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et Calling All Flame-Grilled Fanatics!

the | On February 5, 2024, Burger Kinglaunched The Hillion Dollar Whopper Con-
Crmuigissney L test. This is how the company 5 vwebsite explained it:

u "Calling all Pame-grilled fanatics, colinary creators and Al aficionados -
i m‘ | EBurger King, the home of the Aame-grilled Whopper sandwich, has a million-
4 L dodlar question For you: how would you top your Whopper? "

e

ﬁ! Starting today, Guests can let their imaginations run wild and enter the Mil-
s —=  lion Dollar Whopper Contest , submitting the ingredients for their dream Whop-
L

per sandwich for a chance at a %1 millien prize®* and seeing their creation sold

in restaurants nationwide For

a limited time. The MAame-

grilled Whopper currently of-
fers more than 200 000 possible customized
combinations | but if you've ever wanted to top
the Ravorful burger with savery sensations or
sweet and sour showstoppers, then your mo-
ment to shine has officially arrived.

» Burger King Fans can visit BK.com/MDW or
the BK App {no purchase necessary) to submit
their Whopper creation now through Sunday,
March 17, usingtheir free Royal Perks account .

= Guests can Follow the prompts to submit
their Whopper sandwich conc ept , which can feature up to eight toppings.

» ifter submitting their Milli on Dollar Whopper idea contest entry, with the pover of artificial
intelligence (al), they will receive a preview &l version of their Rame-grilled creation, to which
they canthenadd a personalized 4. 1. generated-fingle and a thematic background. The final image
or video can then be shared across their social media platforms.

psuthor Comment: When choosing products, consumers hawve often wondemred | ewen if only momentz iy, how
nice it would be if them were a product option just as they wanted it. Buger King hasz honed in on that
"eyeet spot" of consumer dec ison-making ftual.

Romancing the Consumer
(one in each chapter)



H20 Goes Divine!

Abrand of boitled wa-
ter called H? Om has
an mspiational word
witten on the hottle,
such as Love. When

yvou drmk the water,
think of love and

intend it. Toactual = .0
ize the effects of your

intentions , the water, while
in storage  is "charged "
with sound and music cre-
ated with specific inten-
tions. Om is a hokby Hindu
vard, and H20m comes in
seven dhoices of "intention
wonds " Love | Prosperity,
Gratitude, Perfect Health
Wil Poweer, Joy, and , Peace.

me,for fhatmatterl

When choosing your
bottle of water, owadd
"dvinity " to your decision
criterial

(5ee v Facehook coms
H2XOmWater)

Only an hour 2ol yras
chueless on hove 1 could
change anybody's
attitude. Mo | lmow
Seven Theories—s even
wrays—of persuading
cus omer s, | also

ko Frre types of
appeals kear, humar,
and 2 more. Mo | am
eager wuse hem. |
am alvrays rying o
persuade someone,
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the product or brand. They are a projection
by the consumer, of his or her will, his or her
desires, onto the products. They are the
final judgment for brands in the consumer's
court. In a free marketplace, marketers live
or die by consumer attitudes.

Inthe game of life, we are all marketers,
trying to persuade others to adopt our
points of view. Whether through rational or

@

g 2R
CONSUMER ATTITUDES—JUDEMENTS FOR BRANDS ON TRIAL
Consumer attitudes are not about the
consumer per se; rather they are about his
or her reactions to products and brands.
They at once enmesh both the consumer and

emotional appeals, we have to win favorable
consumer attitudes. Winning consumer
attitudes is not a matter of clever advertis-
ing or some gimmicky promotion and we can't
shoot from the hip and hope that our market
offerings and our messages will make
consumers believers.

Rather, to build positive and enduring
consumer attitudes, we will need every bit
of knowledge about how attitudes are
formed and shaped. In that endeavor, this
chapter will prove a valuable resource.

CB Blog
(in a funky tablet)

(one in each

I have been thinking a lot about me—my ralues, my
parsmnakty, my psychographics. Guided by howr  this
chapeer dluminated these concepts, | was paricuarly
inwigued by the relationchip between my personality
and my sel Fooncept. That have onhy par tial con ol orer
my personaity, and that, in contrast, my sel Fooncept
is enfirely my aeation. | vas ako inwigued by the idea
that your place of residence sayrs a lot abou b you —abaou t
yourr lilestyle. Mot bor every person, of course, but ko the
neighborhood as a wholee. Mo when someone ashs me
where llive 1 knowe iy ansvees will*reveal” a kot about me.

chapter)
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Reading the Book in

High Involvement

(One in each chapter)
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