. The
message sets a context (character going to ge} ¥audh correlates with
the characters need for food after their “seconaeli syndrome” kicks in
late at night. Then, my restaurant is linked wifté desire for food
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because it is a restaurant and provides healthyeady meals for
students who are hungry. Lastly, the commercstifjes that freshmen
should go to City Lights because “our light is ay@@n,” and we are the
only 24-hour restaurant in the area (scarcity)lloong these four steps,
freshmen are more easily persuaded when they see#itaurant because
they can connect with the idea of being hungry dteight but having
nowhere to go. The commercial explains to freshthahCity Lights is
open 24-hours a day and welcomes students to da &cility.

o0 Theory of Reasoned Action: The Theory of Reasoned Action describes
the discrepancy between behavior and attitudehofijh freshmen make
look favorably (positive attitude) on my restautahey still might not act
on their desires. When freshmen consider goir@ityLights they will
ask themselves multiple questions. First, theyeahsider if going to
City Lights will benefit their desires. If a persdesires food late at night
but there are no other places to eat, City Lighthe effective solution
because they are open 24-hours a day. Seconflgshanen may ask
themselves, “Will | risk something.” Freshmen vahly risk their money,
which will be hardly a lot at all. With the incéve program in September
(10% off meals), they will actually be saving momnayile eating out.
Also, City Lights Restaurant is targeted towarddeége Students and the
prices on the menu reflect what an average studghoisld be expected to
pay for a meal. A freshmen may then ask themsgi®es there
constraints on going to the restaurant.” A freshmmay think a constraint
would be transportation, but City Lights is in wialy distance if they do
not own a car. The distance is less than a mikeil&s away and can
serve as daily exercise. The last question arfneshmay ask themselves
is, “Are there competing values.” The answer is uestion is clearly
no, especially late at night. When the time ig @as00 pm, there is
nowhere in Monmouth that stays open. My restausghthot have any
nightly competitions because | am a scarce regtauwsfter reviewing all
of the collected information, a freshman would m@adily come to City
Lights because there are no direct repercussioaatofg out at my
restaurant.

o People who are early risers:People who are early risers may not want to come
to my 24-hour restaurant because they may have dadses and may not want
to wake up earlier to sit down for breakfast. Algeople who wake up early are
usually busy people. They have a hard time fitéagrything into one day so
they wake up earlier to take full advantage otladl hours of a day. | developed
two messages to help create mental change amaygisars. The fist message
is a punch card (Appendix 13) and the second &lercommercial (Appendix
14). Using the following tactics and argumenitam hoping to attract the early
risers to come to City Lights Restaurant.

0 Repetition: Repetition plays a huge factor in my radio comnadrcirhe
word breakfast appears five times in my thirty-sgetoommercial. | use
the word “breakfast” repeatedly so the early riggrsw that this message



23

is targeted towards them. Since they are alreadke, breakfast may be
something they want to implement into their schesgull also mention my
restaurant name three times in the thirty-secomaneercial so they know
where they can find the breakfast.

“If you want an inch, ask for a mile”: This tactic also appears in the
radio commercial for early risers. In the commartiencourage early
risers to stop in everyday for breakfast. Althouigim encouraging this
segment to come in everyday, | really am hoping tiey will come in at
least sometimes. Although some early risers mayecion everyday, | am
really just trying to get them to come in and aglithe morning hours and
the breakfast menu. Asking them to come in allttime will ensure that
they will at least come in some of the time.

Guilt:  Guilt plays an important factor in creating mertadnge for early
risers. Early risers will argue that they wakeeaply to go to classes or to
complete homework, but in my radio commercial legilem a reason to
come to breakfast regardless of their schedule r&tlio commercial
states, “Did you know that breakfast is the mogionant meal of the
day.” The words “most important” play a key factoithis message.
When early risers hear this fact, they may be magembme in and do the
right thing by eating breakfast early. For yeds;tors have encouraged
people to eat breakfast so their metabolism stanitker and so people
will have energy throughout the day. | am hopimgt if an early riser
hears this commercial, they will consider comindganbreakfast so they
follow the doctors recommendation.

Reciprocity: Like in the other messages, reciprocity is impdrtarcreate
mental change in early risers too. | give eadgns two “gifts”
essentially. The first gift is the punch card.eTgunch card is a token of
my appreciation for early risers waking up to a@limy hours. The
second incentive is to buy all five breakfastsheytcan get a sixth one for
free. Since they are getting free food by theittsmeal, they will feel
more pushed to come in so they can utilize thentioe and not let the
promotion go to waste.

Get commitment: Commitment is an important key term to understand
with these messages. Getting a segment to coraraibehavioral change
ensures that they will use the given product.hls tase, early risers are
committing to come back to my restaurant to utilizgincentive for

April. By getting their card punched the first 8pthat shows that the
early riser is interested in receiving the beneditd will show up to
complete the rest of the meals. If the early ngere not interested in the
incentive program, then they would not have takenpunch card in the
first place. As soon as they punch their first ighthey are willing to
come back for seconds.

Scarcity: Like the other incentives, the punch card is scafidee card
can only be obtained in the morning hours and dudipril. If other
segments want to participate in the April incentivey will have to wake
up early to get a free punch card. Although brasikfan be purchased
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throughout the day, my audience can only get thésca the morning,
which makes them scarce and more desirable.

Elaboration Likelihood Model: The Elaboration Likelihood Model is
composed of two subcategories: The peripherakrantl the central
route. The peripheral route is used mainly in caraals and
advertisements because those messages look te argaick change and
cannot offer much information in the allotted timEhose messages are
used to gain the audiences attention while focusmgepetition. The
central route focuses on a detailed and researoesdage. While the
central route is the more effective route, for ragio message, | will
follow the peripheral route to make a quick anddardchange for people
who wake up early. By making people who wake utydael guilty
because they should eat breakfast but always dam®imakes them want
to eat breakfast more often. In my commerciaatest“Did you know that
breakfast is the most important meal of the day&m using quick and
easy tactics in the commercial to make my segmgneteawith me that
breakfast is the most important meal of the dafterAistening to my
message and agreeing that they know breakfastpisriant, they will try

to implement eating breakfast into their schedureorder to make my
message more effective in the end, | will haveame up with a fully
researched plan that explains why eating brealdastportant and what
the pros are to eating balanced meal in the mornugil then, the radio
announcement will create a quick behavioral chamgkmake people who
wake up early feel guilty enough to eat breakfast.

Identity Emotive Model: For people who wake up early, | will explain
how my radio commercial effectively persuades sisigment to come to
City Lights. My radio commercial projects the idénthat breakfast is
important, and if you do not eat breakfast you p@yarming yourself.
The message then states that in order to fulfgl bineakfast need,
customers should come to City Lights because weedmeakfast all day
long and give incentives for coming in the mornirMy restaurant is
linked with the mood of having to eat breakfastehese City Lights is a
full service restaurant and strives to take canésafustomers. The radio
advertisement justifies that people who wake upyednrould come to City
Lights because we give discounts to people who cesmnlg and customers
could potentially receive a free breakfast if tloeyne enough. By
understanding how the ldentity Emotive Model redate people who
wake up early, | can better target their needspdang on the idea that
everyone needs to eat breakfast to live a hedfdysio why not get
incentives while you eat too?

Attribution Theory: The Attribution Theory deals with how people feel
persuaders go about changing their beliefs. Hragn feels a persuader is
trying to erupt change in a person purely for selfving purposes, that
person will be less likely persuaded. People whkewp early will be
able to attribute City Lights motives as the restatiwanting to create an
equal exchange between the business and the custo@igy Lights
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offers their early morning crew incentives so tleap continue to build
clientele and utilize the morning hours, but thispavant to give the
college students a break and make them not hgvayttoo much for a
meal. If people who wake up early realize thatrdstaurant’'s motives
are purely for the customers own good, they wowoldogthe restaurant
more frequently because they would feel like theyangetting a good
bargain while enjoying great food. As long as stemer can trust a
persuader, both parties will benefit from each othe

o People who stay up late:People who stay up late may not want to comeyo m
24-hour restaurant because they may be stayingtepd do homework and
projects and they may feel like they do not haveugh time to come and sit
down for a meal. Also, many people who stay ue Vebrk solo and would not
have friends to go with them to grab food becabse friends would be sleeping.
Most people who stay up late want food fast and ttantinue working on
homework or go to bed. | developed two messagbslfpcreate mental change
among people who stay up late. The first messagsigned is a radio
commercial (Appendix 8) and secondly, | developdigex for late night students
(Appendix 9). Using the following tactics and angents, | am hoping to attract
people who stay up late to come to City Lights Rexsnt.

o Vividness: Vividness plays a factor in my messages becauseotips
are emotionally involving. These messages willigint before finals
when students are studying late and are strested ase the phrase,
“Relax, let us do all the work.” Telling this segnt to relax hits them on
an emotional level because they need someond tbeet to relax since
they are working so hard at studying for finals.

0 Repetition: Repetition will obviously occur when my radio
announcement is played multiple times a day on WM®R having this
commercial played repeatedly, people who stay tgpdanight will be
able to hear the advertisement and come in duniadgtter hours. During
the commercial, | repeat my restaurant’'s name tmeg so the audience
can know where the message is coming from and theseord “relax”
two times. | use the word “relax” because collefiglents often forget
that they need to relax during stressful times, mgdestaurant is the
perfect place to take a break and grab a great meal

o Distraction: Distraction appears numerous times in my two messéay
people who stay up late. In the radio commertha distractions are the
two mottos | use. The first is “Relax, let us dialze work.” The other
motto states, “City Lights Restaurant, we have @enadoor policy.”
These two distractions help to enhance the créatwimy audience and
the catchy mottos will help them to remember myawsant late at night.
The flyer also has many distractions. The Cityht’gjlogo is placed
largely in the center of the flyer and there am@pgic stars surrounding the
logo. In addition, the motto appears on the fgemwell so people who
stay up late will be constantly surrounded by ngntle.
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Reciprocity: The one incentive during December is for studemts t
receive special discount rates on all entrees etiissand specialty
sandwiches. Since most students do not havedod lnbney by the end of
the semester they are more hesitant about goingp@at. Since my main
meals will have discounts, the people who stayatg ¢an still come in to
eat because the meals will be affordable. Sirara giving this segment a
discount, they will feel more at ease and hopefadlgne into City Lights

to enjoy the offer and give me their business.

Commitment: My two messages create commitment because they ask
guestions. There are three main questions my messsk. The first
appears in the radio commercial and asks, “Havebgan studying until
all hours of the Night? Do you get hungry aroundmght because you
have not eaten since dinner time?” By asking tlogesstions in the radio
commercial, people will answer the questions inrtben head or out
loud. As soon as they have answered the questien have committed
themselves to my messages. When a person canatavittea service
and a message, they are more likely to try thaticer On the flyer, there
are two questions | ask. The first, “Finals?” whihe second asks,
“Hungry?” Although both questions are very simples reader will
answer these questions in their head and maybagukd to come in for a
late night meal.

Scarcity: Scarcity occurs because the incentive of receispegial
discounts only occurs during December. Since sitsdenly go to school
for two weeks during December, | am hoping thay tvél take advantage
of my discounts and come into City Lights. Likpréviously stated, when
items are scarce, people feel a need to act quickigke full advantage of
the product.

Mother Turkey Hypothesis: The Mother Turkey Hypothesis is
important for people who stay up late during final¥hen | encourage
students to relax and stop stressing, my mothesdijricts are coming out.
For students to feel taken care of, they feel nabt@ome and feel safe.
When students start to get too stressed out, boely shuts down and they
cannot think reasonably. With my messages, | fl@acourage students
to come to City Lights restaurant so we can take oathem and send
them on their way to studying again while keepirgealthy lifestyle.
Rational Model: As previously stated, the Rational Model has faeps:
belief, attitude, values and motives. People vihy gp late fit in the
Rational Model differently than every other segmeReople who stay up
late are more desperate to eat food that mosteatf ttho not care where the
food is coming from. With that said, people whaystip late believe that
City Light's Restaurant is the only place to e&t lat night because they
are the only restaurant open. | want this segmlsotto understand that
although my restaurant is the only place open,tilleoffer quality food
and strive to keep each customer happy. | do aot wy restaurant to be
the only option, but | want customers to “choosetome to City Lights.
Next, people who stay up late strongly favor Citghts because when
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their “second dinner syndrome” kicks in, they hauwestaurant to eat at
and a place that welcomes them. Next, people wayoup late value City
Lights because they know that although the restausahe only place
open, they still have great food. People who sfalate value and
appreciate the constant effort City Lights showarat hour. Lastly,
people who stay up late are motivated to go to Oigyts because they
are the only place left open and because they gftsat incentives to
people who want to eat late.

0 McGuire’s 2 Stage Theory: McGuire’s 2 Stage theory is composed of
two stages: the reception stage (attention angoemension), and the
yielding state (evaluation of source and argumentsprder to make
people who stay up late come to City Lights, thaystthave a message
that fulfills both stages. | will use the exampfehe flyer to help explain
how people who stay up late are persuaded using 8tage Theory. The
flyer is very flashy and asks questions such asdlsP” and “Hungry?”
These questions help get a person’s attentionorAatically a person who
is up late will answer the two questions. If theywe been up for a while,
the chances are good that they will be hungry bez#heir last meal
would have been hours before. After the flyer gle¢ssegments attention,
they have to comprehend what the flyer is tryingébthem to do. By
reading the two questions, people who stay upWéteinderstand that if
they say yes to both of the questions, then theuldhgo to get food.
Next, people who stay up late have to evaluatenfieemation that is
presented to them. The slogan on the page, “Rigays do all the work”
will make a stressed person more eager to eaeaeitaurant because
there is “no work” involved. If a person who stayslate effectively
evaluates the flyer, they will understand that ayrey at City Lights
Restaurant, they will receive late night discowand a relaxing
environment.

0 Heath conscious people:Health conscious people may be the hardest segmen
attract to come to my 24-hour restaurant becawesewiil be unsure of the
nutrition facts that coincide with the meals. Alswost health conscious people
prepare themselves to eat healthy already and gmtery stores and stock up on
healthy food so they will not need to indulge ittydoods late at night. Another
reason this segment may not want to utilize a 24-hestaurant is because most
health conscious people do not eat late at nigtduse they know it is harder for
the body to break down food after a certain tirhereated two messages to help
create mental change among health conscious pe®pkefist message is a punch
card (Appendix 13) and the second is a radio coraiaegAppendix 14). Using
the following tactics and arguments, | am hopingttoact heath conscious people
to come to City Lights Restaurant.

0 Repetition: Repetition plays a huge factor in my radio comnarcirhe
word breakfast appears five times in my thirty-sgtoommercial. | use
the word “breakfast” repeatedly so the health cmuscpeople know that
this message is targeted towards them. Sinceatteeglready awake,
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breakfast may be something they want to implenm@ottheir schedules.

| also mention my restaurant name three timesarthity-second
commercial so they know where they can find thekiiast.

“If you want an inch, ask for a mile”: This tactic also appears in the
radio commercial for health conscious people.htndommercial |
encourage my segment to stop in everyday for basakfAlthough | am
encouraging this segment to come in everyday,llyraen hoping that
they will come in at least sometimes. Although sdmealth conscious
people may already come in everyday, | am reaByfying to get them
to come in and utilize the morning hours and theakfast menu. Asking
them to come in all the time will ensure that tel at least come in
some of the time.

Reciprocity: Like in the other messages, reciprocity is impdrtarcreate
mental change in health conscious people toovd yealth conscious
people two “gifts” essentially. The first giftibe punch card. The punch
card is a token of my appreciation for health camss people waking up
to utilize my early hours. The second incentiviibuy all five
breakfasts to they can get a sixth one for freaceSthey are getting free
food by their sixth meal, they will feel more pudite come in so they can
utilize the incentive and not let the promotiontgavaste.

Get commitment: Commitment is an important key term to understand
with these messages. Getting a segment to comaraibehavioral change
ensures that they will use the given product.hls tase, health conscious
people are committing to come back to my restauatilize my
incentive for April. By getting their card punch#e first time, that
shows that the health conscious person is intef@steceiving the
benefits and will show up to complete the reshefmeals. If the health
conscious person were not interested in the inoemiiogram, then they
would not have taken the punch card in the firatpl As soon as they
punch their first whole, they are willing to comadk for seconds.
Scarcity: Like the other incentives, the punch card is scafidee card
can only be obtained in the morning hours and dudipril. If other
segments want to participate in the April incentivey will have to wake
up early to get a free punch card. Although brasikfan be purchased
throughout the day, my audience can only get thésca the morning,
which makes them scarce and more desirable. &iose health
conscious people wake up early to go for a rumavdrk out, waking up
early to eat breakfast should not be a hard corsiepé they know the
importance of breakfast.

Elaboration Likelihood Model: The Elaboration Likelihood Model is
composed of two subcategories: The peripherakrantl the central
route. The peripheral route is used mainly in caruals and
advertisements because those messages look te argatck change and
cannot offer much information in the allotted timEhose messages are
used to gain the audiences attention while focusmgepetition. The
central route focuses on a detailed and researoesdage. While the
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central route is the more effective route, for ragio message, | will
follow the peripheral route to make a quick anddirdchange for people
who are health conscious. By making people whdagedth conscious
feel guilty because they should eat breakfast bvays do not, this makes
them want to eat breakfast more often. In my cororakl state, “Did

you know that breakfast is the most important noésthe day?” | am
using quick and easy tactics in the commercial axgrmy segment agree
with me that breakfast is the most important méahe day. After
listening to my message and agreeing that they Kireakfast is
important (although most health fanatics know bfastkis an essential
meal, they may still not act on their beliefs),\thll try to implement
eating breakfast into their schedule. In ordenttke my message more
effective in the end, | will have to come up witlfudly researched plan
that explains why eating breakfast is important @hdt the pros are to
eating balanced meal in the morning. Until thée, tadio announcement
will create a quick behavioral change and make [ge@po are health
conscious feel guilty enough to eat breakfast.

Identity Emotive Model: For people who are health conscious, | will
explain how my radio commercial effectively persesithis segment to
come to City Lights. My radio commercial projettie identity that
breakfast is important, and if you do not eat bfastkyou may be harming
yourself. The message then states that in ordeiftib this breakfast
need, customers should come to City Lights becaesserve breakfast all
day long and give incentives for coming in the nmiagn My restaurant is
linked with the mood of having to eat breakfastgtrestaurant because
City Lights is a full service restaurant and stsive take care of its
customers. The radio advertisement justifies pleaiple who are health
conscious should come to City Lights because we discounts to people
who come early and customers could potentiallyiveca free breakfast if
they come enough. By understanding how the IdeBtiiotive Model
relates to people who are health conscious, | estieibtarget their needs
and play on the idea that everyone needs to eakias to live a healthy
life.

Attribution Theory: The Attribution Theory deals with how people feel
persuaders go about changing their beliefs. Hragn feels a persuader is
trying to erupt change in a person purely for selfving purposes, that
person will be less likely persuaded. People wiedhaalth conscious will
be able to attribute City Lights motives as théaesant wanting to create
an equal exchange between the business and tlwermarst City Lights
offers their health fanatics incentives so they camntinue to build
clientele and utilize the morning hours, and theynito give the college
students a break and make them not have to payteb for a meal. If
people who are health conscious realize that ttaweant’s motives are
purely for the customers own good, they would gthtorestaurant more
frequently because they would feel like they westtigg a good bargain
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while enjoying great food. As long as a custonaar tust a persuader,
both parties will benefit from each other.
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Section Four: Activation
(September through May)

o0 September: “Consider us your home away from home!”

o

(0]
0]
(0]

Time: Orientation Week

Segment: Freshmen

Event: Freshmen Walkout, 10% discount with Monmouth &gl ID
Goal: To make freshmen aware of a 24-hour restauravoimmouth and
to make them feel welcome anytime they need to griaite to eat or need
to get away from campus for a little while.

Medium Used: banner on building (Appendix 1), posters in restdchalls
and Stockdale and handed out during walk (Appe&lipicture frames
(like a family picture) with a picture of our stoaed necessary
information handed out during walk (Appendix 3)nouercial played on
WMCR (Appendix 4), commercial played on MC-TV aindal television
stations (Appendix 5)

o October: “We are cheering for your business!”

0]
0]
0]

0]

0]
0]
0]
(0]
0]
0]

(0]

(0]
0]
(0]

Time: Homecoming week

Segment: Monmouth College Students

Event: Homecoming football Game, | would partake in tale drawing
and part of the give away would be a complimentaeal. During half
time, | would give a speech announcing the winmer explaining that
City Light’s restaurant supports Monmouth CollegéilAtics.

Goal: The goal is to have students know that City LsgRéestaurant
values their business and to make the communite maare of City
Light’s presence and support for students.

Medium Used: Speech during half time on football field (Appen€),
Advertisement in the football program (Appendix 7).

November: BREAK

December: “Relax, Let us do the work!”

Time: Dead Week (week before finals)

Segment: People who stay up late

Event: Late night specials

Goal: To attract people who are studying for finalg€done in and utilize
all late hours of City Lights.

Medium Used: Radio announcement on WMCR radio station
(Appendix 8), flyers in residence halls and Stod&d@enter (Appendix 9)

January: BREAK

February: “We loveto keep you happy!”
Time: The first week of February
Segment: Monmouth College Students
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Event: A free Valentine’s dinner for two at City LighRestaurant.

There would be a contest for men and women whadoarite the best
Valentine’s day jingle or poem. Students coulahturtheir entries at the
restaurant anytime or to a campus representati@tyd ights Restaurant
employee who takes classes at MC).

Goal: To get students to come into the restaurantrtoitutheir entries
and to have them stay for food and to create bbantahe restaurant and
make the restaurant seem hip (hence the buzz).

Medium Used: Radio announcement on WMCR Radio (Appendix 10),
flyers posted in resident halls (Appendix 11)

o March: “There’s nothing like a home cooked meal!”

o

o OO

o

o April:

(ol elNe]

(@)

o May:

Time: The week before spring break

Segment: Freshmen

Event: Half off prices for entrees (full meals)

Goal: To still attract students that may be low on caisth make them
feel comfortable since they have been away froménhfona while.
Medium Used: Flyers in the shape of plates put in student bnales
(Appendix 12)

“Spring into City Lights where our service is constantly blooming!”
Time: Week after Easter

Segment: Early Risers and Health Conscious People

Event: Buy 5 breakfasts, Get 1 Free

Goal: Build customer appreciation and ensure customgrsome back
to get the free breakfast.

Medium Used: Punch card (Appendix 13), Radio announcement on
WMCR Radio (Appendix 14)

“Serving you since day one!”

Time: Week before Graduation

Segment: Upperclassmen

Event: Graduation discount (25% off bill) on graduatiay and pictures
taken of friends and family eating at City Lightglwa Polaroid camera so
they can take the pictures home.

Goal: To attract upperclassmen for one last visit amdHem to bring
their families to City Lights. | want the upperstaen to know we value
them as customers.

Medium Used: Flyers in mailboxes (Appendix 15), Radio
announcements on WMCR radio station (Appendix Céngratulations
banner on restaurant (Appendix 17)




Appendix 1

(Banner)
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Welcome to City Lights
Restaurant

OPEN 24 Hours 7 Days a Wee

K
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Appendix 2

(Flyer)

Open 24 Hours a Day.... 7 Days a Week
Dine In or Carry Out
Phone: 309-734-0000

Consider us your home away from homn




Appendix 3

(Picture Frame)

35

>

CITY LIGHTS RESTAURANT

X XE

Freshmen Walkout 2006




36

Appendix 4

(Commercial on WMCR)

Heather Prater

Owner/ City Lights Restaurant

100 E. Main Street

Monmouth, IL 61462

Phone: 309-734-0000 RADIO ANNOUNCEMENT : 307

City Lights Restaurant

HAS THE COLLEGE EXPERIENCE LEFT YOU MISSING YOUR FAMILY
OR MISSING A HOME COOKED MEAL? IF SO, COME OVER TO CITY
LIGHTS RESTAURANT LOCATED AT 100 E. MAIN STREET IN
MONMOUTH. CITY LIGHTS OFFERS AN ARRAY OF AMERICAN FOOD
AND SERVES BREAKFAST, LUNCH AND DINNER 24 HOURS A D AY!
EITHER STAY AND ENJOY THE PROFESSIONAL AND FUN ATMOSPHERE
OF CITY LIGHTS, OR TAKE YOUR FOOD TO GO. EITHER WA Y,
CITY LIGHTS IS MONMOUTH’S PREMIER RESTAURANT AND GI VES
MONMOUTH COLLEGE STUDENTS A 10% DISCOUNT DURING
SEPTEMBER. MAKE SURE YOU BRING YOUR STUDENT ID. C ITY
LIGHTS RESTAURANT, CONSIDER US YOUR HOME AWAY FRONHOME.
OUR LIGHTS ARE ALWAYS ON.



e Music will be
playing, college
student flipping
through TV
channels, thinking
about food.

This frame would be a view of

Monmouth and all of the

building lights would be turned
off and closed signs would

show in the windows.

College student checks

his watch and realizes it
is already 10:55 at night.
He hopes he can make i

Appendix 5

(Television Commercial Storyboard)

As all of the towns
lights turn off, The
City Lights Restaurant
sign would illuminate
the sky to show that
they are still open.

to his car so that he can
get to a restaurant
before 11:00 when they
all close!
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The last frame would
be the College Student
enjoying a hearty meal
at City Lights
Restaurant with a
huge smile on his face
because he gets to ea
late night meal.

College student sprints e College student drives as fas
as he can and realizes he or
has one minute left to make
it to town!

City Lights
Restaurant....

Alwayson!

Where our lights are

The last slide would
present City Lights
Restaurant’s slogan.
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Appendix 6

(Speech)

Hello, my name is Heather Prater and | am the owh@ity Lights Restaurant
here in Monmouth. Monmouth College is a schodldtibspiring students and true
leaders and | am more than happy to help contritoutieis year’s football raffle
drawing. The winner of the raffle will receive angplimentary entree from City
Lights Restaurant and of course the money tooceSmoving to Monmouth to open
up City Lights, | have been greeted with warm smdad a friendly community.
Monmouth has become a place that | hold dearlyyrheart and | hope you all get
the same experience from coming to City LightsisThonth, City Lights is focusing
on supporting the different athletic teams from Mmuth College. Monmouth
College students are so vital to the thriving atphese of City Lights. Our restaurant
would not be the same if you all did not pay atuisius now and again. To show our
appreciation, throughout this year we will havdeté&nt promotions per month for
college students. | wish you all the best of lutkour endeavors this year and |
cannot wait to see your faces sitting in my bootbsn’t forget, City Lights is open
24-hours a day and is located at 100 E. Main Sinelgtonmouth. Come over after
the game and enjoy some home cooked American fdéelare cheering for your
business! Good Luck!
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Appendix 7

(Football Program Advertisement)

LN cWIﬁ A

=——
o\w nghts Rﬂstaurah’

Open 24 Hours a Day
309-734-0000

We are cheering for your business!
Go Fighting Scots!!
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Appendix 8

(Commercial on WMCIR

Heather Prater

Owner/ City Lights Restaurant

100 E. Main Street

Monmouth, IL 61462

Phone: 309-734-0000 RADIO ANNOUNCEMENT : 30"

HAVE YOU BEEN STUDYING UNTIL ALL HOURS OF THE NIGHP DO YOU
GET HUNGRY AROUND MIDNIGHT BECAUSE YOU HAVE NOT EATEN
SINCE DINNER TIME? IF SO, TAKE ADVANTAGE OF CITY IGHTS
RESTAURANT HOURS. CITY LIGHTS IS OPEN 24 HOURS AAY, 7 DAYS A
WEEK! PUT DOWN YOUR BOOKS AND COME RELAX AT THE
RESTAURANT. DURING THE MONTH OF DECEMBER, BRING INOUR
MONMOUTH COLLEGE STUDENT ID’'S AND RECEIVE SPECIAL [53COUNT
RATES ON ALL ENTREES, DESSERTS AND SPECIALTY SANDGHES.
TAKE A BREAK IN YOUR DAY AND STOP STRESSING. RELAXLET US DO
ALL THE WORK! CITY LIGHTS RESTAURANT, WE HAVE AN GPEN DOOR
POLICY.

City Lights Restaurant



Appendix 9

(Flyer)

Djty Lighs Restaurapit

Relax, let us do all the work!
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Appendix 10

(Commercial on WMCR)

Heather Prater

Owner/ City Lights Restaurant
100 E. Main Street
Monmouth, IL 61462

Phone: 309-734-0000 RADIO ANNOUNCEMENT : 30"
i

City Lights Restaurant

FEBRUARY IS A MONTH OF LOVE AND A MONTH FOR TAKING CARE
OF OTHERS. CITY LIGHTS RESTAURANT IS OFFERING AFR EE
VALENTINE'S DINNER FOR TWO BY COMPETING IN OUR FIRS T EVER
JINGLE COMPETITION. EITHER WRITE A CATCHY JINGLEO RA
CREATIVE LOVE POEM AND TURN YOUR ENTRY INTO CITY LI GHTS
RESTAURANT OF TO LISA BROWN, A STUDENT AT MONMOUTH
COLLEGE. CITY LIGHTS WILL PICK THE WINNER ON MONDA Y,
FEBRUARY 10" AND WILL MAKE THE WINNING PHONE CALL THAT
NIGHT. TO ENTER, WRITE YOUR JINGLE OR POEM ON AST  ANDARD
PIECE OF PAPER AND WRITE YOUR NAME AND CONTACT
INFORMATION ON THE BACK OF YOUR ENTRY! THEN, PREPA RE FOR
A ROMANTIC DINNER FOR TWO AT OUR RESTAURANT. CITY LIGHTS
RESTAURANT, WE LOVE TO KEEP YOU HAPPY! FOR MORE
INFORMATION, CALL 309-734-0000.
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Appendix 11

(Flyer)

city Lights Restaura,,’

& TR

Enter the 1% ever Jingle Contest!
Winner receives a free dinner for two on ValentnBay
Come enjoy our American inspired menu

For official rules, visit City Lights Restaurant!

q Deadline is Monday, February™0

We LOVE to keep you happy!

Phone: 309-734-0000
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Appendix 12

(Plate Flyer)

< Nothing Like a Home c°°ked "
pa

! )
2
()

4 N A

Off

All
Entrees
During
March!

\_ J

[eNoNoNe) W © o w

Open 24 hours a day, 7 days a week!

City Light's Restaurat®



Appendix 13

(Punch Card)

oooo A wN © O w

City Lights Restaurant
Punch Card

*Lﬂ.ﬁ@*

1 2 3 4 5 HRMEAL

100
EAST
MAIN
STREET

45
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Appendix 14

(Commercial on WMCR)

Heather Prater

Owner/ City Lights Restaurant

100 E. Main Street

Monmouth, IL 61462

Phone: 309-734-0000 RADIO ANNOUNCEMENT : 30"

City Lights Restaurant

DID YOU KNOW THAT BREAKFAST IS THE MOST IMPORTANT MEAL OF
THE DAY? CITY LIGHTS RESTAURANT SERVES BREAKFAST 2 4
HOURS A DAY, 7 DAYS A WEEK! IF YOU ARE A MORNING P ERSON
OR WANT EGGS AT ANYTIME OF THE DAY, STOP IN AND PIC K FROM
OUR TEN BREAKFAST CHOICES. CITY LIGHTS IS COMMITTE D TO
SERVING YOU A HEARTY MEAL SO YOU CAN GO ON WITH YOUR DAY
HAPPY AND HEALTHY. DURING THE MONTH OF APRIL, BUY A
BREAKFAST MEAL AND RECEIVE A PUNCH CARD. BUY FIVE
BREAKFAST MEALS AND GET YOUR SIXTH MEAL FREE. SPRI NG
INTO CITY LIGHTS WHERE OUR SERVICE IS CONSTANTLY BL OOMING
AND WHERE THE LIGHTS ARE ALWAYS ON!



a7

Appendix 15

(Flyer)

city Lights Restaura,,’

,E :

OPEN 24-HOURS A DAY, 7 DAYS A WEEK!

F’g Congratulations Class of 2006!! F’g

Receive 25% off your entire bill on graduation day!

Receive FREE Polaroid Pictures of your party ordgagion day!

Enjoy our popular American Menu!

Serving You Since Day One!

Phone: 309-734-0000
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Appendix 16

(Commercial on WMCR)

Heather Prater

Owner/ City Lights Restaurant

100 E. Main Street

Monmouth, IL 61462

Phone: 309-734-0000 RADIO ANNOUNCEMENT : 30"

City Lights Restaurant

CITY LIGHTS RESTAURANT WANTS TO THANK THE CLASS OF 2006
FOR THEIR CONTINUED SUPPORT THROUGH OUT THEIR COLLEGE
YEARS. WITH OUT YOUR SUPPORT WE WOULD NOT BE THE
RESTAURANT WE ARE TODAY. TO HONOR THE SENIORS, CIT Y
LIGHTS IS GIVING 25% OFF ALL BILLS ON GRADUATION DA Y.
BRING YOUR FAMILY AND FRIENDS TO CITY LIGHTS RESTAU RANT
TO TAKE FULL ADVANTAGE OF THIS GREAT DISCOUNT AND T O
ENJOY YOUR LAST EXPERIENCE IN MONMOUTH! ALSO, RECE IVE
FREE POLAROID PICTURES OF YOUR PARTY TO REMEMBER CT'Y
LIGHTS RESTAURANT. CITY LIGHTS RESTAURANT, SERVING YOU
SINCE DAY ONE!
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Appendix 17

(Banner)

City Lights Restaurant

- Pongrawiate$ 0%
The Class of 2006
/\/\/




