
Final
Proposal

Monday, 20
Sept 26 22

Miranda Morrone, Audrey

Valentine, Becca Smith,

Grace Manganaro

Elements of Creative Advertising
Section 342.1



1 / 

3 / 

5 / 

7 / 

8 / 

6 / 

4 / 

2 / 

9 / 

10 / 

CLIENT

DESIRED MINDSET

TARGET AUDIENCE

BIG IDEA/CONCEPT

CURRENT MINDSET

KEY EMOTION OR TONE

SUPPORTING EVIDENCE

OBJECTIVE

CREATIVE 
GUIDELINES

COMPETITION

Warfels Sweet Shoppe is owned and operated by Elaine Warfel

Stauffer. After developing the brand, her chocolates started to

get carried by Bloomingdale’s - giving her amazing exposure.

She then came to the Shenandoah Valley where she now bakes

fresh, quality chocolates and other sweets. They are best

known for their chocolate pecan toffee! (Warfel’s Chocolates).

The target audience are Millennial to Gen X women who appreciate the finer things, love to give

gifts to family and friends, enjoy baking and cooking, and like spending time doing activities

outside of the house. They live in higher income households with income coming from

themselves and their spouse. They live in the Shenandoah Valley and surrounding areas. They

spend their time going on Facebook, being with family and friends, shopping at new places

(specifically supporting small businesses), and traveling. They are new moms and new

grandmother’s who like to buy treats for their children/grandchildren for special occasions,

especially Christmas. 

We would like the consumer to think that Warfel’s is the best chocolate in the Shenandoah

Valley, it provides a sense of tradition, and it is an easy and delicious gift for the Holidays. We

would also like the audience to think of buying Warfels chocolates as worth the price because

they are homemade, a small business, and local: making them more memorable and thoughtful

as gifts. 

They should believe Warfel’s has the best chocolate in the Shenandoah Valley because Warfel’s

has high quality chocolates and different products for different seasons. The benefits are that it

is heartfelt and delicious. The evidence behind it is that giving chocolate as a gift has been a

tradition for years. This can become a tradition for our customers within their friendships and/or 
families because of the fact that it’s a local family business. 

Gourmet, Elegant, Inviting

Warfels is a reliable, but more expensive chocolate shoppe, with a traditional and

homemade feel. It’s a great treat for a special occasion, but maybe not a day to day

indulgent. 

The big idea is that people should purchase Warfel’s chocolates as gifts for kids,

friends, and parents by providing a sense of homemade tradition. These people love

surprising their families with homemade/sentimental gifts for the Holiday season.

To inform customers of the Shenandoah Valley of the

company and their products throughout the

Christmas/Holiday season ranging from October to the

end of December.

Luray Fudge Company is

another homemade chocolate

company in the Shenandoah

area. They offer products

including handcrafted fudge,

cookies, lemonade, soft

pretzels, and more. Their

product line is a little different

from Warfels (Luray Fudge

Company).

There are tons of well known

chocolate companies. We

chose Russell Stover as a

leading competitor due to their

gourmet chocolate selection.

Their products are endless and

vary in type, flavors and

occasion. Russell Stover

prioritizes using chocolate as

the perfect gift. (RSC).

Shenandoah Fine Chocolates

specializes in baked goods and

fine chocolates. Their product

lines includes coffee, tea, 
cream sodas, truffles, caramels,

buttercreams, and toffee

(Chocolate Menu).

Magazine/newspaper - ad

format and publication
OOH - headline, image, logo,

brief contact into. Explain which

medium you choose, 
geographic areas, and 
rationale. 

Russell Stover 

Shenandoah Fine
Chocolates 

Luray Fudge Company
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Concept Description

Inspiration 

Roughs PRINT

OOH

Our final concept is to target to Millennial / Gen X women who love gift giving, family, and the

holidays. We are targeting the gift of tradition in our ads, and we do so through vintage

advertising. We hope the advertisements we put out can reach a broader target audience in

the Shenandoah Valley so Warfels can receive some more recognition. The Christmas theme

is to represent the fact that homemade gifts make great traditional and meaningful gifts. In

addition, these buyers will be supporting a local business!

https://app.mural.co/invitation/mural/jmusmad0236/1662726405703?sender=u3bf082669a296bdf781f8471&key=23f974fe-f304-41d3-9706-90c850afcbf9

https://app.mural.co/invitation/mural/jmusmad0236/1662726405703?sender=u3bf082669a296bdf781f8471&key=23f974fe-f304-41d3-9706-90c850afcbf9


FINAL CREATIVE

Print Ad

(In Magazine)

Out of 
Home Ad

(Poster Downtown)



Media Rationale

Creative Rationale
We ultimately used the concepting approach of showing the product to establish a theme of

Warfels being homemade and traditional, making it the perfect holiday gift for loved ones.

The print ad shows a box of chocolates front and center, along with the Warfels logo being

big and bolded on the bottom left side. Our print ad uses the design principles alignment and

contrast. Each element on our print ad has a visual connection to the other elements, making

it flow naturally. The use of white space in our magazine ad allows the elements to work

really well together. In our Out Of Home advertisement, we wanted to really emphasize the

fact that Warfels chocolate is homemade. That is why we put a lady in the kitchen, making

chocolate. We wanted to use very similar design elements such as contrast and negative

space. The shadows in the kitchen make all the elements in the design pop. By using a

neutral color scheme with pops of red, we created campaign continuity. For both ads, we

implemented both serif and sans serif in order to match the font in the logo. We used the

same headline for both advertisements to create continuity and to highlight our main selling

point, that Warfels chocolate is the perfect gift. The copy in our print ad is straightforward

and to the point, and circles back to our concept description of gifting tradition. Our copy in

the out of home ad perfectly matches the design because of the emphasis on Christmas and

the major selling point of all Warfels chocolate being homemade. 

We decided that a standard size, full page magazine ad would help us reach our target
audience the best. Although print magazines are becoming harder to find, they have a more
specific audience which we think would be beneficial for reaching our target market. The
magazine that we wanted to publish in would be Shenandoah Valley Monthly, which is a
longer publication about events partaking in the Shenandoah Valley. They have multiple
subsets of different kinds of activities that change every month and helps promote small
businesses in the Shenandoah community. This would be helpful to reach people in
Shenandoah that are looking for something new to do in their own town and that enjoy
supporting local businesses. If Shenandoah Valley Monthly were to also advertise or
mention the Dayton Market in one of their issues, the Warfels ad would become increasingly
helpful to the business. For our out of home advertisement, we created a poster that would
be up in downtown Harrisonburg. We figured that this would help us reach our target
audience because it might help expose Warfels to those who are are interested in similar
things. People who are downtown might be taking a stroll after the farmers market, having
an in-person shopping spree, or just be out on the town. People like this would presumably
want to go on a short trip to the Dayton Market. If they enjoy downtown Harrisonburg, they
also might be very interested in a more traditional and cozy feel that Warfels chocolate
exudes. The ad also stands out against other posters displayed in downtown Harrisonburg
which could help with the exposure of the brands’ products.
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