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A. Why are we advertising?
 	We are advertising to heighten awareness that cell phone usage specifically while driving can greatly affect driving performance. People understand the laws, and know the consequences from distracted driving, but do not associate themselves with texting and driving/distracted driving. We want our audience to become mindful of their actions. 
B. Who are we talking to?
1. Facts about them.
We are advertising to 20 to 25 year olds. Our target audience makes up the higher-end  age group that is most affected by distracted driving, which is typically 16 to 24 year olds.
2. Their attitudes and how they currently view the brand.          
 Our target audience has an understanding of the risk they take when using their phones on the road but they choose to do it anyway. This audience also is aware of advertised warning ads that they have seen but don’t put any thought into it when they are on the road.  Our age group still believes they'll live forever since they are still pretty young. We want to make sure people our age now that phone usage, not just texting is dangerous. They may only think about the single danger of death and not other consequences like fender benders and higher insurance. (All of our transcripts members mention that they use phones for other reasons other than texting.) 
C. What is the single most compelling benefit we need to communicate to our target audience, about our organization?
Digital Driving doesn’t just affect you, but others as well. 
 
The Single Most Compelling Benefit:
If you don't use your phone while driving,  people around you will just be safer. 


D. Why should the target audience believe this benefit (factual support for our single most compelling benefit)?
In 2018, the AAA Foundation for Traffic Safety found that texting while driving doubles the chances of a car accident.

E. Desired tone?
We found a tone that is direct, humour but also uplifting!  We want our audience to know that phone usage while texting and driving is dangerous but it’s not always just death. It’s fender benders, missed turns or higher insurance.  


