Wine is for connoisseurs.  It is for the elite.  It is for the upper-crust of society.  The California winery, Redwood Creek, capitalizes on these assumptions in its latest advertising campaign.  It clearly identifies its target audience and develops a carefully crafted approach to reach this intended demographic.  By incorporating enticingly warm colors, developing a romantically nostalgic visual image, and choosing precise diction that plays upon the desires of the upper-class, Redwood Creek creates a visually pleasing advertisement, persuading its viewers to become consumers.

The advertisement is nothing more than a man and a woman standing at a mountain pass, staring out over a lake to a chain of snow-capped mountains.  A very simple scene, however, looking closely at the subtleties of the ad, reveals many specific design choices that attempt to move its audience to action. One of the most notable features of the advertisement for Redwood Creek is the warm, muted colors.  Varying shades of orange, red, yellow, and green blend together to create an enticing, comfortable feel.  These shades obviously connote the end of the day, the end of some long and wonderful hike, and the beginning of a delightful evening.  These carefully chosen colors create a tone of comfort and accomplishment, adding to the nostalgic quality of the image.
Mountain hikes are nothing new. In fact, they’ve probably grown in popularity in the past decade, with the proliferation of four-wheel, all-wheel, shift-on-the-fly, moon-roof, tow-package, heavy-duty SUVs on the market today.  However, the image in this ad harkens back to a simpler time.  First, the image itself is framed on its sides by the darkened silhouettes of tall evergreen trees, creating a picturesque scene reminiscent of a postcard or a scrapbook photograph of some monumentally enjoyable adventure to this new place (and subsequently this new product).  The hikers themselves look more like characters from the 1950s with their moss green knapsacks and their simplistic hiking trousers rolled to the knees exposing white socks and non-descript boots.  Today’s hikers would most likely be teched out with Mountain Hardware fleeces, hydration packs by The North Face, and graphite walking sticks for improved balance and dexterity.  However, these images combine to create a feeling of old-fashioned goodness, when life was simple, pollution didn’t exist, and only those in the know enjoyed the sophisticated subtleties of a good glass of wine.
While the colors and the images attract attention to the advertisement, it is the ad’s precise diction that calls the viewer to action.  The alliterative banner at the top of the visual image reads: “FOLLOW YOUR FEET TO FLAVOR.” Providing the action verb follow as the first word of text on the page gives the ad mobility . . . mobility toward something better.  From there, the text that frames the visual on the bottom of the ad reads: “HIKE THE PASS TO REDWOOD CREEK,” as if there, waiting in the mountains for you like the mysterious figures in the tale of Rip Van Winkle would be a cask of Redwood Creek wine and a new, more glorious life.  The ad’s appeal to emotions yanks at the yuppie heartstrings, encouraging them to hop into their Xterra or 4-Runner or Honda Passport, hike the nearest mountain trail and imbibe in this upper middle-class elixir – Redwood Creek.  Finally, following the text from top to bottom, the ad ends with the simple phrase: “Satisfy your taste for Adventure!”  These words are carefully chosen, attempting to convince the reader that if adventure had a taste, it would certainly be a California merlot.  I can just see those baby-boomers now, leaning back in their leather reading chairs, adjusting their bifocals and contemplating how adventurous their lives would be if they just had a glass of this fragrant aqua vitae.
This advertisement for Redwood Creek creates a soothing tone that extends an emotional appeal to its target audience.  Appearing in the March 2007 edition of The New Yorker, the advertisement uses warm colors to attract the reader, visual images that connect the reader to a sense of accomplishment, and precise diction that inspires consumers to join the adventure by simply imbibing in a class of Redwood Creek.
Thesis that initiates analysis.





Establishes a theme that is carried throughout the essay – that movement is important and intentional on the part of the advertisers.





Evidence: 


Discussion of colors and their effect on the ad.  Delves into the subtle meanings of the color scheme.  Connects evidence to purpose.





Show don’t tell.  Make comparisons visual rather than expository.





Evidence: 


Discusses the visual images and their intended impact on the audience.  Digression and examples connect to the purpose.





Metaphoric image to add to visual understanding.





Sarcastic emphasis commenting on the SUV movement of the past decade.





Allusion and simile.





Evidence:


Addressing diction and its role in furthering the purpose of the ad.  








