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Concepts and strategies
· Make product memorable; good, bad, humorous, etc.
· The Rant- Molson Canadian:  stereotypes, nationalism 
· Advertising is a form of Social Communication; not separate from its social context
· Advertising as industry, context of advertising
· Industry connected closely to other cultural industries

· Goals of Advertising:
· SELL SELL SELL!
· Brand recall
· Awards and agency’s rep
· Entertainment?
· Strives on making you feel bad; guilt, shame
· Becomes part of entertainment industry (ie: Superbowl ads)
· Consumer behaviour and advertising
· Like marketing is the planning and execution of a concept, awa pricing, promotion and distribution of ideas, goods and services that create an exchange satisfying both ind. and organisational objectives
· Advertising creates multi-utilities
· Multi-utility:
· Place utility (moving show from one place to another ex. Cirque du soleil)
· Ownership utility (buy now- pay later ex: payment plan for cell, car etc.)
· Time utility (cinema schedules ex: access diff times a day)
· Mobility and connectivity utilies
· Utility is the WANT satisfying power of a product of service
· Smart advertiser studies consumers: what they want, values, interests, audience
· Ex: Vegetarian McD’s in India (where would it work? State of vegetarianism in the culture. Would it work in Canada? Etc.) 
· Study of consumer behaviour. Why?
· Introduces one to the study of why consumers behave the way they do so one can better meet the consumer needs (and org’s objective)
· Helps one understand why the consumers behave the way they do
· Makes one aware of the complexity of human motivation in general and consumer behaviour in particular 
· Gives the consumer better understanding of their own decision process bearing in mind that purchasing and selling are two sides of the same coin (ex: insurance- need to prepare for funeral etc.)
· Elevates the appreciation of how advertisements attempt to persuade consumers
· Celebration, FLA:  Disney town, no advertising/ brand names
· Strategies and Needs:
· Consumer behaviour strategies depend upon customer needs and wants
· There is diff between needs and wants
· I am thirsty: I NEED water
· I am thirsty: I WANT a Coca cola
· Clever ad can manipulate customer’s needs and wants
· Prodive image of product as satisfying needs (ex. Snicker’s for hunger)
· A need can be both biogenic (physical) or psychogenic (psychological) as demonstrated by Maslow’s hierarchy
·  Motivational appeal that makes you tick
· Lower needs (biogenice): Physical and Safety needs
· Higher needs: Psychogenic (love and social needs, sefl-esteem, and self-actualization)
· Maslow’s……
5. Self-actualization (personal growth and dev.)
4. Esteem needs (achievement, status, responsibility, rep)
3. Belongingness and Love needs (family, affection, relationships, work group)
2. Safety needs (protection, security, law, limits, stability)
1. Biological and physiological needs (basic life needs- food, drink, air, warmth, sex, sleep)
· Can only move to higher needs if basic needs are satisfied (ex. All needs must be satisfied to promote theme of self-actualization)
· Advertising based on consumer needs 
· Consumer behaviour Myopia
· Confusion of wants with needs ex: need clothes but also image
· Looking at the market “through a mirror”: regarding the market from the product’s point of view without noticing the existing needs and customer’s hidden wants
· Wants are psychogenic and are therefore instrumental in satisfying the needs of the consumer
· Freud’s theory on psychogenic needs
· The Id- immoral, illogical part of subconscience. Desire and dictating
· The Ego- part of mind that reacts to external reality, negotiates between Id and Super ego; rational place. Combine ideas and make sense of things. Stabilizer
· The Super Ego-Right and wrong
· “One (product) a day will help you work (super ego), rest (Ego) and play (ID)”
· Advertisers play on the Id, Ego and Super ego. Plays on desires (ex: make you happy, and rational choice) 
· Needs and Wants
· Advertisers have to understand and satisfy consumers wants and needs
· Advertisers must understand how these wants and needs are generated in order to manipulate them
· Advertisers main task is to confuse the customers needs and wants for a favourable communication outcome
· Reward/punishment strategies (purchase and/or repeat purchase)  (Super Ego)
· Advertising as propaganda
· The lines between advertising and propaganda are increasingly blurring
· Argument: while the function of advertising is to sell products, it is also selling an ideology of consumption and capitalism
· Advertising should be treated as propaganda
· Mostly visible when the tactics of advertising and the ideology of consumption are introduced to dev societies or transitional societies where the modes of consumption are limited to basic needs
· Ex: selling political ideologies 
· Advertising also ideological bc it supports capitalism/ consumption
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· Lines b/w advertising and propaganda blurring
· Should be treated as propaganda
· White propaganda- you know the propagandist 
· Grey propaganda- we can guess
· Black – we do not know the propagandist
· Persuasion- softer side of propaganda (advertising)
How to analyse propaganda- 10 stages…
1. Ideology and purpose of campaign
2. Context in which campaign occurs
3. Id. of source/ propagandist
4. Structure of propaganda organisation (institution) – what level of org. 
5. Target audience
6. Media utilization techniques
7. Special various techniques
8. Audience reaction to various techniques- successful/not
9. Counter propaganda (if present)- what did it generate?
10. Effects and evaluation
The Greatest Movie Ever Sold
· Co-promotion- product placement etc.
· Brand collateral- what can you offer
· Brand personality
· Faction- fact+ fiction
· Not just direct but embedded advertising
· Product create consumers (role of advertising…)
Sense advertising: can tell product by feel/shape
· “advertising is the official art of the capitalist system.. it is a magic system”- Williams
· “Advertising is communication and manipulation”- Berger
· Ramond Williams- cultural theorist
· “advertising is a form of technique” (in propaganda)- Ellul
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Critique of advertisements:
· On level of content:
· Creation and spreading of stereotypes
· False promises and unrealistic reps
· Humanize objects and objectify humans
· On level of economy
· Contribute to exploitative capitalist system
· Heart of the capitalist system
· Aud becomes a labor force for the media system and they are not paid but by encouragement of further consumption 
· On level of philosophy
· Adv does not encourage the use of reason on facts that are made public “I consume therefore I am” mentality
· On the political participation level: ads distract
Defences of adv
· Stereotypes are useful to relay a message in 30 sec
· Adv drives the economy of surplus
· Adv is an art of persuasion that req the use of reason
· Advs say that consumers are too sophisticated to be persuaded and that they up their game in response to this sophistication
· Ads are an extension of advances in comm media and modern comm flows
· Ads become mirrors of tech advancements 
Visibility = Credibility 
Raymond Williams on the History of adv
· Three strategies:
· 1. Tracing the institutionalization and systematization of persuasion, from something specific as grabbing indiv attn. to an institution of consumption
· 2. Contextualization, back to changes in society
· 3. Observing changes in methods, that fit in the context of changing organization
· Voice/ word of mouth (primary mode)various types of adv everywhere  
Introductory history
· 1704- commercial newspaper notices appeared in The Boston News Letter
· Form of hand bills and posters
· In US after the War of ind, the nation started to exploit new territories (westward) and ads for railroads and faster lines of comm appeared (Pony Express!) 
· Humans can conquer natures etc. 
· With railroads came popn growth and the industrial rev causing the production of goods in abundance
· Modern adv was born with hundreds and the thousands of newspapers in existence btwn 1830 and 1861
· Various ads for products esp. patent medicines such as 
· John Pemberton’s “brain tonic and intellectual beverage” 1886 (Coca Cola)
· Exs: to cure dyspepsia, indigestion, weakness, impure blood, malaria, chills, fiver etc..
· Quack medicine:
· Wild and unproven statements in ads were pop
· Edward Bok, editor of Ladies at Home Journal did a series of investigative exposes in 1904 as well as Collier’s Weekly that pushed Congress to pass the Pure food and Drug Act in 190 (req’d all medicines to meet certain standards) 
· 1911-1914 steps taken for protection against misleading adv
· Birth of ethical and truthful adv according to law
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· The ad agency
· 1812- England- Reynell and Son
· 1842 Volney B. Palmer in Philly- first in US (bought adv space)
· By 1860 at least 30 imitators
· 1869- N.W. Ayer & Son (selling space for advs and other ad services)
· Loyalty of consumers necessary; memorable product identification neede: birth of brand names
· Why adv became popular then?
· Emergence of the consumer market place with local and non local products, many similar to each other with similar claims but constantly changing caracteristics
· Adv needed to aid the sense and the purchasing decisions
· Income was rising, unnecessary spending as well, and leisure time evolved to a deciding factor in the concumption activity
· Selling a “life style” was becoming easier and older patterns of life were slowly crumbling
· Shift from a production ethic to a consumption ethic
· During the WW1 ads were more sophisticated and products had improved
· Adv embraced the war effort by inviting people to join the army and to buy liberty bonds
· Regular products embraced patriotic spirit
· After the war: boom period in adv (auto and soaps)
· Ad revenues jumped from $1.5 billion to 2.5 in 1919, the 3.5 in 1929
· 1920 radio
· Station WEAF sold first commercial airtime
· The medium gave way to testimonial adv (movies to endorse products)
· Economic depression- ad revenues dropped to 1 billion$ (1933)
· WW2 adv teamed up with gov t
· o sell the war
· Rosie the Riveter: adv and gov convincing women to  break out of social constructions to work while men were away at war
· Followed by campaing to return home and be housewives (good citizen, not causing disturbance)
· Television
· Advertising strategies
· 1: unique selling proposition
· 2. Brand image
· Put face to product, make recognizable, connect brand to social status
· 3. Motivational research
· Empathy adv.; everyone has something that motivates them to buy, WHY do people buy?
· 4. Subliminal adv (illegal)
· Inserting ads with things were not aware of on a conscious level
· 5. Positioning
· 6. Advertorials and infomercials
· Ads that don’t look like ads (advertorial) 
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Brief history of advertising in Canada
· 1752: first periodical adv- Halifax Gazette
· First adv agency: McKim (Anson)
· 1889- A. McKimand company (creation and placement of advs)
· First bus torally devoted to adv
· National promotion of national brands
· Transition from small retailers to giant mass merchandisers
· Small business bigger business mass merchandisers (monopoly of adv)
· Contribution
· Social reorganization of commercial institutions
· Institutions grew to level of international mass marketing 
· Expansion of the def of advertising
· Adv myopia, selling from p.o.v. of the product rather than the seller
· Involving consumer(ex: Doritos commercial: saves adv agency production money)
· Advertising standards Council
· Special rules to adv than other communications in canada
· Subsidiary of Canadian Adv foundation in Toronto
· Similar to CBSC (can broadcasting stndrds council)
· Receives complaints from the public and the industry groups about the conduct of advs
· Generates and maintains codes of standards
· Pre- clears advertising of feminine products and advertising directed to children
· Adv on internet not regulated yet (only radio/tv)
· CBSC:
· Complain- derived process
· No pre-clearance

Branding the nation and patriotic consumerism: Fields of discussion
· Core ideas of a nation?
· Ex: Italy: pasta, architecture, fashion, wine
· Britain: Beatles, models, history
· Dubai: business, man made island, technology, modernization
· Nation Branding:
· Simon Anholt
· Method for nation-states to manage their rep and increase attraction to the businesses (foreign investments) and tourism
· Also a process to sell the image of the country not just to external “consumers” but their own pop
· Applies to corporate branding techniques to countries
· However a catchy logo or slogan is not enough, structural and policy changes need to happen
· Nation Brand Index
· Numerical data on the strength of the national brands
· Recording opinions of consumers in 35 countries
· Measures intl opinion of a country
· Six subfields: tourism, exports, governance, people, culture, and heritage, investment and immigration 
· Success of nation branding:
· Depends on the quality of the product a country is selling
· Ex: Slovenia as a tourists’ destination
· Ex : spain (1992 Barcelona)
· Ex : Cool Britannia campaign
· Atlantis the palm : dubai 
· Mishaps : 
· Nigeria hosts Miss World pageant; a jounalist covering the event has a fatwa calling for her death 
· China (2008) Olympics- national anthem dubbing 
· Nationalism and consumerism 
·  Assumptions that both consumerism and commercialism contribute to nationalism
· Benedict Andrson’s definition of a nation:
· “it is imagined political community- and imagined as both inherently limited and sovereign”
· Consumerism and patriotism: US after 9/11, revival of the American economy through spending
· Branding of the US to reposition it globally through “rebranding American foreign policy”, failed task
· Branding nations involves marketing and diplomacy requiring harmonization of brand message with governments 
· It needs to connect policy, culture, products, tourism and people in a joint cohesive strategy
· Problems: 
· Rep takes time to build
· Marketing a place is different than marketing a product
· Under control of central authority
· Continental generalization versus nation’s individualism
· Nation-states change regimes
· Effective design vs. ineffective design
· Q: how is branding nations different or similar to advertising?
· Macro level
Representation and images as texts
· Images of women in the media can be studied as texts with latent power relations (semiotics; sign system; sign= signified= signifier; ideological connection= signification)
· Easiest starting point is adv
· Maj arg in adv is that it reproduces patriarchal relationships, all with the disguise of empowering women
· Adv trends:
· Objectification
· Irrelevant sexualisation
· Domestication
· Infanticization
· Racialization
· Categorization by size
· Women as object of the ‘gaze’
· Women and art
· Areas of focus: the artist, the subject, the signification, and the owner
· The way we see things is affected by our knowledge and beliefs
· Images we see are man-,ade
· In paintings, as in ads, a man’s presence is defined by his exercise of power or the promise of power that he can perform 
· Naked and nude: nakedness was created in the mind of the beholder 
· Naked is a state of being; Nude is a state of performing
· Woman in art is a “sight”. She presents herself as such and she is treated as such
· The nudeness is an expression of submission to the owner or spectator
· What does nude mean to us?
· “the ideal nude ought to be constructed by taking the face of one body the breast of another, the legs of a third, the shoulder of a fourth, the hand of a fifth and so on”
· The process “presumes an indifference to who any one person really was”
· These values in traditional art are diffused in adv, journalism, tv, and pop culture
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Structuralism
· Basic assumption: we can discern underlying structures behind the often fluctuating and changing appearances of social realities
· Structures seem to be universal 
· Things that appear to us as discrete entities are the artifact products of relationships
· First formulations of structuralism were in the work of Ferdinand de Saussure (1857- 1913)
· Book: The course of General Linguistics
· Rules of language
· Difference between language and speech 
· Acknowledges that language gives particularity to each speaker, culture and so on, but not its singularity
· Point of view is that everyone in a way or another understands one another
· Looking for the common base for a reciprocal comprehension
· Individual linguistic productivity is particular and singular
· Reciprocal comprehension is universal and non individual 
· “language is like a chess game” there are rules, and within them are game strategies 
· Opposition of Language and Parole
· Langue: universal system that we all share
· Parole: particular manifestation of language un the form of terms 
· Language reps the group of norm and rules that are impersonal (guarantee reciprocal comprehension)
· Parole reps the particular expressive acts
· Talking/ speech complies to a system of rules
· It is a system of DIFFERENCE
· Oppositional system… binary oppositions (system of difference)
· Meaning is imposed on us by structures
· Are we a product of our environment, or do we contribute to that environment 
· Language:
· Consists of signs that can be divided into Signifier (inscription) and Signified (concept or mental image)
· Relationship bw signified and signifier is arbitrary
· Language constructs and organizes our sense of reality- does not reflect an already existing reality
· Denotation= primary signification
· Denotation of a sign is its material meaning 
· Consequences of difference:
· Language is a closed system; words refer to themselves; they do not designate directly an object
· Structuralists confirm that any social phenomenon uses difference- in terms of differential structures or binary oppositions from which comes meaning
· The meaning is always the result of an interplay of relationship of opposition and combination, made possible by the underlying structure 
· The “I”
· What happens when we look at the self through the lens of difference? What happens when we say “I”?
· The “I” is dead in structuralism 
· “I” only an oppositional term that does not indicate the internal of the speaking subject, but it is what it is not
· “I” does not belong to anyone; everyone can borrow it and be named “I”
· “I” is a social term 
· Human subjectivity
· Human identity is totally relative
· To fabricate a “me” an identity, a subjectivity, the human being has to be subjected to rules of language
· “man” does not speak of language, language speaks of “man”
· Were dominated by structures and we are the products of structures
· Essence of Man does not exist
· Structuralism = death of Man
· Claude Levi-strauss
· Examines the myths of tribes from around the world
· In comparing myths and in reducing them to their most elementary composites, he discovers that all myths put the same things in opposition
· How come people who not in touch with each other tell the same myths?
· Levi-Strauss touched upon one of the most fundamental structures of every society and he summarizes this in the myth of Oedipus …
· Shows elementary links to kinship common to all societies: prohibition of incest
· Myth establishes a relationship bw maternity and nature, woman and earth
· Oedipus is torn bw many kinship links that are not evaluated correctly
· Other rules found by structuralism: sexual division of labour
· Critique of Structuralism 
· Is an organizational logic
· Does not interpret the phenomenon that it analyses
· Describes what it is but neve says anything on meaning or value
· Structures are behind everything
· Structures are universal
· Semiotics
· Wants to integrate what structuralism left out
· Its project is not to discover structure but a structured meaning
· Not looking for structures but process of structuration
· Structures are not external to social life 
· Structuration
· There exists another structure which is the subject who acts upon other structures as well
· Exist but are not totalizing like in structuralism 
· Act but the subject acts too
· In a sense, subject has its own structure; it determines itself and is autonomours
· Autonomy of subject leads to question meaning. Meaning depends then of the subject not entirely of structures
· Structuralism: meaning without subject
· Semiotics: subject in search of meaning 
· Acquire meaning through social interaction
· Speech and language:
· Structuralism took language as the point of departure
· Semiotics studies are interested in speech
· Meaning changes because the subject changes too
· Culture
· Structuralists versus semioticians
· Structuralists: culture in terms of a group of strcutrues that are concrete under various forms but essentially stay identical to themselves through time
· Semiotics: not a group of structures but a group of practices; not profound structures but processes of structuration; significant practices, that have a meaning for someone, for those participating
· Technical vocabulary
· Signifier: the material element, sound or marks on paper
· Signified: the concept with which the signifier is associated
· Referent: the concrete thing itself
· **Signification: link between signified and signifier… leads to ideological consideration
· Signifier+signified= sign
· These terms were introduced by structuralists but semioticians made them slip into another application
· Signification
· Leads us to the necessity of a pre-existing social concensus
· There is an ideological dimension of human and social existence
· In signification: a firm constraint of ideology or kinds of discourses (myths, fable, story, news…)
· To each discourse fits a style
· Semioticians are interested in difference, in particularities or singularity of a text 
· Roland Barthes (1915-1980)
· Mythologies (1957)
· His work in ^ is dedicated entirely to the unmasking of the bourgeois ideology
· Mythology (per Barthes) means the group of attitudes and values that make us believe that such a signifier corresponds naturally to this signified 
· Connotation and Myth
· Connotation: latent meaning
· Denotation: apparent meaning
· Ex: Rolls Toyce
· D: particular make of car
· C: wealth and luxury
· Myth: ways of thinking that are structured to send particular messages and ideas to the readers of the text
· The bringing together of signs and their connotations to shape a particular message 
· Colonialism: a myth?
· Mag cover- Paris Match: young black boy saluting; controversial?
· Bc of child, means Mother France; makes it seem natural
· Aud: French population, colonized 
· Myth and semiotics
· Myth has particular formal organization: Oral and than transcribed, rhyme, etc…
· Semiotics and the myth of Oedipus
· Function of myth in general: transmission of ancestral knowledge from one generation to another
· Myth is particular for its formal organization and types of events and characters
· Qualities and limitations of semiotics
· Qualities: superior in analysis to structuralism
· Accepts contextual determinations but does not universalize it
· Relativism
· Limits: transforms everything into text
· Context and subject exercise influence but what’s the proportion- the exact one- of subject to context 
· Who does the ad address?
· What is the connotation presented?
· How can these social meanings be attained?
· What is the ideological myth?
· More critical analysis: look at the mechanisms of perpetuating the ideology
· More terms:
· Polysemic: multiple in meaning
· Linguistic signs
· Visual signs: text and image
· Intertextuality: diff texts helping each other acquire meaning 
· Positioning of the “reader”
· Positioning of the “text”
· Paradigmatic: list of possibilities that could be put under the ordered category 
· syntagmatic: sentence itself, horizontal order of the words (The child ate the apple) takes a particular direction to make sense
· Symbolic, iconic and indexical signs
· Symbolic: CAT (arbitrariness)
· Indexical: smoke (something that reps something else)
· Inconic: the referent, signified, signifier resemble each other; they are merged into one
· Iconic rep: signified and signifier all in one
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Political Advertising 
· Transmission of a political message to a mass audience using adv space that is purchased at a commercial rate
· Advertising:
· 1- informs about who is doing what and what they are offering
· 2- persuades by giving an “exchange value” or by “signifying meaning”
· so adv makes the commodity mean something to the consumer by connecting to his/her desires
· strategies of persuasion (importing the familiar, using nostalgia etc) are applied to the political process
· traditional political adv V modern:
· before mass electronie media, pamphlets, songs, posters and public events were used to motivate people to vote
· adv relied on interpersonal comm
· modern campaign (TV) (1952 Eisenhower campaign)
· selling proposition : based around the idea of spontaneity 
· creation of the 30/60 second spot 
· construction of the image
· spots a ddress the personal and professional qualities of the candidate rather than specific policies or political info
· myth and symbols: 
· applying the socio-psychological theories of motivation
· fears, anxieties and desires of a culture should be tapped into and exploited
· the enxt step is to addociate them with the candidate
· manipulation of mythologies and deep-rooted values 
· functional equivalents: means with which we satisfy immediately our psychological needs (maslow’s pyramid) because of the absence of the human inter relationship
· media replaces inter personal relationships
· signification or signifying power
· appropriation of the symbolic
· types of political ads
· primitive (Eisenhower answers America)
· talking heads: looking at candidate in action, giving speech
· negative
· concept ad convey important ideas about the candidate
· cimena-verite: 
· testimonials
· neutral reporter
· political advertising as Pop culture 
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MIDTERM: 30-40 mc (readings) major concepts 15/20 each book; 1 short answer (lecture/reading) (analyse ad?) 
Globalization and Advertising 
· how to infiltrate a market (ex: indian Pepsi ad) culture- elephants, Pepsi being clear and the rest sepia (Western V eastern) 
· globalism and globalization
· Globalism: idea of bringing space and time together
· Process linking space, geography, regions, cultures, money etc due to flows and influences of capital and goods, info, ideas, peoples, and forces
· Globalization is a further broadening and deepening of globalism through time and expansion
· Expansion can take the form of colonization, migration, conquest, evangilization
· Relevance of adv to globalization
· Also multi dimensional: economic, political, cultural
· Sells goods as a way of life
· Ads become compacted messages that are transnational, announcing products and tapping into markets
· Survival of nation-states are closely related to survival of their markets in a global economy
· Adv moves goods and capital
· Culturally, ads sells a way of life with the consumption and image of products
· Protection of culture becomes important: thus banning of foreign ads in some countries/ a process that is becoming more and more diff
· Cultural short hands, stereotypes that are very well defined
· Arguments against adv and cultural globalization
· Cultural identity is at stake
· Bespeaks “cultural imperialism”
· Culture that is strong and is going to change the ways of a culture without the same powers 
· Technologies that transcend traditional power, geographical and national boundaries, there is a concern in controlling the flow of info
· Fear of “cultural imperialism”: process whereby the cultural artifacts of a politically and economically dominant power-usually the US- enter into another country and eventually dominate it, spreading their values to the exclusion of indigenous values and voices
· Triumph of American culture
· Frankfurt’s school approach to cultural industries: media distract, adv encourages a culture of narcissism of personality cults as well as an obsession in appearances
· American culture as authoritarian
· Not military kind, but softer, with consent of people
· Gratifying wants through properties(oth er regimes where it is prohibited)
· Dangerous according to Frankfurt school 
· Result: distraction through personal gratification; elimination of democratic processes
·  ADV:
· From both sides of the maj args, adv is symbolic
· Ads use signs to generate meaning and encode them
· Ad itself becomes a signfor larger processes 
· Ads are the meeting place for globalization 
· Adv processes also hide the processes of globalization; ie inequalities and exploitation
· Adv and branding reveals a shrinkage in public spheres and blurring bw private and public spaces
· Ex: mall- particular expectation of consuming
·  
· NO LOGO- Naomi Klein 
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· QUIZ 2: nottttt MC; based on readings+ lects
· Protection of culture from “foreign” culture and media imperialism
· Cased on several assumptions concerning the nature of culture and the desirability of its protection which it may be useful to interrogate
· Culture as a national culture
· Culture ad economy
· Culture as static
· Culture as media-centric
· Culture as monolithic
· Culture from prohibition
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· Quiz 1 section 2
· Gothman makes distinction between sex and gender (social construction of gender; not a natural process but a production; based on culture defining gender and gender roles; hoe masculinity and femininity are defined in opposition to each other) 
· Relation bw gender and environment 
· Idea of encounter 
· Alex from the show, power as vampire, ritualization of Subordination 
· Male is like predator 
· Supernatural encounter
· Show twice: conquering woman and staring straight on 
· Relationship of gender to enviro: woman unaware of her enviro, taken by man; vulnerable and victim
· Fem touch V masculine touch: his hand in possession of her fac; assertive
· Codes of masc: direct gaze, assertiveness 
· Semiotics and significations: elude to idea of myth; 
· Textual: Encounter, Calvin Klein
· Visual: Black n white, unpredictability
· Man- celebrity, true Blood
· Woman- femininity, youth 
· Bottle- product, very fallic symbol of male power 
· Aud: male; consumer will be female- looking at ad 
· Alexander as icon: rep himself, true blood, masculinity, ability to control nature
· Woman: fem, vulnerability
· Encounter: sexuality 
· Ideology: consumerist society, capitalism 
Children, Youth and Media Advertising: 
· How to advertise to children:
· Consider effects of media itself on children
· What are they using? Radio, ipods tv?
· How long to they interact with the media
· Need a reward or reasons to watch
· Implicate the child, relate to them 
· Enjoy a plot story: fantasy role playing; conflict
· Respond strongly to emotional, non verbal stimuli (visuals, lots of colours, fast images)
· Shorter attention span bc of video games etc 
· Like things that are uniquely their own
· Like to see themselves
· Ethical problem: observe children behaviour to show through adv
· Marketing to children
· Strawberry Shortcake strategy: identifiable and marketable character with variety of licensed goods
· Includes: Product licensing (Teddy bear- Teddy Roosevelt) 
· Spin offs
· The character: personality toy (Barbie)
· Concept marketing (all available channels of communication, achieving a kind of synergy among them. Provides a fictional universe which envelops product, program and adv
· Racial barbies: diff skin colours, clothes etc (Muslim Barbie: new) 
· Consequence : effect on imagination
· Stephen Kline
· Fantasy world built off tv, toys etc
· Provided through programming 
· Child working for manufacturer after the programming ended; becomes part of the script
· Codes: 12. Advertising to children
· Adv directed to children must not exploit their credulity, lack of experience or their sense of loyalty, must not present info or illustrations that might result in physical, emotional or moral harm
· Child-directed adv in the broadcast media is separately regulated by the Broadcast Code for Adv to Children, administered by ASC
· Adv to children in QC is prohibited by the QC Consumer Protection Act
· 13. Adv to minors:
· Products prohibited from sale to minors must not be adv in such a way as to appeal particularly to persons under legal age, and people featured in the adv for such products must be, and clearly seen, adults under the law
· Video: consuming kids (YouTube) 
· QUIZ 2: no MC ,3-4 qs
· EXS: definitions(4 pertinent info about concept of a Theory): Frankfurt school, political adv etc  (identifies, example, techniques…) 
· Short answers: address a particular arg in readings or explain the relevance of a theory of approach
· Ex: in chapt 3 of AS what are the main args against childrens advertising
· Long answer: combine explanations of theory and a case of you expand on an arg in a critical manner
· Ex: in No Logo, the arg that adv is reducing public space and that this is dangerous to democratic process. Why? Agree or disagree? Justify answer 
