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· It is difficult to locate the origins of our most cherished values and assumptions because we live inside the consumer culture, and most of us have done so or most of our lives

· Everyone knows a “diamond is forever” – but it didn’t always have this meaning. In 1938 N. W. Ayers (ad agency) was hired to change public attitude of towards diamonds – they transformed diamonds from a financial investment into a symbol of committed and everlasting love.

· The institutional structure of the consumer society orients the culture (and it’s attitudes, values, and rituals) more and more toward the world of commodities

· The marketplace (and its major ideological tool, advertising) is the major structuring institution of contemporary consumer society

· In the agrarian-based society preceding industrial society, other institutions such as family, community, ethnicity, and religion were the dominant institutional mediators and creators of the cultural forms.

· The emerging institution of the marketplace occupied the cultural terrain left void by the evacuation of these older forms

· Public discourse soon became dominated by the discourse through and about object
· First this discourse relied on transmitting info about products alone, using the means of textual communication offered by newspapers

· Then as colour illustrations emerged and as magazines developed as competitors for advertising dollars, this discourse moved from being purely text-based

· The integration of radio and tv into the advertising /media complex ensured that commercial communication would be characterized by the domination of imagistic modes of representation

· Time in history that marks the transition point in the development of an image-saturated society – 1920s

· In this decade, the adv. Industry faced a problem – the need to sell increasing quantities of nonessential goods in a competitive marketplace using the potentialities offered by printing and color photography. 

· Initial period of national advertising (1880-1920) had focused largely in a celebratory manner on the products themselves and had used text for “reason why” advertising, the 1920s saw the progressive integration of people into the messages
· We see people who stand for reigning social values such as family structure, status differentiation, and hierarchical authority

· The 1920s are instructive from the viewpoint of content, but it is equally fascination from the viewpoint of form
· For while the possibilities of using visual imagery exist with the development of new technologies, there was no guarantee that the audience was sufficiently literate in visual imagery to properly decode the ever more complex messages. Thus, the advertising industry had to educate as well as sell, and many of the ads of this period were a fascination combination where the written material explained the visual material

· By the postwar period the education was complete and the function of written text moved away form explaining the visual and toward a more cryptic form where it appears as a “key” to the visual puzzle

· There is an attempt to get television commercials into the nation’s high schools under the pretense of free news programming

· As we enter toward the 21st century, advertising is ubiquitous – it is the air that we breather as we live our daily lives

Advertising and the Good Life: Image and Reality

· Advertising is part of a discourse through and about objects because it doesn’t merely tell us about things but of how things are connected to important domains of our lives

· Adv. Talks to us as individuals and addresses us about how we can become happy – the answers it provides are all orientated to the marketplace, through the purchase of goods or services

· Quality of life surveys

· The conditions that people are searching for – what they perceive will make them happy- are things such as having personal autonomy and control of one’s life, self esteem , a happy family life, loving relations, a relaxed, tension free leisure time, and good friendships

· Unifying theme of this list is that these things are not fundamentally connected to goods

· It is primarily “social life” and not material life that seems to be the locus of perceived happiness (commodities are only weakly related to these sources of satisfaction)

· A market society is guided by the principle that satisfaction should be achieved via the marketplace, and thorough its institutions and structures it orients behavior in that direction

· Data from the survey is used by advertisers – if goods themselves are not the locus of perceived happiness, then they need to be connected in some way with those things that are. Thus adv. Promotes images of what the audience conceives of as “the good life”

· Ex. Beer – connected with eroticism to male fraternity to purity of the old west

· Food  - connected with family or health

· Investment advice-  offers early retirements in tropical settings

· The marketplace cant offer the real thing, but it can offer visions of it connected with the purchase of products

· Advertising thus doesn’t work by creating values and attitudes out of nothing but by drawing upon rechanneling concerns that the target audience (and the culture) already shares

· Advertising is not simple manipulation, but is partipulation, with the audience participating in its own manipulation

· Consequence of such a  system of images and goods?

· Real source of satisfaction cant be provided by purchasing commodities, so happiness and contentment appear illusory in contemporary society

· Called Joyless economy or as reflecting the paradox of affluence
· The problem is with the institutional structure of a market society that propels definition of satisfaction through the commodity/image system

· The consumption of commodities mediated by the image system of advertising leads to consumer uncertainty and confusion (William leiss describes as “en ensemble of satisfaction and dissatisfactions”)

· The image system of the marketplace reflects our desire and dreams, yet we have only the pleasure of the images to sustain us in our actual experience with goods

· The commodity image system thus provides a particular vision of the world – a particular mode of self-validation that is integrally connected with what one has rather than what one is – a distinction often referred to as one between ‘having’ and ‘being’, with the latter now being defined through the former

· People call advertising a par of a new religious system in which people construct their identities through the commodity form, and in which commodities are part of a supernatural magical world where anything is possible with the purchase of a product

· Commodities as displayed in adv. plays a mixture of psychological, social, and physical roles in its relations with people.

· Advertising image-system propels us toward things as means to satisfaction

· We can regard advertising as a propaganda system for commodities (in the sense that every ad says it is better to buy than not to buy)

· The goal of economic growth (on which the commodity vision is based) is an unquestioned and sacred proposition of the political culture

· As environmental costs of the strategy of economic growth become more obvious, it is clear we must, as a society, engage in debate concerning the nature of future economic growth – however, as long as the commodity image system maintains its ubiquitous presence and influence, the possibilities of opening such a debate are remote

· Problem = end of the world

· This problem will be exponentially compounded in the 21st century, as more third world nations reach for the magic of the marketplace to provide them happiness

· From global perspective, the time there needs to be informed debate about the direction and scope of industrial production, the commodity propaganda system is colonizing new areas and new media, and channeling debate into narrower confines

· The Spread of Image-Based Influence

·  4 areas where the commodity system has its greatest impact

· the first is in the area of gender identity
· ads use images of men and women as central components of their strategy to both get attention and persuade

· they use images drawn from a narrow and quite concentrated pool

· ads draw heavily upon the domain of gender display – not the way that men and women actually behave but they ways in which we think they behave

· because these conventions of gender display are so easily recognized by the audience that they figure so prominently in the image system

· images having to do with gender strike at the core of individual identity; our understanding of ourselves as either male or female is central to our understanding of who we are

· in ads, gender is defined exclusively along the lines of sexuality

· sexuality provides a resource that can be sued to get attention and communicate instantly

· if only one or 2 advertisers used this strategy, then the image system would not have the present distorted features – the problem is vast majority do so

· society seems to be obsessed with sexuality – the end result is that the commodity is part of an increasing eroticized world – that we live in a  culture that is more and more defined erotically through commodities

· Second, the image system spread its influence to the realm of electoral politics
· Tv ads play a role within national electoral politics

· The social commentary on politics from this perspective has mostly concerned the manner in which the focus has shifted from discussion of real issues to a focus on symbolism and emotionally based imagery

· George Bush won the 1988 presidential race because he ran a better ad and public relations campaign

· The fact that large numbers of people are changing their minds on who to vote for after seeing a 30 sec commercial says a great deal about the nature of the political culture

· Means that politics (for a significant portion of the electorate) is largely conducted on a symbolic realm and that a notion of politics that is based upon people having a coherent and deep vision of their relationship to the social world is no longer relevant

· Politics is not about issues – its about feeling good about the candidate or not

· There is a huge swing of opinion (committed and uncommitted), which are based upon information provided by the image system, suggest that the political culture is incredibly superficial and does not correspond to what we normally think of as politics

· Third, the commodity image system is now implicated, due to changes in the way that toys are marketed, in the very structure and experience of children’s play
· With children’s tv programs and commercials oriented around the sale of toys, the context within which kids play is now structured around marketing considerations

· In consequence, children’s imaginative play has become the target of marketing strategy, allowing marketers to define the limits of children’s imaginations…Play in fact has become highly ritualized-les an exploration and solidification of personal experiences and developing conceptual schema than a rearticulation of the fantasy world provided by market designers. Imaginative play has shifted one degree closer to mere imitation and assimilation

· The segmentation of the child audience in terms of both age and gender has led to a situation where parents find it difficult to play with their children because they do not share the marketing fantasy world that toy advertisers have created and where there is a growing divide between boys and girls at play – since marketing targets and features different emotional and narrative elements (action/conflict vs. emotional attachment and maintenance) boys and girls also experience difficulty in playing together with these toys

· Fourth, the visual image system has colonized areas of life that were previously largely defined by auditory perception and experience
· 1980s has seen records and tapes being marketed by music videos

· these videos are produced as commercials for musical commodities by the advertising industry, using techniques learned form the marketing of products

· video makers are in the same position as ad makers in terms of trying to get attention for their message and making it visually pleasurable – little wonder then that representations involving sexuality figure so prominently – visuals are chosen for ability to sell

· people say listening to the song after watching the video strongly affects the interpretation they give to it – visual images are replyed in the imagination

· in this sense, the surrounding commodity image system works to fix – or at least limit – the scope of imaginative interpretation
· the realm of listening becomes subordinated to the realm of seeing to influence of commercial images

· evidence suggests that the composition of music is affected by the video context – people write songs with the vital marketing tool in mind

· Speed and Fragmentation: Toward a Twenty First Century Consciousness

· Colonization of the commodity image system is connected with its relation of perception and forms of consciousness within contemporary society

· The commodity information system has 2 basic characteristics: reliance on visual modes of representation and the increasing speed and rapidity of the images that constitute it.

· The visual images that dominant public space and public discourse are, in the video age, not static

· Here for a couple of seconds and then gone

· Tv adv. Is the epitome of this speed-up

· As commercial time sots declined from 60 secs to 30 secs, advertisers responded by creating a new type of advertising – what is called the vignette approach – in which narrative and reason way advertising are subsumed under a rapid succession of lifestyle images, meticulously timed with music, that directly sell feeling and emotion rather than products
· Opinion of new approach – “they are a wonderful way to pack in info. They permit you a very freestyle approach – meaning that as long as you stay true to your basic vignette theme you can usually just drop one and shove in another. They are a dream to work with because the parts are sort of interchangeable”

· The speed up is also a response by advertisers to 2 other factors: the increasing ‘clutter’ of the commercial environment and the coming of age, in terms of disposable income, of a generation that grew up on television and commercials
· 2 consequences of speed up

· 1. it has the effect of drawing the viewer into the message
· one can’t watch these images casually, they require undivided attention – watching has to be more attentive to catch the brief shots of visual pleasure

· the space in between the “good parts” (sex) can be filled up with other info, so that the commodity being advertised becomes a rich and complex sign

· 2. The speed-up has replaced narrative and rational response with images and emotional response

· speed and fragmentation are not particularly conducive to thinking. They induce feeling. 

· Political Implications: Education in an Image Saturated Society

· There is a world of substance where real power rests and where people live their real lives (the material world of essence) and there is a world of style and surface (the evanescent world of appearances)

· Given that our understanding of reality is always socially constructed, visual image are the central mode through which the modern world understands itself

· Images are the dominant language of the modern world

· Cultural politics on 2 related strategies

· The struggle to reconstruct the existence and meaning of the world of substance has to take place on the terrain of the image system

· The second aspect of the strategy centers less on revealing matters of substance (the underlying reality) than on opening up further the analysis of the contemporary image system, in particular, democratizing the image system

· At present the discourse through and about objects is profoundly authoritarian – it reflects only a few narrow interests

· The other set of concerns are connected to issues of literacy in an image saturated society

· In early development of capitalism workers were taught to read but not to write – the skills of reading were all that were needed to follow orders and to understand the bible

· Contemporary society is in a similar position – we can read the images but we don’t know how to produce them.

· Such skills or knowledge must be a prerequisite for functional literacy in the contemporary world – course work in photography and video production should be required in all high schools

· Whule messages can be read adequately, most people do not understand how the language of images works

· The grammer of images needs to be intergrated into the high school curriculum

· Information about the institutional context of the productions and consumption of the image system should be a prerequisite for literacy in the modern world

· Another set of courses could focus on the political economy of the media and advertising industries.

· YES
· Advertising, if skillfully employed, can be a powerful agent of social change

· Ex. Dove’s campaign for real beauty – has facilitated a shift in our society’s concept of beauty while also successfully selling product

Advertising, Culture and Beauty

· Media influences popular culture

· Advertisers use cultural symbols and ideals to communicate with their audiences, while trying to create a competitive edge

· This competitive edge involves defining beauty, giving it a corporate brand that is distinctive and compelling

· Defining modern beauty has become a battle of the brands

· Modern beauty branding has always been within accepted parameters – these parameters may be framed as a beauty prototype

· A prototype may be described as an ideal type of used to categorize people or objects

· North American beauty prototype is youth focused, emphasizing physical attractiveness – all above thinness

· Ex. Barbie doll serves as the typical standard of beauty

· Survey said a real life Barbie would be 39-21-33 which women would only have a one in one hundred thousand chance of ever achieving such a figure

· American fashion models are thinner than 98% of American women

· Definition of beauty has been racially driven – as Caucasian models outnumber coloured models

· U.K. study reveals that many beauty magazines employ thin white women to represent various lines of beauty products; the whiteness of the model’s skin is related to overall feminine beauty, and “lean, pure radiant images of white women are imagined to be natural sources of light, beauty, and an entry point to a higher state of female grace”

· Studies show how image of modern woman is tightly connected to the current standard of beauty

· In order to identify how products advertised during commercials were related to the program audience, in particular, an audience of post-feminist women, researchers studied commercials aired during episodes of the sitcom Ally McBeal
· The sitcom was chosen for the study as an example of “tv’s treatment of feminism”, which researchers asserted provided insight into “mass mediated cultural attitudes towards feminism”
· Postfeminism – is the belief that while feminism was needed in the past, the battle has since been won, and that feminism is no longer required, or desirable, for women to achieve their goals

· The study revealed that the ideal post-feminist woman presented in the ads had 3 distinct qualities: they were sexy, intelligent, and powerful
· Sexy women were shown to be thin, flawlessly beautiful, sexually ready, and sexually available – the ideal women was also supposed to be like other ideal women: looking, acting and owning the same items

· This advertising media sent a clear message: successful women are both thin and beautiful
· The beauty prototype that pervades modern media and most of todays ads is what makes Dove’s campaign so compelling

· In 2004 dove launched a critical campaign for women’s products in N.A. – the dove campaign for Real beauty

· Dove set out to be “socially responsible” by sharing a different view of beauty: one grounded in real women
· Media’s Impact on Body Image

· Not only do ads sell products, but they sell products because they evoke negative self-images among women and girls
· If advertising focuses on the ideal woman with ideal beauty and it works, then it should affect how women see themselves relative to that ideal

· Criticisms of advertising have rested primarily on the belief that its impact on consumers limits their ability to think and act as independent creatures in the vastness of a consumer society

· Study revealed that women’s moods and body images were negatively affected after viewing idealized body parts of full body images in advertising

· When presented with views of average size or plus size women, female viewers actually experienced a drop in their levels of anxiety

· Women automatically and spontaneously compare their own body image to those ads, and that when they do so, images of extremely thin women in ads have negative effects on a women’s self esteem, while images of less thin women have positive impacts on self esteem (study)

· 42% of teens look to advertising for guidance about beauty and appearance, compared to 45% who look to their friends for advice

· advertising is pervasive and is seen as an authority on appearance

· Dove’s Campaign for Real Beauty

· Unilever (parent company for Dove) conducted study that revealed that over 90% of women were unhappy with their body image.

· Another study showed that 30% of 10 year old children are afraid of becoming fat

· Average model – body mass index of 16.3 (underweight)

· Dove’s goal was to expand society’s beauty stereotype away from its thin, flawlessly beautiful, white, sanitized image

· It had social and sales goals

· It aims to change status quo and offer in its place a broader, healthier, more democratic view of beauty

· Unlike their female counterparts, men are not bombarded every day with media images designed to make them insecure

· The Dove campaign for real beauty used a multimedia approach to communicate what healthy women really look like

· The photos showed real women in their underwear, wearing no make up – their bodies weren’t well trained or toned

· Ad also had older women, awash with wrinkles and grey hair

· If the campaign failed, they would lose sales and if the campaign has a lasting negative impact, their brand might become associated with an undesirable female body type

· Dove came under fire when they featured body firming cream as part of their beauty line during the campaign – critics argued focusing on such product was in opposition to the real beauty message

· Real Beauty: Success or Failure?

· The campaign was successful

· This success may be measured by focusing on several key areas of advertising impact: social acceptance, social impact, sales impact, and future use

· The most critical factor in advertising success is its acceptance by the target market

· Firm could have benevolent motives, but if it falls flat in the court of customer opinion, even the noblest intentions will have little impact socially or economically

· Social acceptance of the Dove campaign was mixed – it was divided on gender lines – women liked what they saw, men seemed to dislike it

· The publicity given to the campaign provides a measure of its overall influence – the use of blogs, a popular form of expression among young men and women, illustrates that the advertising campaign had effects that reached beyond the popular press

· Media Awareness Network (Canada’s watchdog) has constructed plans for teachers of various grades focusing on body image and the impact of the Dove campaign – indicator of the impact such an advertising campaign has on modern culture – in particular the educational establishment

· Magazines are featuring more average size and plus size women in their ads – nike has done this to attract women to their fitness apparel

· The campaign was awarded the Effie, the industry’s premier award for effectiveness in advertising

Future Use

· Real beauty campaigns may be necessary as the baby boomers mature and immigration changes the complexion of Canada and the United States

· The greater acceptance of Blacks and Hispanics also led to the acceptance of larger buttocks and more facial hair, helping to dispel the sanitized white image of beauty

· Dove ratcheted up its advertising blitz by airing the first female orientated ad during the super bowl and shelling out over 2 million for the promotion

· Ad featured young girl expressing her concerns about her looks and her image – it cut through the clutter of beer ads and male focused media messages to make an impact

· Conclusion

· The dove campaign for real beauty exceeded all expectations

· It increased sales, brand recognition, and brand loyalty, and has stimulated an international discussion of what real beauty is

· Dove’s campaign for real beauty  shows that if skillfully employed, advertising can be a powerful agent of social change

NO
· Conventional wisdom in mainstream beauty advertising suggests that to be effective, ads for beauty products need to be aspirational; in other words, they motivate women consumers by holding out ideal images for them to desire

· “the purpose of advertising is to create desire beyond what the product can actually deliver… People are living lives of desperation; they don’t want to be themselves”

· The Campaign

· The campaign for real beauty was first launched in Europe in feb 2004 and came to N.A. following September

· This campaign was initiated on the basis of a 10 country study commissioned by Dove and its parent company Unilever, surveying 3200 women on their attitudes about beauty, appearance, and self esteem – the final report argued the “authentic beauty is a concept lodged in women’s hearts and minds and seldom articulated in popular culture or affirmed in the mass media. As such it remains unrealized and unclaimed”
· According to Dove campaign website, Dove sees itself as a “starting point for social change” and intends to offer a “broader, healthier, more democratic view of beauty”

· The other motivation for the new approach was more pragmatic – the need to rebrand Dove as something other than just a soap brand – this goal was tied to dove’s move into hair and skincare product lines, a move that required a significant corporate repositioning

· The first phase of campaign – involved attention getting billboards and print ads featuring women who challenged conventional notions of beauty

· Sales of Dove products advertised in the first 2 months of the campaign increased 600% and awareness of Dove as a beauty brand was up between 35 to 50% in the first year of the campaign

· The second phase of the campaign began in the US and Canada in June 2005 with the unveiling of a new line of “firming” products

· It was launched with massive blitz of billboard, print and tv ads featuring 6 non pro models of different sizes, shapes and skin colour dressed only in underwear

· The slogan “Stand firm to celebrate you curves” encouraged women to see their natural body curves as beautiful

· The third phase to the campaign for real beauty was launched in early 2006 with the focus on self esteem, especially for girls and young men

· It was bolstered by another survey, involving 11 countries and focusing on attitudes about self worth and their link to unrealistic beauty ideals – Dove claimed it was now time to “walk the talk” and seek solutions to the self esteem problems they found among young women

· Used the super bowl to launch – the intent was to draw attention to the self esteem problems girls and young women face and encourage viewers to get involved (involvement was to go on dove’s website and visit numerous sites about self esteem)

Reality Advertising?

· Dove wasn’t the first company to try the “real versus ideal” route

· Ex. Nike had an ad celebrating “big butts, thunder thighs, and tomboy knees”

· Levi Strauss ran a multimillion dollar print campaign spotlighting people from all walks of life, with the theme “a style for every story”

· Not everyone is sold on “reality advertising” and some see it as risky

· Mary Lou Quinlan notes, in order to motivate consumers to buy beauty products, there needs to be some assurance of transformation offered – “if we are all fine the way we are, we don’t need to buy anything. That’s not what marketing is about”

· Not all companies are likely to use a “real beauty” strategy; this choice depends partially on your target audience and your brand image
· We might being to question Dove’s commitment to a healthier and more realistic definition of beauty by noting that Unilever is also the parent company of Slim-Fast, a diet product that clearly preys upon and reproduces the very anxieties about body image that Dove seeks to dispel

· There is also question about the nonprofessional models chosen to represent the average women

· Before the campaign, dove had used nonprofessional models to sell their product lines; the novelty here was to make their ordinariness the focus and the selling point. The women ranged in size form 4 to 12 which was still smaller than the average size of 14.

· Also, with pro. Makeup, hair styling, and photography, they still represent conventional beauty norms

· Ordinary women can be beautiful, but only thought the magical powers of surgery, make overs or in this case of Dove, beauty products

· Dove’s message is contradictory; if we are beautiful the way we are, why do we need to firm those curves? Apparently curves are fine as long as they don’t jiggle and cellulite doesn’t show

· Media are often a convenient scapegoat for a range of social ills, and self esteem related to body image is no exception

· Sarah Grogan found studies that pointed to a drop in self esteem after viewing thin models, studies that measured no difference, and one that concluded body satisfaction had increased following exposure. IN the last study, researchers found that the female subjects, who overall tended to overestimate their own body size, actually reported they felt thinner and less depressed following exposure to advertising that emphasized a thin body ideal

· One author tested the impact on self esteem of model size in 4 categories: extremely thin, moderately thin, moderately heavy, and extremely heavy

· They found that the participants in the study reported lower self esteem after looking at moderately heavy models, while self esteem improved after looking at ads with moderately thin women

· Beauty, The Body, and Social Context

· The meaning of beauty in the everyday lives of women has long plagued feminist scholarship, which alternates between those who see women as victims of an oppressive beauty machine and those who describe the personal pleasures to be found in the pursuit of beauty ideals
· Advertising to sell beauty products doesn’t operate in a cultural vacuum; rather, it takes place in a cultural context that attaches a variety of social meanings and values to the body

· The US diet industry’s lifeblood is the reproduction of ideal images of beauty that nourish a sense of dissatisfaction and low self esteem

· Studies show that north American women have been increasing in average weight and dress size in recent years, the average weight of models has decreased.

· Ideal is becoming more unreachable for the average women

· In the face on continuing judgment of our character based on our appearance, our body becomes a project, a work in progress, with its look and form open to redesign and renovation

· As early as the mid-1800s, the gracefully slender body was a mark of upper class status for women and it continues to be integral to the maintenance of social class distinctions and the aspirations toward social mobility

· What is masked in the spin about “democratizing beauty” is that it continues to rely on a  message of transformation through consumption because “in the end, you simply can’t sell a beauty product without somehow playing on women’s insecurities”

· The premise of democratization obscures the fact that we are being invited to vote with out dollar

· Get AMANS NOTES
· Framing the Problem

· In our consumer-oriented society, a complex system of advertising and marketing has evolved that conflates popularity and self esteem with conspicuous consumerism

· Advertising is the catalyst behind the consumerism of a capitalist society and the financial footing that drives the mainstream media

· Mainstream media are little more than an excuse for the promotion of advertising

· A reciprocal relation is thought to exist: Mainstream media arguably exist to provide an outlet for advertising by attracting as wide an audience as possible

· Pressure to secure high audience ratings shapes the media’s form and functions

· Advertising represents a powerful social force in its own right, with the capacity to shape and to mould while unmasking insights into the cultural dimensions of society

· Advertising’s power and pervasiveness ensures that many of us harbor a love-hate relationship with advertising

· We enjoy being massaged by the message of “more”, but nevertheless hate the unoriginality of surrendering to the superficiality of a material world

· Most of us will see millions of ads cumulatively squander nearly 3 years of our lives

· Advertising is interpreted by some as a highly sophisticated system of 20th century art whose aesthetic dimensions must be valued and appreciated. Others endorse advertising as a necessary cost of doing business in a consumer society. Still others equate advertising with capitalist propaganda whose deceitful messages from mouthwash to toilet cleanser are just about as accurate and as equally corrosive

· Adv. Is blamed for everything – from the collapse of contemporary society to intellectual dwarfism

· Advertising exploits our obsession with appearance based self-esteem and creates unhealthy dependencies because relief is promised to be only a purchasable fantasy away

· Advertising encourages waste, contributes to the disfigurement of the environment, distorts human values by massaging the message of more to the many and bolsters the prevailing distribution of power and resources in a capitalist society

· Minorities rarely appeared in ads for fear of alienating a white consumer base

· Minority women and men were often cast as problems, in stereotypical terms, in the decorative sense of adding a splash of colour to mainstream products, ghettoized into serving the minority market, or positioned around goods consumed by minority women and men

· Increases in the quantity of minority women and men may be offset by the quality of representations that continue to stereotype, deny the legitimacy of ethnicity for branding or marketing, or run the risk of commodifying diversity for ulterior purposes

· The Dynamics of Advertising

· The need for companies is to generate profits by selling products, to generate brand name recognition, and to foster corporate legitimacy

· Central to all advertising is a simple message: for every so called need, there is a product solution

· Acknowledging a distinction between manifest -clear (articulated) and latent -hidden(unintended) functions yields insights into the logic behind advertising

· A manifest function is to sell a product by symbolically linking consumers with a commodity or service (ex. Social value component on a product beyond its material need through images and messages that strike the right crowd)

· The latent function entails the selling of fantasies by manufacturing a discontent with the present while glamorizing consumption as a solution of the problem of “keeping up with the Joneses.”

· Advertising is ideological in being loaded with ideas and ideals that extol the existing and unequal social order while excluding perspectives at odds with message of buy buy buy

· Advertising promotes a lifestyle dedicated to the pursuit of consumerism, with its cultural correlates of greed and envy and environmental destruction through waste and materialism

· Advertising is propaganda:

· Every ad says it’s better to buy than not to buy

· Every ad reinforces the social ideal of consumerism as inevitable, 

· Advertising masquerades as a secular religion that declares “buy and you will be saved

· Advertising teaches us to stroke our self esteem from taking pride in our external appearance and material possessions

· It is propaganda by equating consumerism as a matter of individual choice rather than a socially structure process

· 1. Deconstructing Advertising: “Manufacturing Discontent”

· content of adv. Is diverse due to print and electronic media

· There are codes or rules that apply to all advertising

· The fact that these rules are violated on occasion tends to reinforce their pervasiveness

· Ex. Volkswagen beetles and Benetton clothing

· The essential components of successful advertising are 6-fold: target a market, attract attention, arouse interest, construct images, neutralize doubts, and create conviction (firmly held belief)

· A. Targeting Markets

· Adv strategies are based on targeting groups who are identifiable, accessible, measurable and profitable

· Advertisers prefer to link a specific product with a particular target group by designing a campaign around the needs, fantasies, anxieties, and values of the desired segment

· Those between ages 13-25 are a widely sought commodity because they are perceived to have money to burn, be free of financial responsibilities such as mortgages, and be susceptible to influence regarding brand preferences

· Middle aged and senior citizens are ignored by advertising – their high per capita incomes are offset by perceptions of fixed brand preferences or by age specific products

· B. Attracting Attention

· Commercial clutter exerts pressure on advertising to stand out from the crowd by way of attention seeking devices, such as the use of humor, shock value, noise, juxtaposition and oppositions or bold splashes of colour

· The use of minority women and men as attention grabbers has been effectively exploited by the branding tactics of Benetton
· C. Arousing Interest

· Interest is created by playing on audience emotion or stimulating new needs- in the main, by tapping into people’s fears, insecurities, and emotions

· Advertising must generate an interest in new needs that go beyond basic functions

· At the heart of this arousal process is the manufacturing of discontent by exploiting our fears of being unattractive, unpopular, and uncool

· D. Fostering Images

· Since 1980s, advertising has shifted its focus, from the promoting of actual products to selling a lifestyle based on images surrounding a particular brand such as Nike or tommy Hilfiger

· Why images? An image can condense messages by relying on symbols or metaphors that elicit an appropriate emotional response by associated a product with a particular market segment that is receptive to these messages

· Advertising signifies a connection between the meaning of products and the corresponding images associated with their consumption

· The focus on images suggest that advertising is really about buying customers (rather than selling products) by linking commodities with what is defined as socially desirable

· E. Neutralizing Doubts

· Doubts about the product must be erased; appeals to reason, tradition or science are often employed to convey a positive image

· The use of celebrities and sports figures to endorse a product is an effect way of neutralizing doubts

· Reliance on minority women and men has proven somewhat controversial, given public ambivalence about diversity as a problem or a solution

· F. Securing Conviction

· People need to be convinced they are making the right choice

· That the product will make them feel smarter, bigger, popular or healthier

· Conviction needs to be created through positive reinforcement

· To reinforce decision making, the advertising media rely on reassuring images, evocative symbols, and positive associations

· The degree to which minority women and men will foster confidence in a product will vary with the product in question, the intended audience, and the prevailing social climate

2. Crisis in Advertising

· In 1980s adv. Confronted a crises of identity

· Advertising clutter and remote control tech sent the industry scurrying to devise new means for overcoming obstacles

· More worrying was the industries perception that conventional ads had become emotionally bankrupt because of viewer cynicism and attitude

· People got bored of ads and feminist and minority critics became increasingly edgy over media misrepresentations of women and people of colour

·  Of those developments that contributed to the criticism, these proved most challenging

· 1. Audiences swamped with sheer volumes of ads – only a small number even register in our consciousness

· the combination of ad saturation and clutter, together with viewer alienation and zapping technologies, creates the potential for consumer resistance

· 2. Many are openly hostile to adv. Ads are seen as polluting and insulting to one’s intelligence. The fact that advertising must create a demand for things we don’t need or want does not bolster its credibility

· 3. Advertising is guided by the principle that satisfaction can only be derived from the marketplace. IF things are not the locus of perceived happiness then this puts pressure on advertising to link commodities or brands with what is defined as the good life

· 4. Brand name recognition is increasingly problematic. Without product variation, ads must focus instead on creating images that cater to specific markets. Yet this strategy subjects advertising to charges of phoniness, shallowness and manipulation

· 5. Must product messages that don’t offend anyone – in an era of identity politics and political correctness, charges of racism or sexism or homophobia can quickly erode a cultivated product image or corporate credibility

· this puts the onus on adv. To be creative without being offensive

· some ad campaigns sought to camouflage the content and strategies of conventional adv. Behind a haze of black and white photography, grainy images, ambiguous messages, jerky camera movements, a blasé and indifferent prevailing mood, non conventional editing and greater transparency of the persuasion process

· Unorthodox images proved appealing precisely because of their difference from conventional images and clichéd strategies

· Other strategies aimed at outing ads – advertisers incorporated a criticism of ads by adopting positions of mocking self awareness with respect to the advertising process itself

· Strategies used by advertisers included incorporating consumer resistance into the promotional strategy, foregrounding those conventional codes that once organized advertising design and mocking the ads of competitors or the use of advertisements in general

· New advertising was designed with viewer resistance in mind

· It was aimed at the disaffected young with ads that captured the detachment and resentment of a generation weaned on commercial media

· Resistance could be neutralized by incorporating images of resentment that extolled ironic detachment and laconic indifference

Case Study: Benetton – Ads of Colour

· Benetton has become an international household name primarily on the strength of an issue oriented advertising campaign based on selling the image of social consciousness

· Benetton has relied on minority women and men – often in juxtaposition with whiteness- as a basis for advertising

· The use of visually arresting images of diversity has recued Benetton ads from the commercial clutter while forging brand loyalty with media-savvy and socially consciousness young people

· Advertising claims for product x to have nothing to do with the truth but everything to do with deception, in the same way that cavorting about in a crystal clear stream has nothing to do with the purity of cigarettes but everything to do with positive associations

· Benetton specializes in pricking people’s conscience through the use of images that startle or provoke

· The ads appear to violate every rule in the book about seducing the masses

· Benetton ads are aimed at the relatively affluent segment of the population between the ages of 18 and 45, who have ample amounts of disposable income with which to put their principles into spending

· As badge goods, in other words, they say something about the users above and beyond the functionality to the product

· Opinions – some applaud their boldness, some recognize that Benetton is selling an image based on attitude rather than anything to do with the product, and others are critical of Benetton for capitalizing on the diversity or misfortunes of others as a basis for generating profit

· Benetton knows that many are repulsed by these hard hitting images – this is the point

· These ads focus on the segment of the market that responds to unorthodox pitches – for young people who are tired of fake ads

· Benetton provides an image and product association that encourages skeptical individuals to feel clever through the creation of their own messages about social consciousness

· Also provides consumers to make purchases without forsaking their principles

· This focus on customer needs rather than product specifications confirms how advertising is not about selling products but for buying specifically targeted consumers by associating a product with socially relevant images – mercenary approach that suggests that all they want is money

3. Advertising through the Prism of Whiteness

· Mainstream media and advertising are mutually dependent

· Each of them depend on consumers for existence

· Without mass adv through the media, business would have to rely solely on direct marketing – would be expensive

· Advertisers have more leeway in presenting products or services cause:

· Unlink news reporting, an ad is not expected to be completely true to life

· Unlike other media outlets, advertising is not regulated under the same set of rules that govern news reporting and tv programming

· Adv is in the realm of advertising that the politics of diversity and its concomitant insistence on representation have the most impact

· Advertising is based on stereotypes – a set of images or assumptions about the people and the world around us

· These images are then reinforce in our subconscious through advertising and become the norm

· These images are also variable – as our experiences changes, so do our images of the world around us

· This is way stereotypes are not misperceptions – rather they reflect the social order because of their role in justifying the prevailing distribution of power and resources

· Understanding the product and the values of its potential consumers are key to a successful campaign

· Adv has been criticized for reinforcing the existing social order through the use of stereotypes

· Visible minorities continue to be depicted as convivial and docile, hardly roles to which we aspire where as white males are seen as strong and noble and white women are seen as fragile, objects of desire and such

· These images reinforce and justify the gender and racial hierarchy in society

· A consumer survey in Canada (1990) revealed that most people feel that advertising in Canada is still too white

· Many would prefer ads to reflect the cultural diversity in Canada

· Visible minority respondents indicated that they made their purchase decisions based partly upon whether the ads included visible minorities in a positive way

· Non racial minority consumers wouldn’t reject a product if it were promoted by a minority spokesperson – instead they would see it as a sign of a progressive organization – diversity sells

· Ads are positioned within 2 broad spheres of lie: work and leisure
· the desire to conquer the primitive non European cultures is still alive among many white people

· Miniaturizing Minority Women

· Advertising rejected the inclusion of minority women and men in adv except as stereotypes or embellishments, historically

· Hook said images of exotic visible minority women are meant to enrich the daily life of white people

· In an era when minority-ness was generally perceived as a liability rather than an asset, the representational basis of advertising minority relations suffered accordingly

· Even though advertisers have taken notice of the demands from consumers, in many ads images of visible minorities are still filtered through the prisms of whiteness

· Media was known to infantilize women by casting them as silly or child like or as mechanical cardboard figures devoid of intelligence

· Minority women confront similar set of problems with adv like conforming with white standards of beauty and they have also been subjected to additional media mistreatment because of race

· Women of colour were racialized through the stereotype that simultaneously denied their difference (if different, then inferior) or criticized their sameness (if same, then loss of authenticity)

· Media stereotypes derive their potency by tapping into a collective pool of popular but often unconscious racist attitudes

· White women were blonde and beautiful

· Aboriginal – depicted as princesses or squaws

· Indo-pakistanis were seen as manipulative and irrational

· Asian-Canadian were portrayed as China dolls or as dragon ladies

· Jewish women – as meddlesome nurturers

· Polynesian women – insatiable love goddesses

· Middle Eastern women – hopelessly repressed

· The portrayal of minority women as dangerous or evil, with the potential to destroy everything good about society or civilization  played into the race card

· When emphasis was placed on fantasy, white females represented the object of romantic desire, beautiful and fragile, whereas non white females symbolized the lost world, primitive and docile

· When the emphasis was on escape, white females could usually relax on tropical island or enjoy the high culture of Europe – visible minority women were seen working to make this escape possible

· Tourism – visible minorities were not expected to explore the white European culture, whereas white tourists automatically had the nostalgia to experience the primitive world

· These tourism ads reflected the white supremacy that originated from the colonial era and that continues to undergird the foundational nature of contemporary society and its institutional correlate

· Image of feminine beauty is still white, slim and youthful – black women are usually shown to have lighter skin tone and straighter hair than in reality cause of this

· Stereotyping has the effect of disempowering minorities by depoliticizing their status and contributions to society

· Stereotyping facilitates the advertising process by codifying patterns of persuasion by tapping into widely shared and deeply embedded cultural codes

· The cumulative effect of stereotyping not only demeans and debilitates by silencing or distorting; as a double standard, it resonates with a patriarchy that fuels the growing estrangement between women and men

Skimming the surface

· Images of minorities have improved to the point where the criticism may be inappropriate (white sells or diversity sells

· Much of this shift can be attributed to 

· The crisis in advertising

· Changes in social climate pertaining to minorities

· Growth of the ethnic market

· Diversity has acquired a trendy cachet as something that is authentic and chic

· Increased reliance on diversity images was also enlisted to address the crisis in advertising – a crisis that reflected concerns over clutter, conventionality and boredom

· Diversity allowed a product to escape the commercial clutter of whiteness and also tap into the disaffected youth by eroding their resistance to advertising

· Based on commercials 30.8% of the 1314 commercials aired employed minority actors, while only 10.4% if these ads provided more than a token appearance of at least 3 seconds of screen time

· 11.2% of canada’s population is comprised of minorities - 15.8% of the population of Ontario and 31.6% of Toronto’s population

· So why do they portray minorities for little amounts?

· Its not a case of racism, rather it is a case of racial uncomfortableness – advertisers don’t want to risk offending a white customer base or stumble across a cultural landmine

· So the goal is not to reform bigots but to find a way to remove discomfort about race

· Advertising seems hesitant about breaking through to the next level by attempting to forge an emotional bond with minority consumers through the use of culturally relevant brand image advertising – in failing to provide this kind of adv that secures a compelling reason to choose one product or brand over competitors, the industry is missing the mark by failing to build brand relationships

· Why? Those who work in adv and marketing feel unqualified to create or authorize expensive targeting programs towards ethnic communities that they know little about in terms of language or culture

· Also, there is an unease because the data base of how minorities use the media is non existent – no data makes it hard to implement image based adv that targets minority groups 

Ethnic minorities are no longer fringe players stuck in their ethnic enclaves – rather they are major forces in society – until this shift in power is acknowledged as normal and legitimate, adv is likely to only skim the surface rather than take things differently

· Advertisers the US reflected the place of non whites in the social fabric of the nation either by ignoring them or when they were included in adv for the mass audience, processing and presenting them in a way that would make them palatable salesperson for the product being advertised.

· These processed portrayals largely mirrored the stereotypic images of minorities in the entertainment media that were designed to reflect the perceived values and norms of the white majority

· In this way, non white portrayals in advertising paralleled and reinforced their entertainment and journalistic images in the media

· The history of advertising in the US is replete with characterization that responded to and reinforced the preconceived image that many white Americans had of minorities – like aunt jamina or Latin spitfires like Chiquita Banana

· There was a Exhibit in 1984 by balch institute for ethnic studies in Philadelphia with more than 300 examples for racial and ethnic images used by corporations in magazines and posters and such

· They had positive white ethnic stereotypes, such as the wholesome and pure image of quakers in an early quaker oats advertisement and the cleanliness of the dutch in a turn of the century advertisement for colgate soaps

· Also featured a 19th century ad with an irish matron threatening to hit her husband over the head cause of the wrong tabacco

· Aunt Jemima – stereotyped face of a black servant

· Early ads of Cream of wheat featured Rastus – black servant 

· Some adv ridiculed blacks – black school teacher standing behind a makeshift lectern made out of boldly lettered cream of wheat box  and asks how do you spell cream of wheat

· Others appeared to promote racial integration – mag advertisements captioned – putting it down in black and white which showed rastus serving bowls of cereal to blacks and whites

· Racial imagery is also integrated into naming of trains by the Santa Fe railroad, which named one of its passengers lines the super chief and featured highly detailed portraits of Indians

· These and other portrayals catered to the mass audience mentality by either neutralizing or making humor of the negative perceptions that many whites may have had of racial minorities

· The images showed people of color through Anglo eyes
· 1960s – black civil rights targeted the advertising industry protesting both the lack of integrated advertisements including blacks and the stereotypes images that the advertiser continued to use

· the effort, resulted in overnight inclusion of blacks as models on tv ads in 1967 and a downplaying of the images that many blacks found objectionable

· New York Times (1968) – black America is becoming visible in America’s biggest national advertising medium

· other groups were still being ignored or singled out for continued stereotyped treatment in such commercials

· latino advertising – Granny Goose chips featuring fat gun toting Mexicans, as advertisement for arid underarm deodorant showing a dusty Mexican bandito spraying his underarms after a hard ride as the announcer intones “if it works for him it’ll work for you”

· mag adv seeing a Mexican in a sombrero leaning against a Philco tv

· Pac, a lazy person who doesn’t feen for anything not even the war he was suppose to fight but feens for cigarettes

· If someone advertised a black in a negative way complaints from black associations or the FCC would come

· In 1970, a brown position paper prepared by Latino media activists said the media had transferred the negative image of blacks to latinos

· Even though latinos and blacks made advances in the media of their portrayal, native Americans and Asians didn’t

· Native Americans – native Americans names and images are no long depicted as the noble savage or as cute cartoon characters but they are used for cars that have names such as Pontiac and used for sports teams such as Kansas city chiefs (no success in getting these changed)

· Asians – commercials depict them in stereotypes that cater to the fears and stereotypes of white America

· Attacking Japan has become something of a fashion in corporate ads because of resentment over Japanese trade policies and sales of Japanese products in the united states

· Asian women appering in commercials were often featured as china dolls with the small, darkened eyes, straight hair with bangs, and a narrow slit skirt

· Another common portrayal featured the exotic tropical islands look, complete with flowers in the hair, a grass skirt, and shell ornament

· Asian models must conform to these stereotypes or lose assignments

· The lack of a sizable Asian community or market, in the US was earlier cited as the reason that Asians are still stereotypes in advertising and except for children’s ads, are rarely presented in integrated settings

· Growth rate and income of Asians in the US between 80s-90s reinforced the economic potential of Asian Americans to overcome the stereotyping and lack of visibility that other groups challenged

· In the 1970s mass audience advertising in the united states became more racially integrated than at any time in the nations history

· By early 1970s the % of primetime tv commercials featuring black shad apparently leveled off at about 10%.

· Blacks were featured in between only 2 and 3% of magazine advertisements as late as 1978

· That percentage was a sharp increase from the 0.06% of news magazine ads reported in 1960

· The gains were also socially significant, because they demonstrated that blacks could be integrated into ads without triggering a white backlash among potential customers in the with majority

· Studies

· Integration of black models into tv and print ads does not adversely affect sales of the image of the product

· The most important influences on sales were the merchandise and the advertisement itself

· White consumers did not respond negatively to advertising featuring black models, although their response was more often neutral than positive

· One study examining white backlash, did show that an advertisement primently featuring darker skinned blacks was less acceptable to whites than those featuring lighter skinned blacks as background models

· Research that helps explains this was conducted later revealed that blacks appearing in magazine and tv ads were often featured as part of an integrated group

· Although research findings have shown that integrated ads don’t adversely affect sales, the percentage of blacks and other minorities in general audience advertising didn’t increase significantly after the numerical gains made though the mid 1970s

· Minorities who did appear in ads were depicted in upscale or integrated settings  - which created stereotypes of successful ethnic group members

· Studies show that ads portraying black models do not elicit negative affective or conative responses from consumers

· Given consistency of the finding, more blacks should be portrayed in ads – if less blacks are in ads, then it is prejudice on the part of the adv industry

· Courtship of Spanish Gold and the Black Market

· Solely contended that a counter-pressure to full integration of blacks into mainstream media portrayals was that “advertising professionals are businessmen first and moralists second”

· If so, then the business mentality of advertising and corporate professionals that led them into increasingly aggressive advertising and marketing campaigns to capture minority consumers in the 70s and 80s

· Blacks and Latinos become more important to national and regional advertisers of mainstream goods who took a closer look at the size, composition and projected growth of those groups

· Asian Americans were more affluent than blacks and Latinos, were not targeted to the same extent because of their relatively small numbers and differences in national languages among the groups
· And native Americans were ignored as consumers of mainstream products

· Blacks and Latinos used consumer boycotts to push issues ranging from ending segregation to organizing farmworkers

· Boycotts had long been threatened and used by minority consumers as economic leverage on social issues

· First element of courtship - 1960s, Black ministers organized the Philadelphia Selective Patronage Program in which blacks did business with companies that supported their goals for more jobs for blacks – repaying the corporations that invest in the minority communities through consumer purchases

· Second - a more influential element of the courtship has been the hard selling job of advertising agencies and media specializing in the black and Spanish speaking latinos – national advertisers became aware of the fact that minorities were potential consumers for a wide range of products

· Advertisers were also persuaded that the inattention the had previously received from mainstream product made blacks and latinos respond more favorably and with greater loyalty to those products that courted them through advertisements on billboards and in the publications and broadcast stations used by latinos and blacks

· The third, most far reaching, element in the courtship was a fundamental change in the thinking of marketing and advertising executives that swayed them away from mass audience media
· After witnessing their success, advertising agencies advised their clients to go after their potential customers identified with market segments, rather than the mass audience

· By 1980s, market and audience segmentation had become so important to advertisers that the term mass media was becoming an anachronism

· The factors that makes blacks desirable customers was a disposable income of more than 150 million, a high propensity for brand names and indulgence items, a high degree of brand loyalty, a young and growing population, growing education and income, concentration in the nation’s largest 25 cities, and its own growing media network

· This is the same for latinos, but latinos have also been depicted as being vulnerable to advertisements because their use of Spanish supposedly cuts them off from advertising in English language media – thus advertisers are advised to use the language and culture that are familiar with their target audience to give their messages the greatest delivery and impact

· Linking the product to their culture create an illusion that the product belongs in the latino home
· Corporations wanting latino money have been told to picture product with latino food, celebrities, cultural events, community events and family traditions
· Goal – adapt the product to make it appear to be a part of the Latino lifestyle in the US, which requires being sensitive to the langue , food, and musical differences
· Prestige appeals are used in advertising to all audiences, not just minorities – they have a impact on those who are far down on the socioeconomic scale that they are especially hungry for anything that will add status or happiness to their lives and help them hwo others that they are making it
· Advertisements promote conspicuous consumption, rather than hard work and savings as the key to the good life
· How loud is the Not so silent partners voice?
· Advertising is a 2 edged sword that expects to take more money out of a market segment than it invests in advertising to that segment
· Advertisers support the media that deliver the audience with the best consumer profile at the lowest cost, not necessarily the media that best meet the information and entertainment needs of their audience
· Owners of minority formatted media, having gained thorough increased advertising investments of major corporations, now have greater opportunities to use those increased dollars to improve news and entertainment content and this better meet their social responsibility to their audience
· the disabled consumer is coming of age
· advocates for disabled people in US have known the importance of the disabled consumer market
· there is some evidence that the disabled consumer is very much more brand loyal that others
· 73% of deaf people switched to a brand that had Tv ad captioning
· some companies were slow to learn what accurate and non stigmatizing advertising images were both in American and great Britain
· Ex. Fuji tv ad for film in Britain featured a man with learning disabilities being improved by a photograph of him smiling at the end was criticized by people for its medical model approach – the ad was interpreted as the fuji film offering a type of cosmetic surgery on the disabled man through the advertisement
· The perceptions and interests of a disability charity are not always synonymous with the disabled consumer
· New disability rights legislation (The U.S. Americans with Disability act (ADA) and Work incentives improvement act (WIIA) and the UK disability discrimination act) has made the business community more aware of disabled consumers
· These acts have also given businesses an understanding that disabled people want to find more and better employment and in turn purchase more consumer goods

· ADA – a mandate for marketers to being to recognize the formerly invisible disabled market
· WIIA provided $1000 tax credit to help people with severe disabilities cover work related expenses
· These acts have made the US and UK more receptive to accommodating disabled people in terms of architecture and communication so more of them can make purchases and become part of society’s consumer culture
· 48.5 million people who are disabled over 15 has total income of $175 billion

· In UK, 6.5 million disabled people represent a 33 billion pound market
· History of Advertising Use of Disabled People

· The advocacy for disabled people is for more inclusion in advertising to the general population

· Historically, most images of disability in adv have been from charity organizations

· In the Us, charity adv was a separate entity from commercial adv and included programs such as telethons and promotional ads form helping societies

· It was easy to distinguish between the use of disabled people in charity adv from commercial advertising – however, in the early days of commercial adv using disabled models, there was concern about exploitation because disabled people had been associated with charity only
· After years of criticism by disabled people advocates, telethons have fallen in numbers and charity organizations have retooled their promotions to be less stigmatizing

· In US, the business community began recognizing the disabled consumer in advertising images early in the 1980s

· These factors converged to give businesses slightly more awareness of disabled people and their potential as consumers

· Early disability rights legislation such as the Rehabilitation act of 1973 (required all federal programs and structures to be accessible which was being enforced in 1980s) began to build awareness of the disability community

· Also the disability rights movement began this time in response to lack of entitlements of the Rehab Act

· The independent living movement gave disabled people more visibility in society

· When TV ads with disabled people began, it illustrated that advertisers no long feared that nondisabled consumers will be distressed or offended

· When closed captioning began in 1980, the medium (tv) became more accessible to deaf people

· First tv ad to feature a disabled person was a 1984 Levi’s ad – in which a wheelchair user popped a wheelie

· However mcdonalds claims to have been including wheelchair users in general shots of customers in tv ads since 1980 – but its first tv ad to feature a disabled person was in 1986 where they have a deaf student discussing going to McDonalds in sign language

· Mcdonalds thought ads with disabled people should be directed to other disabled people and that these types of ads built good will
· Deaf people became a popular disability group to depict in tv ads

· In 1990, national captioning institute reported more than 200 advertisers were captioning their ads, resulting in 2600 closed captioned tv spots

· Wheelchair users became the other prominent category of disability in early US commercial advertisements

· Target became a pioneer in print ads using adults and children with disabilities in their sales circulars that went to 30 million households in 32 states – some products sold better because they were modeled by disabled people

· It then expanded to children and teens with down syndrome, leg braces, and artificial limbs

· People worried that target was exploiting disabled people and that it would detract from the merchandise – BUT it was the opposite effect – disabled people didn’t feel exploited, they were thrilled and proud that they were being portrayed as another member of society

· Major controversy arose in 1993 – which illustrated how disabled and nondisabled people interpreted the images differently

· Dow chemical spray N Stain stick tv ad used a child with down syndrome and said “the last place we need another challenge is in the laundry room”

· The ad used a real mother and daughter and got an award – seen in a successful way

· However, when Burger king ran an ad with a down syndrome man memorizing the company’s slogan it didn’t have such a positive audience response and they had to pull it

· Cultural Meaning of Disability Images in Advertising

· Hahn argues that advertising’s emphasis on beauty and bodily perfection has led to exclusion of disabled people in the images and the nondisabled audience members’ fears of becoming disabled and viewing images of disability meant businesses were hesitant to used disabled people as models

· Hahn points out that advertising promotes a specific acceptable physical appearance  and this image tells society who is acceptable in terms of appearance and that transfers to who is acceptable to employ, associate with, communicate with and value

· The beautiful and least disfigured disabled people are depicted

· They use deaf people, good looking and sports minded wheel chair users which doesn’t represent the diversity within the disability community

· Some Current Disability Imagery in Advertising

· Target

· The images used by Target are well used because of the way they naturalize disability rather than stigmatize it
· They way target uses disabled people in its ads fits squarely within the cultural meaning of diversity in advertising imagery
· Ad of 2 girls: one with a disability (latina) and a white girl without disability having an interaction to sell girls pants sets – This type of depiction sent several messages – people of color have disabilities too and that interaction between disabled and nondisabled children is quite normal

· One ad that had a blonde girl wearing jean shorts sitting on her wheelchair which showed the legs of a person with mobile disability – showed reality and natural appearance of a wheelchair user’s lower body
· Advertised a boy with power ranger underwear with a walker that didn’t look like a medical model depiction and he looked vigorous and healthy
· Another one featured a young model with a  single crutch which has a healthy appearance and the one flaw that normalizes her as a child is that she is missing a front tooth
· The wall street journal said the Blanchette Nike ad is an example of commercial advertising becoming increasingly enchanted with the disabled
· the ad shows scenes of Blanchette playing sports and then the last 3 seconds it spans on his wheelchair
· Conclusion and Discussion
· the implication of the images produced in these advertisements is that advertising not only includes disabled people for capitalistic reasons but realizes these must be accurate images to earn any profit from their use
· there is total focus on 2 disabilities: deafness and wheelchair use
· an incidental use of disability among a variety of people illustrates diversity in a very salient and accurate way
· Although the incidence of wheelchair use is lower compare to other types of disabilities, it is also understood that advertising is a visual medium, which need the equipment cues such as wheelchairs to denote disability as part of the diversity depicted
· Several past studies have confirmed that even if they tend to focus primarily on beautiful deaf and wheelchair use people, it can enhance the acceptance and integration of disabled people into society

· Advertisements constitutes a system of cultural production offering meaning to a consumer society which is otherwise symbolically, mythically, or spiritually impoverished

· Advertisements serves a 2-fold function
· To provide role models with whom we can identify and through whom we can aspire to appropriate constructions of ourselves as social beings

· To guide us towards what the marketplace considers to be desirable kinds and quantities of purchasing in an increasingly commodified social environment

· Advertising appeals can be made explicitly to lesbian, gay and bisexual markets, as in the inclusion of a gay male couple in a 1994 Ikea television commercial, or implicitly through the use of coded representations which can be interpreted as gay by bisexuals, lesbians and gay readers, a strategy called gay window advertising
· Gay window advertising: Opportunities and Erasures (removal of data)i

· Explicit appeals using models coded as gay etc remain rare in the mainstream press, although they do appear with increasing frequency in lesbian and gay publications and not necessarily selling gay specific products or services

· Advertisers continue to be conservative when it comes to potentially alienating a segment of their existing market and advertise to gays – the result is the phenomenon of gay window advertising – where images are coded with subtexts which are intended to be understood by gay readers as gay texts, but which are assumed to remain innocuous to heterosexual readers
· Ways that advertisers consciously appeal to gay consumers
· Including a single person instead of an opposite sexed couple
· Showing good looking crowd scenes with no obvious different sexed couples
· Having no people at all in an image
· Representing androgynous hands
· Showing rainbow flags and colors
· Aids awareness ribbons and pink triangles
· Using lavender, pink or purple type
· Coded homoerotic images of male models have been used in ads designed to appeal both to gay and to heterosexual audiences since at least as far back as the 1970s

· While gay audiences recognize the codes as gay and can thus identify with these images, for heterosexual audiences gay images imply distinction and non conformity, granting straight consumers a longed for placed outside of the dull mainstream
· Marlboro man and European calvin klein models both have a unique sexual appeal each with firm roots in the traditions of gay sensibility
· Gay codings are appealing only insofar as they are veiled (hidden)
· The inclusion of gays within marketing strategies is problematic, since through the hidden codes of gay window advertising the existence of lesbians and gays in all areas of society is erased
· The limited, heterosexist, inclusion of gays in the mass media and advertising has a mainstreaming effect, where only those most acceptable to the masses – the lipstick lesbian and suitably masculine gay men – appear as representatives of gay communities
· Having positive images of gays in adv may be a limited victory because by increasing their visibility, the image of wealth and power in adv can easily be appropriated by the political right wing as an argument that homosexuals are not disadvantaged and therefore don’t need action on issues of civil rights and discrimination
· Gay window adv can be seen as a double edged sword
· while offering gays images of ourselves as legitimate consumers, these images are both narrow, in terms of who is legitimate and cynical in their representations solely of consumer legitimacy to the exclusions of the social and political conditions of gays lives
· Advertising and Audiences: A cultural studies approach
· Textual analysis is problematic for 3 reasons

· First, this approach positions the scholar as particularly qualified to decode the meaning of the text under analysis; by virtue of training, experience, or special insight, she or he can read what the advertisement “says”

· Second, all text based analyses of advertising messages make assumptions about how audiences respond to advertisements

· Third, text based research posits an ideal audience for advertising, an audience which tends, because it is hypothetical, to be homogenized both in its demographic make up and in its interaction with ads

· The presumption of an inevitable relationship between text and audience in the creation of meaning and textual pleasures is problematic

· One response to this has been the use of focus groups to supplement or replace textual analyses

· Here is what readers might make of the intentional multiplicity of meanings in gay window advertising texts

· Gay window adv disrupts the notion of a dominant reading placed initially by Hall, since here an advertiser intentionally codes a single text with at least 2 preferred readings – one for gays and one for heterosexual readers

· Gay window advertisements also challenge Fisk’s notion of polysemy in 2 ways

· Fick’s suggest that polysemy is always already available to audiences as a necessary part of the reading process, since all texts are open to a potentially infinite number of resistive readings

· It challenges this by suggesting that while audiences may resistively read texts in a number of different ways, they will be encouraged by the text’s codes towards a particular interpretation which depends in part upon each audience members sexual identification

· Fiske also suggests that producer intentionally code texts with more than one meaning to attract as wide a range of audiences as possible

· This seems closer to gay window strategies

· Method

Advertising, Audiences, and Sexual Address

· Different groups of gays saw ads

· Because all the ads in the study were read in multiple ways, question regarding the extent of polysemy available in these texts are concerned less with whether polysemy is possible in advertising texts, but rather with why some reading were made and not others, and why some texts were read are more open than others

Brut Force: Heterosexual Masculinity

· Many groups commented that a Brut Actif Blue ad with images of a male kayaker and a embracing heterosexual couple had particularly insistent representations of gender roles, both in terms of the images (muscular man and passive woman) and in terms of the words “the essence of man” which naturalized a relationship between activity, courage, strength, and heterosexuality within the domain of idealized masculinity

· Read section again

· What it is to be a woman: Heterosexual femininity
· An ongoing concern in feminist theory is with how gender difference must be consistently socially constructed and enacted

· Femininity is constricted through its difference from masculinity and vice versa

· We understand femininity on the basis of how not like masculinity it is and vice versa

· However the group came up with another idea – masculine men appear to require a clear difference from femininity in order to affirm their adequacy, images of wmen are compared with each other in order to assess the style and adequacy of their femininity

· Since women are compared with each other using the linked attributions of class and sexual propriety, rather than being compared with men, it is the quality of their femininity and not their apparent difference from men which is central to the appraisal of the models womenhood

Gay window possibilities: Men

· The heterosexuality of the scenario is suggested by representing physical intimacy between male and female models

· In contrast, images of single men were often available for gay readings

· Images of men have to work against the feminizing tendencies of “to be looked at ness” in order to construct a sufficiently masculine, sexual image

· Number of tropes commonly used to construct violent masculinity including a level or upward assertive gaze, the body as muscular, active, and tau, and the portrayal of men of color and working class coded men as hyper masculine

Lesbian Windows: Shutters and Blinds

· The dominance of heterosexual representations means that the straight reading is never entirely erased or replaced, even for audiences who may be particularly motivated to read gay and suggest further that representations of women in particular are most difficult to read as gay

· The relative absence of lesbian readings can be understood

· First, as a reflection of the relative lack of texts currently circulating in the mainstream which offer a lesbian reading, because lesbians are seen as a far less lucrative market than gay men

· Second, it may be easier to make gay attributions to male models because the stereotypes of gayness for men which can still be perceived as attractive are much easier to both code and read, while lesbians are stereotypically represented as far less attractive

The fact that men are far more likely to be perceived as sexually assertive means they can also be perceived to be sexual between each other in texts, while readers of texts representing women are more likely to presume an active male romantic figure, even when none is portrayed

· In 1963, Friedan’s work hit a cultural nerve by identifying “the problem that has no name” – this was the conflict between the 1950s image of the happy housewife and her dissatisfaction with a life unfulfilled

· Her book set off a social and political explosion changing the consciousness of women’s issues in the United States and abroad

· The power of the public image, on which companies spend millions for tv time and space, comes from this: American women no longer know who they are

· Portrayals of Women in Advertising

· 1960s, feminist groups formed – National Organization for Women (NOW)

· through their consciousness-raising groups, feminists encouraged the elimination of gender stereotypes and the discovery of each women’s identity

· Underlying Goffman’s work is an assumption that adv reveal much about our culture, they implicitly tell us who we should be

· He deconstructed ads by considering gendered images that appear – the models size, feminine touch, function ranking, family, ritualization of subordination (lowering oneself physically as a stereotype of deference, and licensed withdrawal (women drifting psychologically from the scene)

· Goffman revealed that gender displays reflected what occurred in social situations

· Some scholars say old stereotypes of women have been replaced by more realistic portrayals, while others has said that women continue to be portrayed unrealistically

· Women have been portrayed as housewives and mothers in last half century, but some ads in 1980s depicted them as career women and supermoms

· Images of women in 1990s changed as ads did  a better job of depicting women in roles that were more than one dimensional
· Study with 1000 women, ages 18-49, revealed that women were looking for individual solutions enabling them to balance work, family, and their own needs

· Kilbourne said advertising creates problems because it “corrupts relationships and then offers us products, both as solace and as substitutes for the intimate human connection we all long for and need”

· It objectifies people, turning them into things – things that we learn to love in place of people

· She talked about a Haagen-Dazs ad that tells a women if she is having a troubled relationship just eat to make you feel better – the solution is food, not talking to your partner

· Kilbourne claims that adv contribute to eating disorders by normalizing and glamorizing unhealthy attitudes toward food

· She says women are twice seduced, once by ads and once by products

· Emergent theme in critiques of adv is the beauty myth

· Wolf said portrayed images of beauty present impossible standards for women to achieve – idealized beauty is unrealistic

· Study by Martin and Gentry argued that the beauty ideal portrayed in adv targets adolescents, finding that adolescent girls compare themselves with models which tend to adversely affect their self-perceptions and self-esteem
· Around 1979, models weighed 8% less than the average female – 20 years later, models weighed 23% less than the average female

· Cosmetic industry reached sales of 31.1 billion at the manufacturer’s level in 2003

· The diet industry earned $35 to 50 billion annually in 2002

· Extent to which adv causes women to want to emulate thin models is unclear, since for 1999-2000, more than half of adult women aged 20-72 in the US were overweight (62%) and nearly half were obese (34%) or severely obese (6.3%)

· 3 themes emerged from Wood’s summary of gender studies and advertising

· 1. She claimed that women were underrepresented: men appeared much more frequently in the media, which had the consequence, intended or not, of giving the impression that women were unimportant because they were virtually invisible

· 2. Wood observed that women were portrayed stereotypically, often in ways that reinforced socially endorsed views of gender

· 3. Depictions of relationships between men and women helped to maintain traditional roles and normalize violence against women (this has emerged in other scholars work to)

· Some critiques (Kilbourne) blame adv for the state of women in society and many of the problems that seem to be gender specific, such as eating disorders and poor self esteem

· Twitchell acknowledged that gender branding occurs, but suggests that women are not victims of adv and that they have power as an audience to reject adv messages

· As scholars continue to investigate women and adv in the 21st century, they have focused their attention on a variety of areas that relate to other areas of diversity, such as studying the underrepresentation of older women, black women, or gay and lesbian audiences
· Work with portrays of women have made it into the classroom

· Women as Audiences

· Women can influence how they are portrayed in adv

· Women make 75 to 95% of all consumer purchases

· Consciousness-raising by feminists resulted in women who expressed their emerging identities and sometimes rejected the traditional portrayals advertising presented

· Since 1970s advertising has evolved from a strategy that aimed at reaching the largest possible audience to one that advertises to specific audiences

· Another paradigm shift occurred: emphasis changed from messages focused solely on what the advertiser wanted to say to a focus on the audience and how to best communicate with that target

Women as Advertisers: The Profession

· 1960, women were better educated and more socially and politically aware than they had been before and represented 30% of the workforce in the US

· some women entered the advertising industry – DDB, an advertising agency was progressive in hiring women in the 60s.

· women currently represent only 15% of the staff in advertising agency creative departments and 22% of the Directors Guild of America

· suggests that industry is missing opportunities to include women to shape and revise images about women

· study reported women’s progress in reaching positions of leadership in communication companies

· the underlying assumption for this study was a notion that changing corporate climate would be facilitated if women had a voice in leadership positions

· research found that average percentage of women executives was 15% while the average percentage of women board members was 12%

· The advertising firms has the lowest average number of women execs – 3%

· 64.7 of students enrolled in undergrad journalism and mass communication programs were women

the percentages of women earning bachelors (65.4%), masters (66.6%) and doctorates (55.2%) degrees were the highest recorded since WW2

· Recent studies indicate that even girls in early adolescence are prone to eating problems and a preoccupation with food

· The findings of this research study into the social world of adolescent girls reveal that straining to conform to the ideal look is not always an end in itself, that it is often a purposeful act designed to achieve social goals

· Young women are surrounded by images which define attractiveness as a very particular, thin, perfect ideal – many try to achieve this goal, but they do not all do so out of blind conformity, or simply because they have negative images of themselves

· The problem is more complex – many girls use appearance as a means for achieving social status and power – they conform to avoid the costs associated with deviating from the ideal

· Adolescents are working to negotiate and achieve their individual goals within a micro and macro gender structure

· They are actively finding their location within the peer arena and their relationships with food and appearance play a key role in this endeavor

· Examining the Multilevel Gender System and the Social World of Adolescent girls

· When studying the social world it is essential to recognize the interaction between the individual and the social context

· Women have their own choice, but these choices are constrained by the socially created structures which surround them

· Social structures create social persons who recreate social structures who create social persons etc etc

· Social structures operate on 2 levels

· We inhabit the micro world of our immediate experience with others in fact to face relations. Beyond that, with varying degrees of significance and continuity, we inhabit a macro world consisting of much larger structures… Both worlds are essential to our experience of society

· Tri level model of the gender system

· Individual gender role orientation

· Men and women have individual gender role orientations, which they have developed through socialization and interaction over the course of their lives

· These orientations consists of their beliefs about the appropriate roles for women and men and serve as guidelines for choices regarding presentation of self, relationships, and activities, as well as attitudes and values

· Micro structure

· Women’s choice about how to behave, and how to present themselves are also influenced by the micro level gender structure, where they encounter others in daily interaction and negotiate their roles
· Conforming to expectations is an integral part of interaction; people play roles in order to facilitate communication and joint action

· Macro structure

· People are influenced by macro – which is the societal context which provides a landscape within which people act out their choices

· All 3 levels advance our understanding of the gender system

· For women making decisions about weight, food, and dieting, its apparent that 3 levels of the gender system influence their choice

· Macro 

· emphasizes the importance of appearance for women – women are judged by their appearance cause the media provides images of perfect bodies and adv criticizes women’s flaws

· Micro

· Appearance is most important

· Slenderness is the norm, so there is some pressure by others to achieve it

· Choosing not to diet, doesn’t follow the ideal and implies either carelessness – she really let her self go – or a personal statement about her unwillingness to conform

· Individual

· Women’s understanding of themselves is filtered through the existing social structures

· Women know they will have more attention and respect if they follow the ideal

· The 3 levels of gender may be complementary or contradictory – while people live in a social world that appears to appreciate and promote only one body type, individual micro structures or individual gender role orientations may be in agreement or at odds with this standard

· Adolescence compounds the imperatives of the gender system

· Adolescents face unique challenges

· Adolescence is

· 1. A time of identity construction

· 2. A time to find one’s own location in the social world

· Because individuals in this age group don’t have a strong gender role orientation guiding their choices and actions, they are more vulnerable to the influences of the micro and macro gender structure
· Also, since they have moved into a new adolescent world, they can no longer rely on the “borrowed identity” from their childhood or the social status of their families

· They must construct a unique self

· This new self will largely be based on measures of status determined by peer groups and the broader youth culture
· Erickson theory of stages

· Adolescence is a time of identity construction

· Until adolescence, identity is acquired through the family; individuals see themselves much as the family sees them 

· During adolescence, the borrowed identity is questioned, they ask themselves whether they agree with what they have been told

· When reconstructing themselves, adolescents rely less on families and in an effort to become independent and autonomous, turn towards peers and societal standards

· By observing your peers, you gain a sense of what is considered desirable and appropriate

· The “imaginary audience” hypothesis suggests that adolescents are so sensitive to the evaluation of others that they perceive an audience and behave accordingly, even when they are not being observed

· Comparative act – through the evaluation and critique and assessment of peers as well as imitation and experimentation, an adolescent gains the materials necessary to construct her self

· Because a significant part of constructing the self at this point is coming to understand gender role orientation and sexuality, the adolescent hierarchy is based in part on one’s presentation of manhood or womanhood

· The more manly, the more desirable 

· Adolescent world = “peer arena”

· By later adolescence, the tendency to conform is reduced

· PEOPLE ARE MORE SURE OF THEMSELVES, AND HAVE ESTABLISHED IDENTITES AND GENDER ROLE ORIENTATIONS AND ARE LESS VULNERABLE TO THE PERESSURES OF THE MICRO  AND MARCRO STRUCTURES

· This Study

· They explored adolescents own perceptions of the challenges they face and how they navigate though the peer arena

· Analysis was based on the principles of grounded theory – rather than trying to verify a specific hypothesis, they attempted to see their world as adolescents see it and discover how the 3 levels of the gender system interact in their lives

· Goal – get a sense of importance of conforming to appearance norms within the adolescent social hierarchy

· Qualitative studies can answer the question why?

· While quantitative studies can measure patterns to determine how many suffer from disorders, and can assess the correlation among class, race, family, and behaviour numerically

Findings

· The study indicates that for adolescent girls, appearance is salient and notions about what is a desirable appearance are influenced by cultural norms: the macro structure provides powerful images and pressures

· But not all of them were dissatisfied with their appearance

· The girls said appearance equals status

· Dieting and fat talks also are linked to statues

· Girls that say they hate their bodies know that these statements are means of fitting in – they see that obsessing about their bodies means that they are in a group and being in a group leads to success and social power
· Those who fit in the appearance criteria belong to the elite group and have power

· They reinforce their own position by making others feel inadequate

· This power excludes others

· The findings indicate that the most difficult time for young women was during junior high

· The preoccupation with weight and body is not about being desirable to the boys so much as gaining acceptance within the hierarchy of girls (they are the audience and critiques)

The Elite Group

· The first group of those who had trouble moving beyond the adolescent definitions of desirability is made up of girls who were popular in junior high and high school – they were at the top of the social hierarchy

· The elite group has no guarantee of success or well being

· It worked for some in the short term since they really did attain power – power to exclude others – it didn’t bring long term contentment

· Upon graduation, the micro structure which had given girls power and a valued position was disbanded, leaving them directionless

· These groups appeared to dictate what was appropriated appearance around the school – this was often reflection of media images

The “Wannabes”

· These girls believe they will be in the most popular group if they just make a few changes – as a result, they spend their adolescent years struggling to reach the top of the pyramid

· Spending so much time to reach the top of the hierarchy means less time to spend trying to find your own direction of self

· The unquestioning acceptance of the peer arena and of the validity of the social hierarchy leaves people in this group

Life in the Middle

· Girls on the next level down on the hierarchical scale are the least vulnerable

· These girls still cope with pressures in the peer arena, but they know they will never be at the top

· As a result, they tend to examine it more critically, asking whether popularity is worth it – the answer is usually no

· These girls form their own rules, have outside interests and define self by a standard other than that of the hierarchy

· One result of this alternate definition of self is that appearance is less salient than ability

· These girls have other interests that seem to help them find a self worth regardless of their status at school (sports, music)

· They construct their “self” based on what they are, not on what someone tells them they should be

· Freedom from the tyranny of the gender system is much more attainable for this group – the middle group

· They are less vulnerable to its dictates

· On the Fringe

· The lowest group on the scale – is that of individuals who define themselves as outsides

· They believe they are excluded because of their size and shape 

· For adolescents in this group, not fitting in really hurts, they feel rejected, isolated

· Some come to hate themselves because they are treated so cruelly

· They realize their value is determined neither by their appearance nor by the critics in the peer arena

· Implications

· This study reinforces the understanding that at this period in her life, a girl has few measuring sticks and no long list of personal accomplishment

· She must seek some means of reassuring herself that she is becoming an adult, an individual separate from her earlier, family defined self

· The macro gender structure of fashion magazines and ads sends messages that appearance is an important feature of power and desirability  and this notion is adopted by adolescent girls

· Study revealed, becoming a women has less to do with the role one might play and more to do with the body

· Paradox – at one hand, being a women doesn’t constrain career choices and at the other hand something distinguishes women from men (this something is appearance)

· When the 3 levels of the gender system all agree that appearance is salient , the girl who experiences this will strive to attain the beauty standard

· When all 3 levels don’t agree, if girls have developed gender role orientations which don’t incorporate the societal beauty ideal, or they belong to micro structures which value ability rather than appearance, then they are less subject to the appearance standards

· most teenagers are sensitive to peer pressure and find it difficult to resist or even to question the dominant cultural messages perpetuated and reinforced  by the media

· Mass communication has made possible a kind of nation peer pressure that erodes private and individual values and standards, as well as community values and standards

· Adolescent girls in America are afflicted with a range of problems, including low self esteem, eating disorders, binge drinking, date rape and other dating violence, teen pregnancy and a rise in cigarette smoking

· In 1998, a report showed girls have closed the gap with boys in math performance and are coming close in science, but they are also smoking and drinking and doing drugs just as much as boys and committing more crimes than ever before 

· The culture, both reflected and reinforced by adv, urges girls to adopt a false self, to bury alive their real selves, to become feminine which means to be nice and kind and sweet, to compete with other girls for the attention of boys, and to value romantic relationships with boys above all else

· Girls are put into a double bind – suppose to repress their power, anger and be nice, although they also eventually must compete with men in the business world and be successful – they must be sexy and attractive but passive and virginal

· The socialization that emphasizes passivity and compliance doesn’t apply to many African American and Jewish girls , who are encouraged to be assertive and outspoken, and working class girls are usually not expected to be stars in the business world

· Girls are extremely desirable to advertisers because they are new consumers, are beginning to have disposable income, and are developing brand loyalty that might last a lifetime

· Advertisers tell girls that what is important about them is their perfume, clothing, bodies, beauty

· Girls get the message of being thin is possible with enough effort and self sacrifice

· Images play into the American belief of transformation and ever new possibilities, no longer via hard work but via the purchase of the right products  - this is not a universal belief – people in other cultures admire a body shape without seeking it

· Women are vulnerable because their bodies have been objectified and commodified for so long

· Cultivating a thinner body offers some hope of control and success to a young woman with a poor self image and overwhelming personal problems that have no easy solutions

· Study shows the more frequently girls read magazines, the more likely they were to diet and to feel that magazines influence their ideal body shape

· Nearly half reported wanting to lose weight because of a picture but only 29% were overweight

· 70% of college women say they feel worse about their own looks after reading women’s magazines

· study shows a preoccupation with one’s appearance takes a toll on mental health

· Women scored higher than men on a score called self objectification 

· this tendency to view one’s body from the outside in – regarding physical attractiveness, sex appeal, measurements, and weight as more central to ones physical identity than health, strength, energy level, coordination, or fitness – has many harmful effects, including diminished mental performance, increased feelings of shame and anxiety, depression, sexual dysfunction and the development of eating disorders

· men who watch Charlie’s Angels were harsher in their evaluations of the attractiveness of potential dates than were males who had not seen the episode

· Study shows male college students shown centerfcolds from playboy were more likely to find their own girlfriends less sexually attractive

· Adolescent girls are vulnerable to obsession with thinness cause

· One is the ominous peer pressure on young people

· Normal physiological changes during adolescence result in increased body fat for women – if these normal changes are considered undesirable by the culture, this can lead to chronic anxiety and concern about weight control in young women

· Studies found that 40-80% of fourth grade girls are dieting

· Today at least 1/3 of twelve to thirteen year old girls are trying to lose weight by dieting, vomiting, using laxatives or taking diet pills

· 63% of high school girls were on diets, compared to only 16% of men

· the single largest group of high school students considering to attempting suicide are girls who feel they are overweight

· images contribute to the body hatred so many young women feel and to some of the resulting eating problems, which range from bulimia to compulsive overeating to simply being obsessed with controlling one’s appetite

· advertising creates fertile soil for obsessions to take root in and creates a climate of denial in which diseases such as bulimia flourish

· magazines and ads create and intensify anxiety about weight because it is so profitable

· ON a deeper level, they reflect cultural concerns and conflicts about women’s power

· Real freedom for women would change the basis of our male dominanted society – not surprising men fear this

· “The more you subtract, the more you add” – ad in 1997 – it is an ad for clothing

· it is a statement about minimalism in fashion
· But the fact that its skinny girl reinforces another message that a girl looking at this ad should diminish herself, she should be less than she is

· Refers to her body, but the subtraction, cutting down to size, refers to her sense of her self, her sexuality, her need for authentic connection, and her longing for power and freedom
· The obsession with thinness is most deeply about cutting girls and women down to size
· Some argue that is it men’s awareness of just how powerful women can be that has created the attempts to keep women small

· One of the many double binds tormenting women is the need to be both sophisticated and accomplished, yet also delicate and childlike – applies to middle to upper class white women
· The commercials influence girls on how they should act but their parents and teachers and such also see these ads and they influence their sense of how girls show be
· In a study (1999) beginning in preschool, girls are told to be quiet much more often than boys. Although boys were much noisier than girls, the girls were told to speak softly or to use a nicer voice about 3 times more often
· Girls were encouraged to be quiet, small and physically constrained
· The researcher concluded that one of the consequences of this socialization is that girls grow into women afraid to speak up for themselves or to use their voices to protect themselves from a variety of dangers

· In magazines, it is impossible to tell the difference between fashion layouts and the ads – they exist to support each other
· Boys are shown in ads as active, rambunctious, while girls are often passive and focused on their appearance
· Exception – African American children, male and female, are often shown in adv as passive observers of their white playmates
· Girls are often shown as playful clowns in ads, perpetuating the attitude that girls and women are childish and can’t be taken seriously, whereas young men are portrayed as secure, powerful and serious
· Girls experience licensed withdrawal – seeming to be psychologically removed, disoriented, defenseless, spaced out – in ads
· Covering faces by women shows shame or embarrassment
· Girls and young women are often presented as blank and fragile
· Double bind – girls are suppose to be both innocent and seductive, virginal and experienced
· Females are divided into virgins and whores
· Some girls rebel
· Some are encouraged to see the cultural contradictions clearly and to break free in a healthy and positive way
· Others rebel in ways that damage themselves
· Girls can bury their sexual self and be  a good girl (numb the pain by overeating or starving or drinking and suicide) or they can become a rebel and flaunt sexuality, drink, do drugs
· Both these responses are self-destructive, but they being as an attempt to survive, not to self destruct
· For all the attention paid to girls in recent years, what girls are offered mostly by the popular culture is a superficial toughness, an attitude exemplified by smoking, drinking, and engaging in casual sex – all behaviours that harm themselves
When girls in 19th century thought about ways to improve themselves, they focused on their internal character and how it was reflected in outward behaviour. – a century later, 1990s, girls think differently – they will buy products to make them better
· Gender Stereotyping in Advertising

· Great deal of public anxiety about the influence of tv images upon children concerns violence

· It is difficult making confident claims about the nature of tv watching – because it is on for periods of time, it doesn’t mean that it is being watched intently or even at all for that entire time

· But, there is a consensus that, to judge from children’s viewing in particular, more exposure to mass media in general means more sex typed views of the world
· The consensus among researchers seem to be that this applies to both genders of young viewers and  that heavy tv viewing produces a decrease in educational aspirations together with an increase in sexist attitudes
· In mid 1970s, television reached 95% of American homes and that 64% of the average preschooler’s time would be spent watching tv – more than in the classroom during four years of college

· Also 20% of air time was devoted to commercials

· In 1988, the so called average American watched 714 commercials per week and over 37 000 a year

· Content analyses of 1970s tv commercials noted largely that men and women were portrayed in stereotypical roles – women were home makers, men involved in the pursuit of careers – women were unintelligent and submissive, and men were intelligent and independent

· These stereotypes were also is magazine ads

· Women in 1970s were portrayed as central to the promotion fo domestic products, and men were central to that of alcohol, cars and business products
· The degree to which adv in the 1980s kept to or broke away form the gender stereotyping discerned in the 1970s is a matter of contention – some see changes others conclude there is significantly new emphasis in the increasing depiction of people without reference to family – shown alone and in close up
· The point of the absence of family or other social context has a clear relevance to allowing a wider variety of potential consumers to identify with the subject position

· This research saw that there were differences among various societies’ advertising and that these encouraged more or less of the stereotype

· US and UK were similar, Mexican commercials were the most heavily stereotypical with regard to gender

· Australian commercials were less stereotyped in the matters of occupation and marital status or in credibility of male and female product spokespersons

· Representation of the male in 1990s was different than the last 2 decades

· Contempt for men, in such diverse terms as their emotional shallowness, lack of common sense, incompetence in the domestic setting, unattractiveness of appearance and personality in the morning has become frequent in adv as to be remarkable precisely because it seems to be taken as so unremarkable ?

· Men’s sexual humiliation by women is now a standard part of adv rhetoric

· Masculinity as Represented in Advertising

· The Visual

· One of the ways of determining whether a male character in an ad has the required authority and suggest the appropriate power is through visual appearance

· Strength is suggested through physique and suggestion of his affluence and business success

· Masculine independence is embodied in confident and confidence inspiring appearance

· A suit can say this – in the 1980s

· By 1990s, men’s visual representation suggested danger or the strength lurking beneath the uniforms of football players or in boxers and bikers

· This trend is obvious in the commercials inserted in major sporting events

· Visual change could suggest change in social beliefs about men

· The 1990s ushers in a period when men and masculinity are openly ridiculed

· Reason that the male body is regularly objectified erotically in adv, is a possible awareness that culture has been feminized by consumerism. A consumer society may grow to see itself as submissive and easily manipulated, and thus to see its males as occupying the position that was once attributed exclusively to the female
· In more recent adv the purchase of particular consumer good by the male will result in female attention to him – this provides clear contrast with the advertising world of the 1980s and 1990s

· Masculinity and the Domestic

· In 1967, 2 researchers into the portrayal of American men and women in tv commercials noted that the attributed of masculinity – such as muscularity, knowledgeability, dominance, independence, athleticism, aggression – work as such only if the male is kept out of the domestic setting and away from his family

· Once the male is seen as a father or husband, his judgments appear to be limited to the ability to recognize good coffee

· Mean as Authoritative/Dominant

· In 1975, 70% of males in the American tv commercials they had sampled were portrayed as authorities, with only 30% portrayed as product users

· Only 14% of females as authorities and 86% as product users

· In 1990, investigation into the relation in tv commercials of credibility to appearance, concluded that, while women were portrayed as less expert than men, they were depicted as more trustworthy, regardless of age, attractiveness and amount of smiling: males delivered communications that were more expert and less trustworthy than those delivered by female (stereotype that males are more logical and objective)

· Men create a sense of identity by extending out from their body to control object and other people and women work with and within the body (this is why men are used for some products and not others)

· In the daytime, it was females who took a more dominant role, advancing rational and fact based arguments, with men offering mere opinions in commercials and in the evening the pattern was reversed

· Voiceovers and Gender

· Male voiceover -> says something rational and objective, thus undeniably true

· Female voiceover -> associated with nurturing, maternal qualities, to promise something that is good for one and probably, in addition emotionally satisfying

· At one time, the dominant voice in food commercials was female, but not anymore

· Reason is that in 1980s, advertisements chose to have men eating at fast food venues

· No less than 90% of all US television commercials’ narrators were male up to 1988

· It is more convincing to take the male voice as signifying authority because in general terms the male is seen as the more authoritative sex in society

· There is an exception to this when the product being product is ‘women products’

· Masculinity in 1990s’ Advertising

· Before 1990s, men only had sufficient sense of humor to show it in advertisements

· One notable change in the 1990s was that men as objects of contempt, sometimes even when they are presented as erotic objects

· This change has let the attribution of wit and humour to female characters

· The prevalence of 1990s ad’s men as erotic means:

· That their pretensions to sexual allure can be themes for sarcastic female comment and that the male narcissism is presented straight, as it were, and not defensively denies any support by humor

· Sean Nixon pointed out the significance of the new man imagery is not merely in terms of a freeing up of traditional gender confines – the eroticism of male appearance also means that the traditional oppositions of sexualities between men identifying as straight or as gay have been loosened

· Look over again
· Beer Commercials

· The version of masculinity in beer commercials banishes emotionality, along with sensitivity and thoughtfulness

· Instead, images of male solidarity are offered

· A community of men, coded as heterosexual, is envisioned, in which boys are initiated into manhood through the acquisition of the ability to drink beer

· Their 30 sec commercial spots in combination produce a guide to the characteristics of what seems to be the man’s man

· The setting is outdoors or bar

· The common denominator of working hard and then playing hard, although playing boyishly, is found across a range of masculine types

· Beer commercials reinforce the mythology of the masculine available in wider American culture

· If work is an assertion of man’s ability to triumph over the challenges of nature and technology, leisure is conceived of as the result of that work

· Leisure time is an occasion for men’s demonstrations of mastery over nature and each other, through challenges like pool or sports which men watch in bars

· The bar is a welcoming and relaxing location 

· Beer commercials depend on images of masculine homosociality – they feature men who are always in the company of other men

· Women appear in beer commercials as an admiring audience for the male beer drinker and for the feats which he is called on to perform

· The girl doesn’t resent his drinking, his commitment to male companionship or his coolness in her presence

· Car Advertisements

· The man at the center of these car commercials resembles a pilot, a driver who soars unimpeded through or above obstacles

· He is the embodiment of a master fantasy of the Reagen era, a man on the move, untouched by the messiness of everyday life

· In late 20th century, the lone driver is conceived as a high performance professional

· Part of Reaganite economic belief was the concept of trickle down – whereby the high flier, by self enrichment, also benefited the weaker in society by spending and donating more to them

· Entrepreneurial car driver commercial help to reconcile managers to their actual dependency on big institutions

· Male Magazine Advertisements

· For a  time, when the subject was men’s magazines, researchers’ energy was taken up largely with analysis of pornographic imagery in those catering for men’s erotic entertainment

· A major task for men’s fashion magazines in the 80s was to suggest in its advertising a world fit for more feminized, feminist aware, fashion conscious male professionals but to skirt in so doing, the culturally taboo area of the gay male lifestyle – it must also be a world that doesn’t exclude female readers/purchasers

· The advances in industrialization and technological progress, the middle class male depended less on physical power at work to illustrate his masculine power

· Men tend to be portrayed in a dominant stance, unlikely to be shown smiling or touching one another or even themselves – they may gaze full face out at the viewer and possibly at an object, but not at other persons within the ad

· Read again
· Gendered Advertisements

· Belief in the gendering of products is likely to be indicated by such practices as aiming television commercials for domestic products at daytime audiences

· This assumption rests on 2 further reasonable assumptions about advertisers’ beliefs: 

· That TV advertisers continued to associate daytime viewing with woman’s viewing in the 1980s

· That the domestic sphere was believed to be pretty well a women’s area

· The images of women in male targeted ads centre on physical attraction: usually slim blonde in revealing clothes, their role largely being to admire and respond sexually to masculinity

· Women in female targeted ads usually have not achieved the physical attractiveness that is part of the male fantasy of the female

· One of the prime concerns of female advertisement women is first the achievement and then the maintenance of physical desirability
· Common ground is that both these types of adv take patriarchy as the norm

· In 1986, research showed that products were generally perceived as either masculine or feminine, but seldom both or neither

· Also, advertisers, electing to advertise their product on tv programmes that deliver gender specific audiences, in effect maintain the traditional gendering of their products

· It has been noted that both men and women react positively and similarly to male explicit positions in advg

· READ AGAIN
· In Conclusion

· Parent groups want to protect their kids from questionable media and advertisers

· Advocacy groups want to protect a vulnerable group they have decide can’t protect itself

· educators find themselves torn between accepting help from media conglomerates willing to fund education programs, all the while assuring parents that schools are still protect turf

· If we take a “big effects” approach to the media – and to advertising – it’s a short leap to implore the government to impose stricter guidelines on the advertisers

· Funding takes responsibility away from bad parenting

· Children are vulnerable and don’t understand the heavy hitting tactics that come raining down on them day after day as advertisers try to convince them that they need something

· The American Psychological Association has called for an outright ban on adv to kids under 8

· The recent national interest in obesity and children – and the role of adv in making kids fat – is fuel for the fire

· Limiting advertising to children may be easier said than done

· First, hardly anyone would expect children to watch only children appropriate programming on tv – ex. American idol is a family show

· Second, if there are no commercials on tv programs specifically geared toward children, it wouldn’t take long before there were no shows for children at all

· Third, there is an additional economic issue – since not enough funding for schools, who can blame educators who sell out for book and other materials to run the school properly

· Ads geared towards adults tend to focus on brand loyalty while ads geared toward kids focus on merchandizing tie-ins (McDonlads tell gets to get happy meal for the toy based on new movie)

· 25% of kids get no exercise ever

· Causality and Association – the debate of ads cause obesity or do obese children watch more tv
· Argument
· children under 14 spend more than $20 billion a year, and teens spend almost eight times that amount (155$ billion) annually.
· Children are also able to influence an additional $180 to $200 billion in purchases by their parents – “pester power”
· Advertisers spend $15 billion a year trying to tap into the child market
· 12 month old children can make brand associations, so markets are striving to literally create “cradle to grave” consumers
· In 2000, international research institute and parenting group held a conference for marketers on children and their parents – the explored “marketing practices that drive loyalty in the preschool market” and tactics to “find out the desires of toddler-age consumers”
· Major Issues
· One of the concerns is that that toddlers and pre teen siblings do not understand the distinctions of fantasy versus reality and don’t have the cognitive skills to discern deceptive and manipulative messages

· The reason Action for Children’s Television (ACT) implored the FCC and FTC to either ban ads directed to children or highly regulate them is the concern about manipulation

· Commercial Alert, advocacy group, proposed a Parents’ Bill of Rights” that includes a requirement for companies to disclose all product placements in movies, books and video games

· Another concern regarding kids and ads is that children who are least likely to understand advertising seem to pay the most attention to it

· Young children watch more than older children because they don’t comprehend the difference between program content and advertisements

· Research suggests that children under age 7-8 generally don’t realize that ads are intended to persuade them to buy something. Younger children tend to think of ads as informational rather than persuasive”
· By 12, children view of ads is like adults

· Even knowing an ad is to sell doesn’t give the child the cognitive capacity to recognize the bias inherent in persuasive messages and therefore view advertising claims and appeals more skeptically

· Characters that children love advertise

· Studies have shown that food advertisements directed toward children encourage a diet of sugar,, fat and empty calories that leads to obesity, and other help problems

· Recent data show that TV ads promote a diet of more than 40% fats, oils and sweets but only 6% fruits and veggies

· Children are also exposed to advertising disguised as programs

· Toy companies work with networks to create animated cartoons on their toys

· These “toy based programs” as they are called by scholars, have been quite successful in terms of delivering an excited child consumer base to the ty companies while providing tv networks with cost effective animated programming

· Another major concern regarding children and advertising the the “hyperconsumerism” created in children

· The American Psychological Association noted that a comprehensive review of the research showed children are learning to be materialistic and to associate their self worth with what they purchase

· Protections for Child Audiences

· Thanks to parental advocacy groups like ACT, the FCC has required “separators” between tv programs and ads directed toward children since the mid 70s – the separators say we’ll be back after these messages

· The commercials directed toward children also include “disclaimers”, statements that are supposed to provide important information to the viewers – like batteries not includes or some assembly required

· Research shows that children (especially under 8) don’t understand the disclaimers

· If the industry really wanted children to understand the meaning, they would have to be rewritten to use words children comprehend like “you have to put it together”

· The FCC also limits the amount of time advertisements can take up within children’s programming

· The passage of the 1990 children’s tv act forced broadcast stations to limit the total number of adv minutes within children’s shows to 12 per hour during weekdays and 10.5 per hour on the weekends

· These only apply to programming targeting to children under 17

· There are no restriction on the total number fo ads within print media directed toward children or on internet sites targeting child audiences

· Adv industry says it adheres to voluntary guidelines developed by the children’s adv review unit of the better business bureau but since it’s a voluntary system, nothing happens when people don’t follow it

· The Motherhood Project developed its own code for advertisers called the Mother’s Code for Advertisers:

· 1. No advertising, marketing, or market research in schools, including high schools

· 2. No targeting of advertising and marketing at children under the age of 8

· 3. No product placement in movies and media programs targeted at children and adolescents

· 4. No behavioral science research to develop advertising and marketing aimed at children and adolescents

· 5. No advertising and marketing directed at children and adolescents that promotes an ethic of selfishness and a focus n instant gratification

· 6. Good faith efforts to reduce sponsorship of gratuitously sexual and/or violent programming likely to be watched by children

· Counterargument
· Marketers care about only one kind of person: consumer of their products

· Marketers care more about purchasers than mere users, but a person who is neither is of no interest

· Marketers can’t be blamed for competing within the rules (of advertising)

· Kids are consumers because we are okay with it – no one is making policies to stop it

· The 2005 Yankelovich Youth Monitor surveyed 1458 teens and preteens 6-17 years of age along with a parent or guardian of each of the children interviewed – result= kids have a very big say in the decisions that shape the consumer marketplace

· 85% of kids reported that they had helped their parents pick out the sneakers they wear. 90% of parents said that their children’s preference for sneakers are very or somewhat important in their decisions about what to buy

· this is true for other products – clothes 84/96%, school supplies 83/92%, Snack foods: 78/88%

· Figures are only slightly lower for family dining decisions. Fast food restaurants: 76/84%, breakfast food 70/88%, Dinner foods 64/86%

· Figures for family products show sizable participation by children, even if not the majority in some cases. Places to go for vacation: 50/79%, family car: 26/38%, hotel to stay at when traveling 20/37%

· Directly and indirectly, kids influence the spending of roughly $400 bullion each year – no wonder marketers target kids

· As much as parents want their children to learn by getting hands on experience as consumers – by taking complete control of mamny household buying decisions – they don want marketers overwhelming their kids with ads

· In the YYM, 77% of parents agree that their children are bombarded with too much advertising

· As long as marketers don’t subvert their authority parents are okay with what their kids watch – 68% agree that “with the right parent interaction, TV can reinforce the values they are teaching their children

· From 2001 to 2005, the proportion of parents reporting that they discuss TV commercials with their children went up from one third to just over half

· 70-80% of parents talk to their children about tv shows and news stories

· children are so vulnerable to the importuning of marketers that they need more protection beyond what parents are able to do

· except for fraud, marketers are free to engage consumers in whatever way might boost sales

· Daniel Kahneman was awarded a Nobel prize for his research in the innate cognitive biases that cause people to routinely reach decisions and take actions that, technically and even economically speaking, are illogical, irrational, suboptimal and not int heir own best interests

· Robert Cialdindi dissects the way in which perceptions can be manipulated, he counsels readers on how to protect themselves from persuasive appeals that take advantage of their mental habits and biases

· In other words he cautions adult readers to take special measures to protect themselves from their cognitive incapacities

· Daniel Gilbert concludes that people mistakenly believe that money brings greater happiness because people are simply no good at all at predicting what will make them happy

· David Myers wrote in his book that cause of their innate cognitive biases, adults need as much special coaching and protection as children

· ISSUE: If cognitive incapacities of children justify more restrictions on marketers, then the same restrictions must be applied to most if not all adults, too

· Adults are not making voluntary decisions to practice poor consumer decisions making any more than children are doing so, nor are adults any more aware of their biases

· To keep marketers to stop adv to children cause they don’t work in accordance with some preset criterion is to presume that there is only one kind of mental process that marketers should be permitted to target

· Stricter limits on advertising to children that are justified on the basis of cognitive incapacities create a slippery slot that would shut marketing down entirely 
· One of the more common criticisms of adv to children is that it makes kids too materialistic and overly infatuated with brands – whether this is true or not, the notion that this is bad is not a scientific critiques; it’s a value judgment

· Its chancy to base policy on value judgment sin a free market system in which the fundamental role of policy should be to safeguard the ability of different people to subscribe to different values
· Extreme recommendation about regulating advertising to children is that marketers not be allowed even to conduct research in support of marketing to kids
· if marketers aren’t allowed to research than academic researchers wouldn’t be allowed either – the knowledge itself would be taboo
· limit of marketing to children would seem unreasonable and benign once they being their inevitable snowball and start impinging on the very research collected and used by critic to justify such limits
· 81% of the 6-17 year old respondents, agreed that more companies should ask kids their opinions of things
· the entire consumer marketplace is moving in the direction of greater consumer control, to the point the Time magazine named the 2006 person of the year “YOU”
· marketplace crossed a threshold that such that marketers can no longer succeed without involving consumer sin a collaborative powersharing relationship
· internet has put new tools into the hands of consumers – with which children are often the most proficient – it has also opened up information to consumers that they have never had access to before
· internet has put people in touch – peer to peer interactions

· Steven Johnsons research and personal experience argues that video games, primetime tv shows, the internet and movies are teaching kids new ways of thinking and of processing information that have made today’s children measurably smarter than yesterday’s children

· Kids are not marketing dupes but they are also not marketing masterminds

· The best way to help kids is not to impose more regulations on marketers but to change the character of demand in the marketplace

· Problems constitute demand – marketers respond to demand
· If problems change, demand changes. When demand changes, marketers change
· Debate about protecting children from adv goes on and on because:
· Regulations continue to come up short in giving kids the help they need
· Businesses will push the envelope with ways to operate within the law while still marketing aggressively to children

· Demand could be changed in many ways

· Educating kids

· Governmental and nonprofit institutions can offer instruction and alternatives that would cause kids to be different kinds of consumers

· Direct incentives – if there are foods or toys that are better for kids, then the answer is to pay children or their parents to consume these things – best way to do this is to make product cheaper

· Even more important than incentives for children and their parents are incentives for marketers

· These kind of incentives change the character of demand by introducing governmental purchasing or tax policies into the picture

· Many foods marketed to children contain corn syrup which is unhealthy and they use this because governmental agricultural subsidies make it the cheapest alternative for food and beverage companies to put into te products they produce and market

· Changing the ways in which governmental subsidies affect marketers bottom lines is a much more straightforward way to get marketers to market different foods – and products of all sorts – to children
· In 1970s, tv advertising was the focal point, because it was the major avenue for reaching children

· In 1974, the federal communications commission explicitly recognized children’s vulnerability to ads and enacted regulations that prohibited host selling and program length commercials, mandated separators between ads and programs and restricted advertising time to 9 and a half minutes per hour on the weekendfs and 12 minutes on weekdays

· In 1978, Federal Trade commission issued a report that concluded children under age seven “do not possess the cognitive ability to evaluate adequately child oriented television advertising”

· Commercial Alert – major catalyst for activism, organizing professionals and parents on a variety of issues from school commercialization to junk food marketing

· Under attack from many sides (many critiques), the industry has mounted 3 lines of defense

· They are empowering kids

· Advertising to kids is necessary for the economic health of the industry

· Parents are the guilty party

· The New Discourse of Kid Empowerment

· New discourse of kid empowerment – the idea that ads and products help children to feel powerful

· It says that kids need to eel independent and master their environments to feel in control of their parents

· Kids want to be in control in a world where they create their own rules… we always try to put them onto situations where they… demonstrate mastery of a specific situation

· A sense of control can be achieved through learning how to operate a toy, having the opportunity to choose among products, even something as simple as choosing among color variations, or watching an ad in which children triumph over adults

· Messages in ads are double edged swords – if a kid buys a pair of nike shoes and feels better about himself then Nike ads may enhance self esteem but something they undermine self worth

· Sometimes the reality doesn’t meet the promise

· Kids want the product to be happy but don’t have the money

· As the nations children are increasingly likely to live in poor and low income households, this gap between desire and means is likely to grow

· Many young people are suffering from feelings of deep inadequacy brought on by an inability to keep up with consumer culture

· Empowerment is also raised in a defense of the widespread antiadultism of commercial culture – Operation board game where adults are portrayed as buffoons – the director said it levels the playing field between children and adults
· Social conservatives argue that advertising and the media have become unacceptably disrespectful toward adults, undermining children’s proper deference and obedience
· People wonder if the pervasive antiadultism is undermining mutual respect between parents and children
· The industry has responded by claiming that children are capable of managing the persuasive pressure of commercial messages and are neither overly swayed nor harmed
· This has led to the idea that kids are different then they were in the past

· Ex. In 1970s, research showed that children had rather limited abilities to understand and withstand advertising – industry insiders now ignore this research on the grounds that it is no longer relevant-  they describe kids today as savvy, not able to be manipulated
· There is a lot of evidence that kids are cognitively and physically developing more rapidly
· Kids have a truth meter – they can tell when marketers are being truthful and straightforward and they can tell when marketers are trying to trick them
· Paul Kurnit contends that the people who want to protect kids are “overprotective… it is an issue where we often find that the people who are the most vocal about it have the least understanding of what’s going on in kids’ lives”
· There is little evidence on how the newfound sophistication of kids affects children’s ability to resist the persuasive power of ads, and whether growing up faster is empowering in the ways marketers suggest

· One research study finds that the ability of younger children to understand ads appears to have increased somewhat since the 1970s, although the correlation is weak and may be due to changes in the way researchers have measured understanding

· The instrumental Benefits of Ads

· The industrys second argument is that advertising is justifiable because it creates other benefits, such as free television, better products, and economic growth and employment

· Psychologically, these are the most powerful arguments because they reinforce the utter inevitability of adveritisng. But their logical power is weak.

· Free television

· Not true – public funds ads and programs by paying higher prices for advertised products

· Nominally free tv is a bad thing because it leads kids to watch too much of it

· Strongest argument for free television is that its available to low income consumers who cannot afford other forms of entertainment

· But given that low income children spend so much time watching tv and are disproportionately affected by some of the most harmful aspects of consumer culture, like violence, obesity, depression, this is a hard position to defend

· It’d be preferable to subsidize other forms of entertainment or to offer pay per view at heavily reduced rates to low income households

· Second argument is that ads promote competition and indirectly lead to better products

· They do the reverse

· Advertising is expensive, and therefore creates barriers that make it harder for new products and companies to enter the market

· The high cost of ad campaigns keeps the giants in control and the new comers out

· If we wanted to maximize product innovation and improvements, we’d structure the system so advertising was inexpensive and mainly informational

· Finally, the industry has long taken the stance that ads create consumer demand, which creates more product and employment – without ads, the economy would collapse

· Economists don’t agree – they see advertising as mainly affecting brand choice rather than overall sales

· There is little justification for advertising to children merely to keep agencies profitable

· Few marketers claim that advertising is actually good for children helping them to be savvy consumers and providing product information – but evidence suggest the opposite conclusion

· One study found that youth who watch more ads turn out to be more trusting or them not less

· Another study comparing students in channel one and non channel one schools found that the former are more positive about the advertised products than those who don’t see the broadcasts

· Only 15% believe that advertising “is a good way for kids to get accurate information about products”, and only 23% say that “children today are very sophisticated about advertising and are not really influence by it all that much”

· The reverse is true for this saying – kids who watch more ads have higher self esteem and better friendships, are more content with their lives, and are positively empowered

· Industry Blames the Parent

· Industries final line of defense is that parents always have the options of protecting their children from advertising

· They can turn off the tv or just say no

· When parents let their children watch, they are giving tacit approval
· Industry blames parents for children becoming too materialistic or obese or aggressive

· Paul Jurnit says parents are responsible for the decline of the gatekeeper model

· Parents should and do bear responsibility for restricting children’s access to consumer culture – when they faul to exercise judgment or set limits, the outcomes can be disastrous

· Triangulation – childen, parents, and marketers

· Path dependency – what we do today affects our behavior tomorrow

· The center for a new American dream’s poll asked about where the responsibility lies – with parents or marketers
· 41% of parents took the view that “it is getting harder and harder to set limits with kids because so much advertising is aimed at making kids feel they need all of these products in order to fit it”

· 43% felt that “blaming advertisers is just an excuse parents give because they do not know how to say no”

· 12% volunteered that they agreed with both of these sentiments, an option that was not offered by the interviewers

· The poll also found that the vast majority of parents willingly accept responsibility for their children

· 78% of parents are opposed or strongly opposed to showing commercials for bran name products in school

· 64% believe internet providers are not doing enough to protect children from online advertising

· 65% believe tv networks should be required to reduce the amount they advertise to children

· When asked how they felt “when your child pressures you to buy something as a result of an andvertisment”

· 20% said angry

· 38% said pressured

· 6% reported themselves “ready to please”

· 17% were “happy I have the money to buy it”

· 78% also reported that they believe “marketing and advertising puts too much pressure on children to buy things that are too expensive, unhealthy, or unnecessary

· 70% feel “advertising and marketing aimed at kids as a negative effect on their values and world view

· 87% think “advertising and marketing aimed at kids today make children and teenagers too materialistic

· 40% of parents don’t primarily blame advertisers, most of those respondents are critical of many of the practices marketers are engaged in

· Advertising Doubts

The industry lacks sufficient moral accountability. In the agencies, people are afraid to conform the clients. In the companies, there’s a similar lack of accountability. And all the while, the pressure to make money is overwhelming the need to do well by kids

· YES

Introduction

· Banning advertising and other forms of marketing to children is an essential component of any effective strategy to combat rising childhood obesity and other diet related diseases
· Advertising to children contributes to poor diets, ultimately lading t preventable chronic disease and premature death in adulthood
· The toll of poor diet and physical inactivity
· an average of nearly 5 years of healthy life expectancy is lost in countries like Canada mainly as a result of four diet related risk factors: high blood pressure, unhealthy cholesterol levels, overweight, and low fruit and vegetable intake
· researchers have predicted that we are witnessing the first generation of children to have shorter life expectancies than their parents
· Does marketing to children actually matter
· in the united states, total marketing expenditures directed at children for food now exceeds $10 billion
· McDonalds alone spends $500 million annually on advertising worldwide, 40% of which is targeted at children
· there as been a staggering 150-fold increase in spending (from $100 million to $15 billion) on children directed marketing for food and other products in the united states during the same 2 ad a half decades when obesity rates have also risen
· in Canada, more than $720 million was spent in traditional adverting media to promote restaurants, food and alcohol to children and adults in 1998
· this figure likely grossly underestimates total marketing expenditures which, for kids, includes promotional contest, package design, product placement, school based marketing and such
· the average American child sees more than 95000 tv commercials before tuning 18, and spends nearly as much time watching tv as attending classes

· studies on adverting to children confirmed that advertising works

· only 3% of television food commercials promoted vegetables or fruit, and approximately 40% promoted low nutrient beverages, butter, margarine, salty snacks, sweets/candy, and chewing gum

· there is strong evidence that food promotion affects children’s food brand and category preferences, as well as purchasing and purchase related behaviour

· in 2003, the world health organization and food and agriculture organization concluded that “heavy marketing of fast food outlets and energy-dense micronutrient poor foods” is a probable cause of obesity

· in 2004, the world health assembly passed a resolution which states “food advertising affects food choices and influences dietary habits. Food and beverage advertisements shouldn’t exploit children’s inexperience or credulity. Messages that encourage unhealthy dietary practices or physical inactivity should be discourages, and positive, healthy messages encouraged”

· research indicates that children’s food choices and parents food purchases are significantly impacted by the advertising they see

· One report had some findings:

· The food and beverage industries be urged to develop, promote, and enforce (with government and the scientific and public health communities) expanded industry self regulatory codes on marketing practices that also apply to new forms of marketing

· Congress regulate broadcast and cable tv ads if the industry doesn’t voluntarily shift emphasis from high calorie, low nutrient foods and beverages to healthful ones within 2 years

· What is Easier than taking candy form a baby?

· Concern about the adverse health effects of promoting junk food to children ahs animated calls for legislative or regulatory restrictions on such advertising

· This ban on advertising to children in Quebec came into effect in 1980, before obesity – the primary justification for the ban was to address the unique vulnerability of children to deception

· Child development experts are helping advertisers translate the “desire for love into concrete objects, shapes, music, and themes for ads”

· Schor observes that eth formula for advertising children’s products form the 1920s through the postwar era was to convince mothers that the advertised product was beneficial for the child – then marketers bean to abandon the gate keeper approach in the 1980s and started to promote the idea of kid power
· Advertisers once depicted mothers as loving and wise now depict parents as neglectful, incompetent, abusive, invisible, or embarrassing

· The new marketing strategy for targeting the tweens market cohort as “gate crashing”

· Gate crashing became easier in 1980s as commercial cable television channels devoted mainly to youth audiences were launched and more households purchased second tv sets

· 6000 Canadian students in grades 3 to 10, nearly half had their own tv

· in the days of few channels, the amount of tv programming targeted to children was limited and relegated to time slots unpopular with adults, such as Saturday mornings. Now, according to the task force, children can be exposed to child oriented advertisements all day

· this causes children to make their own purchases and also causes pester power
· 83% of kids aged 12-13 reported asking their parents to buy or let them buy something they had seen advertised; of those, 71% repeated the request an average of 8 times, and 11 percent repeated the request more than 50 times

· controlled trail of 3rd and 4th grade students demonstrated that reductions in tv viewing led to a 80% reduction in children’s request for toy purchases

If advertising to children is not already illegal elsewhere in Canada, it should be

· Canadian law prohibit false, misleading, and deceptive advertising, as well as unconscionable business practices

· Most provincial governments have enacted some form of consumer protection legislation prohibiting misleading advertising or unconscionable trade practices

· Canadian appeal court rulings on “misleading advertising” have established 2 principles that may be relevant ot the issue of advertising directed at children

· First, the Ontario court of appeal held that courts must consider what is “misleading” from the vantage point of the advertisement’s intended recipient

· Second, the Alberta and BC courts of appeal ruled that courts should assume the advertisement will be interpreted by persons of average abilities appropriate to the circumstances and not by well informed or sophisticated persons

· These authorities make it plain that a courts should not apply the same analysis to an ad aimed at a child as one aimed at an adult, which could, for example, include a literal analysis of its logical structure

· Children aren’t able to evaluate adequately child-oriented advertising

· In 2004, the American psychological association’s report of the task force on advertising and children concluded that

· The ability to recognize persuasive intent does not develop for most children before 8 years of age. Even at that age, such capability tends to emerge in only rudimentary form, with youngsters recognizing that commercials intend to sell, but not necessarily that they are biased messages which warrant some degree of skepticism

· The report also noted that “further investigation is needed to establish the upper age boundary of children who are uniquely vulnerable to televised commercial persuasion

· Another report found that at around age 8, children are just “beginning to respond to advertising in a more sophisticated way” and that children’s ability to retrieve and process information is still developing between the ages of 8 and 12

· Children, because they are maturing, have very poor cognitive defenses against commercial advertisements

· Nongovernmental organization justice for children and youth published a list of age delimited legal milestones specific to federal and provincial statutes and common law affecting children in Ontario – only 2 of the milestones vest rights or responsibilities in children under age 12:

· The statutory duty to attend school from age 6

· The power to withhold consent to be adopted at age 7

· Have to be 18 to petition for an investigation fo misleading advertising

· Chidlrne under the age of 14 ar not reliable witnesses

· Difficulty is fourfold

· 1. His capacity of observation

· 2. His capacity of recollection

· 3. His capacity to understand questions put and frame intelligent answers

· 4. His moral responsibility

NO

· the belief in the effectiveness of televised food advertising is so strong that in jan 2006, the US based center for science in the public interest, along with the campaign for a commercial free childhood, threatened to sue Kellogg co. and Viacom inc. for $2 billion for marketing foods “of poor nutritional quality to children under 8 years old”

· tony the tiger and spongebob squarepants were blasted for promoting nutritionally poor food over the cable network

· quebec has a legal ban on advertising aimed at children under age 13 and CSPO Canada, advocates that this ban be extended to the rest of the country

· some recommended that children’s media restrict “advertising of junk foods during peak viewing times for children”

· banning is not the best solution – it makes sense to limit it but the most recent CIHI report acknowledges that “we do not know the impact on weight status of regulations that ban advertising to children”

· so while the push to ban junk food adv to children is one strategy, this intense focus on both junk food and tv media can lead researchers to overlook other critical spaces and food messages targeted at children

· Supermarket food and the packaging of fun

· The problem is that there is too much focus placed on junk food and mas media messages and not enough attention given to the marketing of so called regular foods to children in the grocery store

· Most children make their first purchasing decisions in a food store – and they wield tremendous influence over product selection.

· Children can influence up to 80% of a family’s food budget, so it is important to consider the types fo appeals being directed to them

· Children’s food ad food packaging is that kids food is fun food – it is created and marketed to children primarily in terms of its play factor, its interactivity, and strangely, its artificiality

· Children’s food has moved beyond the cereal aisle, and the play is becoming much more elaborate

· Almost 90% of fun foods coded fell outside of the breakfast food category

· Fun foods populate the dairy, beverage, and frozen foods categories; they can be found in packaged meals, fruit snacks, crackers, and so on

· Fun foods grab attention of children with the use of colorful packages, funky product names and cartoon iconography: they are strangely shaped and wildly coloured and may transform in shape, size or hue

· Some have magivcal themes or bizarrely interactive qualities

· Ex. Kool aid, quaker oatmeal, fruit roll ups, and fruit gushers and yogurt

· Fun Food in Question

· It is important to scrutinize these regular foods ruined fun because the semiotics of fun foods – that is, what the food communicates – has significant implications for childhood obesity

· 2 of the most important issues to consider include how the creation, promotions and overall meaning fo fun food has a negative impact on

· 1. Children’s overall relationship to food

· 2. The ability to create reasonable nutrition plans for children

· Children’s Relationship to food: When fun is a problem

· The whole point of fun food is its fun factor

· The clear message is that food is primarily the name to the colours to the special bottle designed to allow children to draw blue or pink happy faces on their pancakes

· The problem is that the relationship presented to food is one that naturalizes the unnatural and is premised almost solely on entertainment

· It is troubling that the behaviours believed to cause or support obesity in adults – used food as distraction or for entertainment – are precisely the behaviours encouraged by fun foods and fun food marketing

· Also it is strange that artificiality in food – generally considered to be a bad thing – is actually framed as a selling feature within children’s food

What about Healthy fun?

· While fun food now spans the nutritional spectrum – from healthy to unhealthy – identical marketing techniques are used to cue children’s foods to children and their parents

· Nutrition is a credence attribute of food; it cannot be accurately estimated by consumers

· If it cannot be estimated by parents, it most certainly cannot be accurately estimated by children

· The confusing nature of ethical marketing

· Sesame street’s cookie monster now sings a cooke is a sometimes food

· Advertising for products like Oreos, kool aid, cereals and lunchables were phased out of the American television, radio and print media – this step, along with the fact that Kraft offers healthy alternatives, is what management professor Karl Moor would classify as ethical marketing
· The problem with this approach is also flagged when we consider the semiotics of packaging and the arena of the supermarket – while reg kool aid and such don’t qualify for the sensible solutions icon, sugar free koold aid do

· There is no difference between them, children will be drawn to both – so it is unclear how the choice between the 2 creates a healthier rapport with food

· Introduction

· Menzies tends to see corporate philanthropy as just another form of advertising: take a worthy cause and promote it along with your company’s name

· On the other hand, large corporations often do considerable service to the community when they support good causes where no other funding is available

· What happens when private corporation begin to drive the research initiatives of Canadian universities?

· Canadians are concerned that pure research will become a casualty of government cuts to universities, with the result that research will only be valuable if it benefits corporations who use the skills and facilities of the universities to further their corporate interests and not necessarily the public good

· Large companies who sponsor rock groups – these companies inevitably influence the kind of music that gets made and notes a few instances of companies which have harmed musician’s careers

· Andrew Cash feels like artists can survive without the kind of patronage that companies provide and he also feels that companies are cynical and that their support is not about the music; it about getting the company name to the target audience

· The Marketer as Helping Hand – David Menzies

· In terms of corporate philanthropy, major corporations have never been major risk takers – Molson funded a cause that the general public found difficult to accept or even talk about (AIDS)

· The same time Dancers approached Molson, the brewer was conducting some research of its own. In an attempt to get a grasp on the social issues that mattered to its customers, Molson was visiting university campuses and running in depth consumer focus groups – Aids registered top of mind awareness

· Young males – molsons important target market – were telling them that because they were sexually active, AIDS very much affected their lifestyle and it would be positive for them to get involved

· Molson has helped raised $8 million for AIDS related causes

· But whatever the event, they make sure that their logo is seen

· Firms are embracing a new kind of benevolence in which altruism is merged with marketing

· Research indicates that consumers care very much about what a company does in terms of social responsibility

· Less than 25% of the companies they surveyed considered that this kind of marketing had nothing to do with them (supporting events)

· Only 17% of the companies surveyed believed it wasn’t appropriate for them to become involved in social issues, while just 16% said it was unethical or exploitive for a corporation to take credit for supporting a good cause

· One of the motivating reasons for companies embracing social marketing is the realization that old marketing techniques just aren’t working the ay they used to

· Marketers would like consumers to perceive an added value in a  particular brand – but the truth is that more and more consumer products are simply looked upon as commodities

· A study says People in Canada have come to demand more from big business in terms of social issues

· 41% of Canadians said they expect companies to have more involvement in the community than they did a few years ago

· while 44% said they expect the same amount of involvement

· These numbers make a dichotomy – an increasing number of Canadians are expecting more community and charitable involvement from the private sector when most companies are downsizing and don’t have anywhere near the same resources they had five years ago

· This is the reason many companies have made the decision to combine philanthropy with mas marketing, thus benefitting all concerned

· Research says companies seen to be supporting a favourable issue will influence 68% of consumers at the point of purchase

· Another study shows consumers won’t think twice about voicing their displeasure with a company by boycotting it

· The reasons for boycott can be due to such factors as, say, a corporation’s environmental record or its labour relations policy

· What should be the main reason to get involved in social marketing?

· One third of respondents said the purpose was to benefit society generally

· another third opted for maximize profits and/or develop a positive company image

· The remaining third refused to choose between the two, and instead said both were equally important

· Mcdonalds ahs a cause-marketing strategy which is a win win scenario for bot the fast food chain and the charities it supports (it sells food and gives money back to charity)

· Amex also does this

· There are 2 important caveats linked to social ad cause related marketing

· It has to be perceived that the company is in it for the long term

· And it ahs to be an issue that matters a great deal to the market they are trying to attract

· Another reason for companies getting involved in social and cause related marketing is that such initiatives “allow them to amass a reserve of goodwill… with the idea being that if something negative happens, they can draw upon that reserve”

· Banks will become much more heavily involved in social and cause marketing in the years to come

· Embracing social marketing initiatives can sometimes be a double edged sword

· Any company setting itself up as a social crusade will invariably be more closely examined by pressure groups, media commentators and consumers

· A common concern of companies considering social marketing programs for the first time is that their support of a do good campaign might be looked upon by the public as nothing more than pompous self promotion

· Then there’s the line that separates welcome support and meddlesome propaganda

· Example schools

· Consumer with Conscience

· A study said while a growing number of Canadian consumers will seek out and support those companies they deem socially responsible, those same consumers are more than willing to punish firms perceived as socially irresponsible

· 26% of consumers were actively involved in boycotting goods or services for reasons that had nothing to do with price or quality – the traditional reasons for shunning a firm

· they were being boycotted because the companies were being perceived as bad corporate citizens

· topping the boycott lists were tuna companies (endangering dolphins) and cosmetic firms (animal testing)

· Nestle – selling baby powder to third world country

· Procter and Gamble – disposable diapers

· McDonalds – hostility to polystyrene packaging

· Majority of Canadians would prefer to deal with a company that’s considered to be a social cause champion

· Pepsi U – Linda Pannozzo

· University industry partnerships have become ubiquitous features of university campuses

· Novartis recently funded the first chair worldwide in xenotransplantation at western – the 1.5 million investment by Novartis give them access to the university’s facilities, equipment and expertise

· The “aura of independent expertise” that is unique to universities is being sold to governments and corporations

· Scully says there are more research dollars coming from industry but he argues it tends to go to the applied fields where they end up benefitting the public

· According to NSERC the whole point of IRCs is to respond to industrial needs – these chairs are appointed for a five year periods and can be renewed for another five if satisfactory and industrial support continues

· The amount of private money injected into university research has increased – governments want this and encourage it by creating incentives – even making money available for those that do

· Have we Forgotten the Trojan House? – Charles Gordon

· The commercialization of just about everything began the day the berlin wall came down

· Event represented the triumph of capitalism over communism, which no one will dispute

· Corporations fund the armed forces

· The answer lies with us as individuals – if we protest and make a noise, things can happen

· Nike came to Ottawa to offer a free gymnasium floor, then withdrew its offer when city councilors asked questions about the corporations record in third world

· It is funding cuts that increase the appeal of adv in schools – they get some equipment it would not otherwise be able to afford for free

· Rebels with Sponsors – Andrew Cash

· Many mega rock acts and medium concert draws are paid directly by a brewery

· Export Inc A – program works a s atrust fun – individual bands are encouraged to apply to export A themselves – and they get paid to mention the sponsor and such

· If the band applies to export a, it receives money for the night 

· Export A is about getting their products name into the bars and on the radio that’s why anyone who can book a club can get sponsored

· Advertisers need music more than music needs sponsors

· There is one obstacle faced by sponsors wis\hing to use rock as an advertising vehicle – part of the allure of rock is ts rebellious image, its alternative views and counter cultural lifestyle 
