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17.09.2013 – Introduction Slides

Marshall McLuhan: 
wrote the medium is the message
“all advertising advertises advertising”

Advertising has become a powerful force that has altered our human behavior, some say. Brands have the name of an object e.g.: Q-tip or Kleenex
Our values and norms are a part of advertising and our attitude/behavior changes accordingly when advertising is successful. 
Social Control: your parents influence what you think is acceptable and this influences your social behavior accordingly. 

Why is advertising studied in Sociology?
1. Distribution of resources
amount of money invested, how resources are distributed, etc. 
2. Impact on society
has a huge impact on culture and behavior, expectation of relationships, etc.
3. Agent of social control
normative institution (what our lives should be like) 

Advertising reinforces but also reflects society. 

Privileged form of discourse – who influences you?  then (parents, pastor, politicians) – now has been replaced by objects (judge people by the clothes they wear and the objects they own) 
Advertising promotes us to judge people. – Even when we don’t think we’re impacted by advertising we are. 

Advertising can be an insult to our intelligence (people ridicule themselves for money) – there is not much you can or should believe. 

What has greater influence on society?
Schools – 54%
Advertising – 42%
‘Most advertising is an insult to one’s intelligence.’ – 60% say Yes

Types of Advertising:

Ambient Advertising:
Intrusive ads in public places
Criticisms within the industry
Bob Garfield – ‘environment pollutants’
Billboards / 3D Billboards / Mobile Billboards / Floating Billboards/ In swimming pools/ on umbrellas/ sporting events/ at airports / On buildings/ on bus shelters
got milk scented ad: people have allergies, homeless people can’t afford chocolate chip cookies, and promoting obesity – ad had to be pulled
Aerial ads – 80% retention 
Outer space:
“Advertising in outer space that is capable of being recognized by a human being on the surface of the Earth without the aid of telescope of other technological device”
Big companies that exist worldwide would want to do this as the ad can be seen all over the world – supposed to be half the side of the moon.
Federal aviation administration has put a stop to it for now – reason: the light in the sky
Haven’t talked about other objections yet.

Stealth Endorses:
Use or wear products in public appearances and interviews (just wear the hat/drink the drink but don’t talk about it) – not supposed to appear to be advertising
Naming Rights:
Turning public spaces into commodities (e.g. Budweiser Gardens or Rogers Centre)
Ashley Madison Dating Site – claim they are not immoral and that their service is needed. Wanted naming rights for a park in Phoenix – offered 25 million dollars and were turned down. They were willing to offer as much money as it took – not a company you would want to have a park or airport named after.
Body Tattooing: 
People are offering some parts of their body to advertisers – best suited for edgier companies targeting a younger audience. 
Less about the product and more about getting the name of the brand out there.
Tattooing on Athletes: 
Nevada Athletic commission (NAC) – said it’s okay but they feel the body is not meant to advertise
Banned body advertising – demeaning to the sport, ink could be harmful for other boxers and it could be distracting for judges.
Went to court – violation of first amendment of people rights to do what they want with their body. 
Product placement:
you now see what product is used in movies and TV shows (used to be hidden) e.g. hiding the Mac apple on laptops. 
New ways to integrate advertising and content:
e.g. episode of modern family advertising for the Ipad. 
Interactive TV – being able to buy whatever the character is wearing if you like it
In Movie theatres: 
Cinema Billboard Network boasts: “We have a captive audience watching your advertisement. No interruptions! The patrons sitting in the theatres are not going anywhere.”
Buena Vista
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History of Advertising

According to Signer (1994) advertising is “a key element in economic history as well as our social, technological, artistic, and cultural histrories (and] perhaps of the keys to the understanding of the evolution of our complex ubran society”

8 major periods of advertising history: (need to know these dates)
Preliterate period
Classical period
Classical period to the middle ages
Late middle ages 
Early mass media period
2oth century mass media period
erao of  electronic advertsing
inofmration society 

preliterate period: 300-400 BC
town crier: played a key role in society 
1200 BC: painted or carved messages on stones that would tell people what they needed to know- typically on paths travelled quite frequently
communicated by symbols (since didn’t have a language at this point in time)
the messages would be centred around biblical ideology
6th centry BC: town criers – made public announcements for the courts- ring a bell to gain attention 
pros and cons of the town crier 
was the most prominent form of advertising: oral communication
adv: could go to where the people were 
disadv: weather and other traveling difficulties

classical period: 400 BC- 100 AD
street advertising
merchants would hang up pictures/ slogans of their product outside their store
example: boot maker would hang sign in the shape of a boot outside his/her store 
important events or services would be advertised on public walls 
personal ‘classified’ advertsing : personal advertising ie. Wife ran away and wanting to send out a notice 


Middle Ages: 100BC – 1400 AD
Literacy still low 
Creation of trademarks 


Late Middle Ages: 1400-1600
Advertsing became part of the north American experience even before the settlers arrived
Most deceitful advertising campaign was in Europe telling people to come move to Canada filled with hopeful statements, and lies – made Canada sound like this beautiful place but when the settlers got to Canada it wasn’t how they expected it to be at all (due to what was said in the ads)
Printing press: key to our civilization – before this the only way to pass information down was orally
Invented by a guy in china
Gutenberg ,1450 was credited with inventing the printing press 
Literacy increasing along with the printing press leads to more posters being created and being read 

Early mass media period: 1600-1900
early 1800s Signs that people carry around: combination or oral and print advertising
periodical: a publication that is produced in regular intervals (newspaper, high school yearbook, magazines, etc.)
periodicals came to be in this period
starting to advertise in magazines and newspaper 
would advertise these really outrageous claims for products – so had to come up with more regulations and a away to put a  stop to this
Halifax gazette first Canadian newspaper 
Toronto had 6 newspapers by the early 1900s 


Industrial Revolution
Moving into product advertisements 
We can produce a lot of stuff quickly now (big factories)
New techniques, and new technologies  -> factories
Location & service ads (before) versus product advertising (now during the industrial revolution) 
Lead to the 3 eras in advertising:
Product orientated 
Sales orientated 
Marketing orientated 



20th century mass media: 1900-1920 
the great transition: allows for better and fasting printing
colour advertising 
1st Canadian journal 
growth in the scale in the pervasiveness of adverting 
shopping now as a leisure activity : choosing which brand of pickles that we want 
43 cities in Canada had newspapers by 1911
Human insecurities: “the period of social insecurity” – that we need products that we never knew existed i.e. for bad breath, and body odor 
Codes of ethics: attempt to professionalize the industry 
Ad agency: professionalizing advertising 
Branding
Three things that describe the grand transition:
Printing press
Professionalization of advertising (ad agency, institution)
Brand name (no longer just selling a product, now selling an image) – brand tribes 
Advertising and war: recruiting men for the armed forces “ I want YOU “ poster – in movie theatres and TV, selling war bonds – brought women to the forefront of advertising since men were off at war and women would run the house.. so ads would be directed to the women 

Beginning of electronic advertising 1920s- 1980s
everybody now has television sets
advertising
created the ‘consumer’ 
Scientific advertising (John B Watson): start analyzing minds of people in an effort to try and figure out what types of advertisements would work best 
Improved media technology
Created realism
Shiny, coloured full page ads
Started using celebrities
Television age ( this matched the social impact that the printing press had) 
Bowling Alone 1970s book about how tv has affected social activities- people just staying in and watching tv and no longer having social interactions








THREE ERAS IN ADVERTISING

Production orientated era
Demand exceeded supply
Beginning of mass production
Henry Ford started making cars – but not enough

Sales orientated Era
Supply exceeded demand

Marketing orientated era
What we are experiencing now
Supply completely exceeded demand
Have SO many choices of every type of product
So much choice so cant really promote product
So it makes more sense to find out what the consuemrs want and then make a product that the consumers want


Information Society 
Period that we are still in today
Still debating what exactly the information society is 
Successor to industrial society 
Creation, diffusion, use, integration, and manipulation of information 
Information Technology (IT) 
“knowledge has become he principl(sic) force of production over the last few decandes”  - Lyotard 



Ideas Behind the Advertising
[bookmark: _GoBack]
hard- sell approaches (40/50s) : was a real push for this is what you NEED
roser revies: find one characteristic about your product that was significant (that will make it different than other products) and beat the consumer over the head with it 
roser reeves believed people couldn’t handle more than one characteristic at a time- selling proposition 
positioning approaches: pepsi vs coke  - telling people why your product is better than the others
soft sell approaches: the advertising leads us to believe that something will happen without directly telling us (more subtle, more manipulative possibly)
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Consumerism

We are unaware of how much consumerism there is around us
Malls are a good example of this
(quotes from slides)

What is consumerism?
Consumerism is the preoccupation with the acquisition of goods to satisfy needs through material things.
Have we developed unsustainable consumption patterns? 
shopping addiction
80% of worlds resources from industrialized world which is 20%
People in third world want what is accessible in the first world 
Watch advertising & the end of the world video
We used more resources in the last 50-60 years that the rest of the world 
How have we reached this point?
Cycle of consumerism:
· Advertisement  Purchase  Indebtedness  Alienation
· got less money to save, take on other job etc once product is bought… product failed to make them feel the way they expected and that restarts the cycle
Addictive behavior:
more about the buzz of buying and less about the product
Role of advertising:
To manipulate us into buying with little reflection
Advertisements:
appeal to our insecurities
solve our problems
achieve happiness & freedom
lower class marketing (marketing specialists have shown that lower class are more easily captured by advertising – escape to feel better about themselves… not making safe investments)
restrain our distastes (makes you think less about what you’re buying and the negative impact it may have, e.g. car commercials)
What are the consequences of consumerism (material goods):
Decreased savings
Consumer debt
Personal bankruptcies
Credit Card ownership

Consumer debt levels have been rising much faster than income – personal bankruptcies are more common
Credit card companies are required to tell you how long it would take to pay off your bill. 
Savings are at a record low

The store is born:
1870s: created luxury department stores by Marshall Fields in Chicago and John Wanamaker in Philadelphia
You now buy things that catch your eye and don’t just get what you have on your list.. the department stores were the place for women to hang out as that is where it was socially acceptable (this is why it worked so well)

Beginning of the Credit Card: Buy Now, Pay Later
1919: General Motors Acceptance Corporation – loan to people who wanted to buy cars 
1925: GM introduced yearly automobile model change
Henry Ford: You could have his cars in “any color you wanted, as long as it was black”
Now you’re buying a car just to buy a new car when they come out – better accessories in the cars (not because it doesn’t work but because it’s out of style)
Post World War II: 
1945:
pent-up consumer energy (after the war we get all these products)
optimism 
economic growth 
Credit Cards: 
1950’s:
Diners Club (introduced first credit card – wasn’t for buy now pay later, but for convenience)
Early 1960’s:
Other companies 
Still to manage expenses on the road
Strictly time saving devices
1960’s:
Time where people were actively protesting (especially young people)
Hippies rebelled – opted out from consumerist society, own fashion, grew their hair long etc
Some took part in radical events, some took drugs, some just left the country – hippies movement was a big deal
Mainstream Americans
viewed them with contempt 
adopted the hippie look (e.g. designer jeans) –jeans used to be work clothes, you wouldn’t wear them out but everyone took up the blue jeans look
 hiip
1970’s: Doubts Consumer Culture 
1973-73 Arab oil embargo – may not be an endless supply of gas (huge lineups at gas stations) 
Ecology:
taught in schools and universities 
Flood of writings
The limits to Growth and Small is Beautiful
Hundreds of environmental groups
The Cousteau Society and Greenpeace
1979: Jimmy Carter Speech
crisis of confidence speech
“In a nation that was proud of hard work, strong families close-knit communities and our faith in God, too many of us now worship self-indulgence and consumption. Human identity is no longer defined by what one does, but by what one owns”
Decade of Greed – 1980s
Ronals Reagan:
contempt for reducing consumption
disdain for environmental movement 
By 1984
“big is better”
yuppies replaced hippies
US News & World Report announced:
“the old less is more, down-with-materialism atmosphere…has been brushed aside “ look up rest
Gordon Gekko:
1987 film, Wall Street
“Greed if good! Greed will save the U.S.A”
Lifestyles of the Rich and Famous
Host Robin Leach – “dreams money can buy”
Daytime porn – you want what you see on TV (kitchens that are on TV etc)
End of 1980s
33% of all personal wealth in US was in 1% of its households
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Movie – re-watch and take notes.

8th of October 2013
Everything from class and all readings are on the exam

Bigger better model – Jimmy Kimmel iphone 5 ad

Subliminal Advertising:
Originator of term – James Vicary – 1957 
was talking about the type of advertising where they flash a screen in the middle of a movie theatre (don’t necessarily pick it up but subconsciously pick it up)
“Eat Popcorn” & “Drink Coca-Cola” – flashed every 5 seconds during the movie, people didn’t notice but the sales of coke (18%) and popcorn rose. Later admitted that it didn’t work and the sales didn’t rise 
Wilson Bryan Key – 1970s
Subliminal Seduction
Media Sexploitation
Use of subliminal sexual symbols or objects – associated with feeling good so you buy the product to feel good 
Ritz Cracker: claims the word sex was printed on Ritz cracker 
Words and Symbols are printed on drinks / ice cubes – sex (break out the frosty bottle – Gilbey’s Gin)

Subliminal Perception – Pratkanis and Greenwald (1998)
1. Sub-threshold Stimuli
Flashing words on screen so that you can’t see them
2. Masked Stimuli
Hidden from audience (overriding, more powerful stimuli)
3. Unattended Stimuli
Hiding sex in Ritz crackers or ice cubes 
4. Figurally Transformed Stimuli
Messages embedded in for e.g. recordings (playing songs backwards)

Budweiser ad: 
cloud looking like a bra
clouds coming from the airplane “ejaculation” 
clouds woman lying down
bottle penetrating cloud
guy in one cloud 

Marlboro ad:
Light shining on what you hold on to on saddle supposed to look like a penis 
Camel ad:
Man with penis on Camel’s leg 
Burger King ad:
It’ll blow your mind – BK super seven incher
Woman “blowing” 
Bailey’s:
Drink pouring – back out as a woman 
Tostitos label:
TIT 
chip on top of the I
Wendy’s:
says mom around her neck (shirt shape with lines)
unintentional 
Pepsi:
stacked up cans spelled SEX 
were pulled from variety store
Coca-Cola:
Top of coke can looks like a woman lying down
Unknown Brand:
When it feels good you want it to last: lipstick – light behind lips – supposed to show blowjob
Coke:
Feel the curves
guy got fired for this ad
blowjob in the ice cube….
Ikea: reclaim your way of living
Dog with big penis 
half of page was replaced with something else

Vinyl Flooring:
Woman pleasuring herself or being pleasured
Tangled:
guy curled in hair – hair say sex
Flick Off – stop the global meltdown:
Looks like fuck off, when being placed in front of the ad
Lion King: 
looks like sex in the stars

ABC rejected KFC’s hidden message ad because of policy against subliminal advertising 
rewind your VCR and revealed a message to go to the website to get a coupon
KFC said more than 70’000 people did this and got coupons – website traffic increased 60%
“I would think the networks would look to partner and encourage experimentation with techniques that involve the viewer and discourage them to skip the commercials.”
“Broadcasters need to recognize that their role in a marketer’s media mix is going to evolve. They should evolve their points of view accordingly.”
Controversy for decades
Inconsistent use of the term subliminal
Lack of precise and standardized processes
Lack of adequate conception of unconscious processes


Product Placement:
Used to be careful not to show the labels
Now everywhere you look in movies and shows you see the products and labels 
An advertising technique used by companies to subtly promote their products through a non-traditional advertising technique, usually through appearances in film, television, or other media.
agreement between a manufacturer and media company
90% involve no exchange of money
The representation of the product needs to be positive (or should be – or it could result in a lawsuit)
First product placement 1800s:
silent film
Sunlight soap logo
Real example: E.T. with Reeses Pieces 
uses them to the lure E.T. back
M&Ms was offered the product placement but turned it down 
In two weeks, sales jumped by 65% 
No money was involved – just the free candy
1982 – film 
became a successful advertising tool
1980’s – CBC soap Riverdale producer
“If people are going to believe they’re inside a Canadian mall, they’re not going to believe it unless there are real companies and brand names around.”
“A lot of our work is making sure the product sits in environments where it really belongs, that it won’t insult the company.”
When product placement goes bad:
Reebok’s breach-of-contract suit in Jerry Maguire
Commercial was edited out – even though it was supposed to be there at credits 
Reebok invested 1.5 Million dollars
Filed a suit against Tri-Star pictures
Settled for 10 Million dollars
People became a lot more careful in how they portrayed the product.
Tomorrow Never Dies – 1997
Visa Card used throughout the movie – becomes an Ad. 
BMW and more brands shown too 
2002 – Die another day
120 Million Dollars
Ashton Martin – Ford paid him to drive a Ford and give up the BMW
Other brands include: British Airways, Heineken, Bollinger etc
Toy Story
Walking commercial 
Sales boosted by 4500% for the drawing Etch a Sketch
Potato Head 800% sales boost
BMW
3 Million dollars to put their car into the movie Golden Eye 
240 Million dollars in advanced sales as a results
Cast Away:
FedEx – significant increase in brand awareness in Asia and Europe 
FedEx didn’t ask for the product placement 
Hangover II:
Louis Vuitton sued the makers for featuring their product for having placed a fake.
Ray-Ban:
Aviator – Tom Cruise  in Top Gun
40% increase in sales immediately after movie release
The Italian Job: 
Mini Cooper – 22% increase in sales
Star of the movie was the car
Days of our lives:
Anastasia for Chanel perfume
Cheerios: endorsing the product by telling the good it does (lower cholesterol)
Midol – use what I use to get rid of cramps
The secret life of the American Teenager:
Clean and Clear
Morning burst surge
Modern Family – Ipad Commercial 
whole episode about the Ipad
wants Ipad – wife and kids go to the store at 5, gets up late – comes the the store at 8 and all the Ipads are gone
gets the Ipad – stroking ipad saying I love you, I want you in my life and wife thinks he’s talking to her
Less like product placement and more like a 40 min commercial
Oakley Radars – Ogilvy
41 Million dollars in advertising time – if they would have had to pay
12 miners in Chile – there for 69 days before being rescued 
Bringing up miners one at a time 
Eyes needed to be protected – Oakley glasses cost (450 dollar glasses) 
Issued one to every Miner 
Looks good for Oakley being charitable 
News of donation was leaked to the media before the rescue – accident? 
People realized that the glasses were Oakley
Marketing attempt backfire? Might be perceived as less Charitable than thought – taking advantage of the situation?
Pizza Hut rethinks US presidential debate stunt after criticism over product placement
guy asked if they liked sausage or pepperoni on their pizza
money given to the person who asked the question to Romney or Obama
Taking a serious debate and making it into a advertisement for Pizza Hut – pulled the contest

Is product placement unethical?
Not going away
Some may be so obvious that we don’t even notice anymore 
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Where is it appropriate? Is it okay or not okay?

Lecture 6 - Sex Sells // Sex and Money
Ad with Secret Anti-Abuse Message for Kids
Different image by height – area only visible for children under 10 
The better the technology the better things we can do
Dental floss ad – food stuck in teeth (disturbing) Colgate
Hand on shoulder 6 fingers – don’t notice due to food stuck in teeth
Extra arm on guys shoulder
Guy missing an ear
Water ad – contrex ad 
Dancing person – energy from bikes 
1984 Superbowl ad – Steve Jobs 
why 1984 won’t be like 1984 
most famous ad of all times
based on 1984 book
Beginning of the age that we are living in now

Celebrities in advertising 
Not as lucrative as in the past
Problems that come with it 
Celebrity endorsement – don’t say they use the product and just wear it 
Problems:
bad affiliations 
Snoop Dogg and DeStrom – Hot Pockets ad 
Pocket like its hot 
Putting celebrities in an ad does not have as much impact as it used to have! – ad needs to be creative! The celebrity can not carry an uncreative ad
Today’s consumers are less impacted by celebrities and more by the people around you
2010 – Worst celebrity endorsements: 
Tiger Woods  Nike “Did you Learn Anything?”
Lance Armstrong  Radio Shack “No emoticons”
Kenny Mayne  Gillette “Good Segment”
Dale Earnhardt Jr.  Nationwide Auto Insurance “Coverage at right price”
Donald Trump  Macy “Making Timmy a Mogul”
2010 – Most Effective Celebrity endorsement:
Oprah Winfrey: Liberty Mutual “Think You Can Text and Drive?”
Ed Burns: iShares “Ed Burns Swallows Camera”
Oprah Winfrey: Progessive “Matthew Wilhound Killed by Cell Phone”
Oprah Winfrey: Progessive “Distracted Driving”
Carl Weathers: Bud Light “Bud Light Playbook”
Charlie Sheen – Tweeting endorsers
Helps brands connect with consumers 
Company has more than 100 celebrities who tweet about brand – paid between 200-250000$ to tweet on behalf of brand 
Kim K – Was the top prized celebrity until Charlie Sheen came on 
More than 1Mil people followed him when he joined twitter
Negative images – you never know what the celebrity is going to do while representing your company

Sex Sells 
Diesel: Sex Sells* Unfortunately we sell jeans
Men are being more sexualized now
Connection between the way women are portrayed and sexual abuse
Quiznos Ad:
sub – making it sexual 
say it sexy
Burger King – banned ad:
BK girls share everything – cooling shower, burger king tastes better
Exploits women
Plenty of women with good bodies who have no problem with it and is the only thing going for them – the ones that complain are usually the ugly ones

UK Version – Razor Ad (Mow the lawn)
mowing the lawn, time to trim the hedges, small bushes
feeling rough around the edges? it’s time to trim the hedges
all the thing you can see is tulips (two lips)

Axe Deodorant: 
Axe is owned by the same company as Dove – self esteem for women (dove) – opposite as Axe
Axe Effect – Billions
Old Spice Guy:
Sexualizing men – done differently than women
Men less likely to be attacked 
Using Sex to Sell Beer Montage:
Sex in alcohol advertising – Nick Mattingly
When your lady-friend can’t to fridge bring the fridge to her
Sex appeal associated with those body parts – sex as contest where anything goes 
Drinking beer – woman gets more sexual/hotter as you take more sips 
Guinness – on the womans back share on with a friend or two (blowjob sex etc )
Sex is exploited every day in ads
Bud Light Lime (now available in the can)
Vodka (Skyy and Belvedere)
Rent-a-puppy : Jim Bean 
Wisers – rip in sweater 
Guys never change (get distracted by a woman walking by): Jim Bean 
University of Georgia study:
Sex sells because it attracts attention. People are hard wired to notice sexually relevant information so ads with sexual content get noticed.
Associating sexuality with a product they may believe on some level that that’s actually going to happen if you buy that product
Using sex to sells – alcohol to banking services : there has been an increase in the use of sexual ads
Sex used to sell low risk products then high risk informational ads –> Less expensive – that you are more likely to buy on impulse
Early 1900’s showing an ankle was considered sexual 
Things we are seeing now would have been more shocking 100 years ago – have to keep upping to keep the attention going

Tom Ford For Men
The first remote control ever invented – Jewelry store ad
Fruit
Bread is life – Bice 
Noodles – teenie weenie price
Lube Ad – Play Durex (Wet Pussy)

Calvin Klein – Bad boy of the 80’s
1980 – Brooke Shields (15 at the time), very sexual commercials 
Idea of liberating for young women
Comes been me and my Calvins (whispers: nothing)
Criticized by having models in suggestive positions
Kate Moss and Markie Mark 
Position of models 
Almost Naked
Kate Moss
Naked in Obsession for Men 
1995 – Crossed the line between advertising and pornography 
poor porn back in the day 
creepy
ads were banned
Got into a lot of trouble – made him more famous
New big billboards – Calvin Klein underwear
Kids underwear – in nytime etc, were supposed to find as much love in ads as in a family
Accused him on sexualizing images of children 
Ads were found as disturbing and exploiting children 
Massive letter campaign to retailers – threat to boycott the stores (asked not to carry the ads) 
Increased his popularity (voluntarily pulled the ads)
No matter what Calvin Klein does we just read something sexual in it
Not as much as a family picture as they said 
Finger looks like a little dick – no accidental that they chose that picture
Other kids package bigger than it should be
Sent his coolness factor through the roof
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Advertising and Culture

Culture consists of :
body of learned behaviors
common to a given human society
acts like a template (shapes our behavior – passed down through generations)

different rules in different countries
mental processes
beliefs
knowledge
values
Qualities that are transmitted genetically can also be social (genetic part is waking up in morning and being hungry – cultural part would be what you decide to eat for breakfast –> different things served in different cultures) 

Advertising: 
Advertising permeates modern culture – a lot of people are unaware of what it does
Companies are competing against each other (the soft drink you drink when you’re 12 is the one you’re going to drink, for the most part, when you’re an adult)
“What’s wrong with that?” – by focusing so much attention on the different options we might be focusing too much on the material world instead of on what’s really important
Advertising reflects our culture – being created by people in our society – also creates our culture

Manipulation and Absorption into Society
1. No strong evidence that people are apathetic
people are aware of advertising
sometimes buy certain products in ‘limelight’
2. Influence is very slow and inconspicuous
changes affect how we talk, dress, act, etc.

Trendspotters
‘cool’ predicts the future
alpha consumers – non-cool people are thought to follow within a year  UGGs movement (someone started wearing them and a year later everyone wore them). A lot of money is spent on finding these people 
Trendspotters look for Alpha Consumers and then sell the information to companies

Merchants of Cool watch video – link is on slide

Agencies
Zandl Group – Irma Zandl
Always on the lookout as to what young people are doing
8-24 is who they are targeting – ethnically and geographically diverse 
Travels all over the world
They fill out plenty of questionnaires – basically finding out what their favorite brands are 
Makes hot sheets  big companies subscribe to it 
Kids get product samples etc 
L Style Report – Claire Brookes
Urban pioneers (what she calls her trendsetters)
Use women to do research (they are better at doing this kind of work)
She gathers information from young people and sells them to her customers
Youth intelligence – Jane Rinzler Buckingham
Got about 4 seconds to tell our find
Goes to high-school / cool bookstores  many different countries 
Look Look – DeeDee Gordon
Gives the kids pagers. 
Field correspondents – they tell her what’s hot 
Digital cameras to give her images etc
With technology she can instantly put things out there for her contacts 
Her clients can ask her to communicate info to her sources and they give her feedback 
E.g. Calvin Klein “Crave” – asked sources which name sounded best for the perfume.

Globalization of popular culture / the “American Dream”
As individuals we travel around a lot more now – how we are integrated
Multinational companies are also a way for us to be more integrated in the world
“Advertising is a potent force for change… selectively reinforcing certain values, life-styles & role models.”
Industrial revolution changed our attitude towards consumption
with technology the price of goods went down
people who couldn’t afford the products back when they were handmade can afford them now – no longer only for wealthy people 
now being reenacted on a global scale
products are available to everyone / in more and more countries – access products they couldn’t access before
1900 exposition in Paris – goods replaced other aspects of culture to meet emotional needs
US was the land of dreams
Third World Countries used to be unaware of what was available but now they are aware and know that they want access to it as well

Representations of American Culture
Coca-Cola & Happiness 
Original version had alcohol and cocaine 
People complained of headaches – coke and alcohol were removed
Don’t talk about the product but what the product will do for you
Hilda Clark – 1895 
1941 – first time Coke is used as a nickname 
1971 – Coke theme song came out for an advertising
80’s – Coke and Pepsi taste test
1982 – Coke products in movies (buy Columbia pictures)
1960’s – Happiness theme started
Bliss, Happiness and Freedom
Became a part of our thinking 
Seeing the ads and associated them to happiness
Today:
‘Life tastes good’
‘feelings of optimism, of brightness, of spirit’
Polar Bears 
amount of money said to contribute was not significant 
took the advertising campaign made a part of fundraising which made it a better view of company
Santa 
Coke changed to a red/white suit   selling Coke in the cold and wintertime 
Not the first company to use Santa
Coke made him popular
Created the modern image of Santa
Coke truck ad – something is coming (Christmas season)  supposed to make you warm and fuzzy and excited about the holidays
Coke Zero for the anniversary of 007
win tickets to see Skyfall – running through the train station
2009 – trying to get into different markets 
Coca-Cola Blak
Didn’t go well at all 
US, France, Canada, Czech Republic, Bosnia and Herzegovina, Bulgaria, Lithuania
Coca-Cola Citra 
Bosnia, etc
Coca-Cola Orange
France, Switzerland, Germany, Austria, etc
International Campaigns
Local sensitivity (has) become essential to success
100 years of Coca-Cola
Famous Italian Designers designed Coke bottles (limited edition)  adapting it to a country
Australia   coke label replaced with most popular Australian names
Campaign in India – 1996 cricket world cup official sponsors
Canada – 2010 Winter Olymics  ad with Canadian Hockey, when they won they changed the ending of the Ad

McDonalds and Family
Portraying warmth and a real slice of every day life
Overall McDonald’s experience
companionship, family
Renovations show that they are changing their targeted audience ( free coffee for old people / more comfortable booths)
Trying to portray the image of warmth and companionship 
From the beginning associated themselves as being the happy place
International Campaigns
Had to adjust their menu all around the world
McCurry Pan in India
Singapore  Skate-Thru
Serve wine in some McDonalds
Wedding chapel McDonalds
“Think locally, think globally”
Thigh meat instead of breast meat in China, Chinese New Year meal 
Japan: Teriyaki Burger etc  try to fit into the local cuisine

Nike and Victory
Focuses on individual triumph
Facing and overcoming challenge
resisting excuses
using creativity to express individuality
theme: be the best that you can be
“Everything your need is already inside” – promoting athletes of all levels
Free Yourself Campaign
Find your Greatness – London Olympics  don’t actually talk about the Olympics
Kid that doesn’t look like an Athlete – have him running along, put a spotlight on non-Olympians (big time inspiration)
International Campaign:
“We have to approach our brand marketing from a global point of view, but also must devise a country-by-country plan to make the brand art of the cultural fabric”

Conclusion: 
Does globalization homogenize culture or Americanize culture?
Coca-Cola, McDonald’s & Nike
Claim need to adapt to local cultures understood
BUT
only makes products more familiar
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still represents of American values and ideals

Coke vs. Pepsi 
Pepsi Halloween ad – we wish you a scary Halloween 
Coke reply – Everybody wants to be a hero


Advertising and The Other
Minority Groups:
Historically, “only white sells”
didn’t disturb white values and norms 
reinforced stereotypes
it was typically white men who were a part of a good social class
poor people, women, different races, etc were only rarely portrayed 
didn’t want to alienate the white consumer base
not going to show anyone that people might not want to see which strongly reinforced the stereotypes (helping perpetuate negative values and views)
Aunt Jemima: “Pancake Days is Happy Days” 
Wearing a bandana 
Represented like a maid / servant
Representation of the southern states and the way they live
Quote bubble has very stereotypical language!
Aunt Jemima Family Cardboard, if you bought the boxes you’d get clothes etc to dress them up (kind of like cereal box prizes)
Humor is used to neutralize racism in ads but it usually backfires
Uncle Remus Syrup (same stereotypical statements)
“Why doesn’t your Mama watch you with Fairy Soap” – Fairy Soap ad
General Trends:
Minorities are Invisible
Minorities have not been included in mass media unless there is a convenient reason to do so (e.g. Aboriginals)
Don’t have a voice and can’t make decisions (not part of the organization – less likely to be a part of the ad) 
Media Whitewashing – perpetuates invisibility of whatever minority you’re looking
“Aren’t substantial contributors to the society so we don’t include them in the ads”
Racism has gone more underground that it used to be but it is still going on  advertising is in part responsible for this representation and these changes 
Minorities as a Social Problem
When they are represented in the media there is some sort of issue that needs to be addressed 
Natives seem to be excluded from any kind of advertising 
Minorities as Tokens
People in the background of the ad – more as like a decorative feature in the ad
Are usually for entertainment
The way they are portrayed usually fits the stereotype
Are not in the spotlight of the ad 
Minorities as Stereotypes
Racial minorities have long complained about stereotypes
Represent in a way that fits the prejudice and the generalizations that we have (sometimes to the point of it being ridiculous)
Disney Films have a lot of the stereotypes which shapes how kids see certain people – e.g. dancing Indians (dance is sacred and it is over exaggerated in these movies to the point of being offending)
Ad by Intel: 
Multiply computing performance and maximize the power of your employees
Resembles white plantation owner with 6 black men bowing down to him
White man is smirking 
Intel claimed innocent but how can you not see this?
We may be so oblivious to this imagery that it just passes us by 
One publication ran the ad as Intel pulled the ad – wanted to voluntarily pull the ad
Ashton Kutcher for Pop Chips
Playing Indian person ‘Raj’ 
Was supposed to be a lighthearted laugh - parody
Public apology – said what you hear all so often (didn’t mean to offend anyone, etc)
Sony Ad
PlayStation Portable “White is coming”
Not designed to be received in the way that it was in America
White woman squeezing black woman’s face (has power over her)
Burger Kind has a history of problematic ads
Black people & fried chicken 
Stereotype: Black people make lots of fried chicken and like fried chicken 
She said it was pitched to her differently (Mary J. Blidge)
Mexican Wrestler ad
The taste of Texas with a little spicy Mexican 
Fact that they are showing a Mexican flag is not allowed 
“the little Mexican”
American Apparel:
Model holding on to Hispanic farmer 
Series by Californian artist 
Criticism:
Man could be undocumented worker 
She’s hanging on to him like he’s a accessory 
Man is actually a good friend
Company was surprised by the reaction of the Latino / Hispanic community even though they have done a lot for that community
Nivea: 
Recivilize yourself campaign
Man clean cut, shaved etc, and he’s throwing away his old look (long hair, beard, etc)
Was criticized for being overtly racist 
Released an apology
“Look like you give a damn”
Eska Water Company:
Just bottling water, or racism too?
3 Native / Aboriginal looking men (Native Warriors)
Meant to be protecting the sacredness and the purity of the water
Nike
Now you know 
Nike Hyperdunk (July 26)
Not meant to be offensive 
Said to be insulting to gay men and the black community 
Chia Heads
Barack Obama 
Product was racist and bad taste
Obama being black and blacks have afros so chia heads growing into an afro… 
Did it for Romney too 
Argued that people are becoming too sensitive
Vogue:
Gisele and LeBRON cover compared to ad to enlist in the arm (destroy this mad brute)
Diesel: 
How to control wild animals 
Colored women made to look like animals 
Lying down on a Zebra print
Quaker Life Cereal:
Regular has white people
Cinnamon has darker people
Maple and Brown Sugar has black people
Saying that the norm is white people


Elderly in ads:
Whenever you see older people in ads you instantly assume it’s medical – stereotypical products for elderly individuals 
Old habits die hard
Target younger people and then make you a consumer for life with that company
Old people are often ignored all together in advertising
Older consumer is often taken for granted 
AARP’s campaign in advertising trade publications
“When you turn 50, doctors don’t pronounce you dead, advertisers do”
Ball State University study – 2005 
45% of college students & 74% of seniors would stop buying a brand because of offensive ads
Examples:
Gemini
See under normal lights (old woman) vs. Seen under lytequest lights (more attractive younger woman)
Winston:
Old men should stick to hitting on old women 
Kiesel Camera Bags
The old bag you’ll actually love (stereotypical with the saggy skin)
Campaign for real Beauty – Dove
Wrinkled?
Wonderful?
Will society ever accept that old can be beautiful? Join the beauty debate
Banned ad – too much nudity 
but woman is covering herself
banned because of nudity or because she is older?


The Differently Abled
Disabled are excluded/deliberately ignored 
denies role as consumers
Present a particularly distorted view of disability and disabled people
to raise money
There is this idea that disabled people don’t exist as consumers (e.g. women in wheelchairs are said not to wear make up, but they do)
If you see disabled people you will only see the most attractive ones (none that could offend or disgust anyone)
Comment by an author on the slides about girl with CP (quotes on last few slides)
Debenhams First to Use a Disabled woman in an ad
She is just as much part of the ad as the other ones 

Action for ADD
Airport luggage carts made to look like a wheelchair 
English Federation of Disability Sport
He didn’t lose the ambition to climb Everest 
Lululemon 
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Athlete with Disability 

Advertising to the Gay/ Lesbian community  (GLBT)
Ads with them are rare
More common now but not explicit 
Gay Window Advertising?
Images coded with subtexts intended to be 
understood by gays and lesbians
hidden from heterosexual audiences (want the GLBT community to understand them but not offence anyone else)
Use of:
androgynous hands
rainbows
certain colors
AIDS ribbons
pink triangles (like counselors who want to show they are open to talk about it)
Examples:
Dolce and Gabbana – tailor shop
A&F Boxers  - risqué ads , can be all kinds of interpretations
Calvin Klein – 2 men sleeping, more explicit (two men in relationships)
Only a few companies do this in mainstream media, others do it strictly for the GLBT community 
Subaru – It’s not a choice. It’s the way we’re built  Subaru told female employees not to buy a Subaru because they will be thought to be a lesbian.

Gay.com is by far the gay market dominant leader (aggressive advertising campaign) 
Target – Be yourself together – 2 men holding hands, every wedding gift registry as unique as the two of you
The States not nearly as gay friendly as Canada is. There have been several cases in London of people having been beat up for their sexuality.
Big discrepancy towards men (Adam Lambert and boyfriend )

Market challenges
Lack of gay consumer research on a national level
Editorial content/advertising issues for image-conscientious corporations
Labour-intensive media planning/buying to reach gay/lesbian market
Looks can be deceiving (the looks have nothing to do with your sexuality) 

United Colors of Benetton:
Billboard advertising 
Beneton’s “reliance on minorities has helped to target an audience, attract attention, arouse interest, construct appropriate image, neutralize resistance, and create conviction”
Success has come from using these images 
Started in Italy, have outlets on 6 continents, use issue oriented ad campaigns 
Ideas about: 
racism
sexism
human rights
animal rights
environment
Want to put ideas out about these issues 
Advertising strategy:
“born of the company’s wish to produce images of global concern for its global customers”
Humanitarian aspect followed
“series of wild, attention-getting visuals that were later rationalized as expressing the company’s concern with social issues”
Controversy: 
Use startling images of diversity – Black and White
Is this really what they’re doing? Are they trying to push social issues?
Rely on minorities to:
target an audience
attract attention to the issue and themselves
arouse interest
construct an image
Try to endorse differences / celebrate differences
Want to stand out from the commercial clutter 
Establish brand loyalty
Target audience:
affluent 18 to 45 yrs
impressionable when audience is young
tired of fake ads
Benetton 
appears to violate every rule in the book
focus on consumer needs not products
advertising not about selling products 
BUT – buying specific consumers by associating product with socially relevant images 
Some say it is just a strategy to get people to buy their stuff.
Have been accused to use sweatshop labor 
Unhate campaign – confusing video showing their messages
World leaders photo-shopped kissing – cause considerable controversy
Had to pull the ad for the Vatican – said it was offensive to the pope – weren’t forced to pull the ads of the other leaders
Reactions are varied:
boldness to be applauded
convey a message of concern & connection to world
a marketing ploy
Bottom line is that they are very successful with what they are doing 
Do these ads encourage you to buy Benetton clothes?
To whom do you think these ads would have the most appeal?
Is the company exploiting pain and prejudices that some people suffer in order to draw attention to its clothing?
Can a company sell a product and change public opinion at the same time ? Not usual

Buy Nothing Day
Ted Dave – 1992 Vancouver
Last Saturday in November
Protest against over-consumption
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65 countries now participate 

Exam: 
Not cumulative
60% 
100 questions 

Gender Portrayal in Advertising 

Men are/should be:
masculine, dominant, strong, aggressive, intelligent, rational active
Women are/ should be:
feminine, submissive, weak, passive, intuitive, emotional. Communicative
Ads that show the stereotypical representation of men and women are more successful 
Advertises like to use the stereotypes because they only have a very short amount of time to get the message across and you get more favorable responses 
We want barbies to look more like regular women: make a Barbie that looks more like real women but no one bought it 


Representation of Women
Girls in fewer commercials than boys are 
Girls are valued less than boys 
In every society around the world, men are valued more than women 
Portrayal of females in ads
Tied to home (mothers, wives, homemakers) 
Thin and beautiful
Feminine ideal (what it means to be a real woman) 
Subservient to men
Sex objects
Weak and vulnerable 
Only 5% of women in society look like the women in ads 


Advertising creates gender stereotypes
Refelects gender strereotypes and creates them as well
Advertising sells normalcy - Sell this idea of whats “normal” in society
Creates an image of the perfect man or the perfect woman
Less than 5% of population matches up to that ideal that we have 
Advertising needs women to feel insecure about themselves or they will not generate more capital 

Stella Artois ad
Comparing women to beer “she is a thing of beauty” 
Turning her into an object

Guiness ad
Beer ads guilty of representing women in a certain way

Women in advertising
Functional ranking- depicts women being associated with the home; men in executive roles and more functional when collaborating with women 
Relative size- depicts men as taller & larger than women , except when women are clearly superior in social status  (racial differences: men from a minority group, women will be shown taller than the man from the minority group) (women are most often seated or being lifted up by the man
Ritualization of subordination- overabundance of images of women lying on floors and beds or as objects of men’s mock assaults  (black women quiet often shown in animal like poses and settings i.e. in the desert)  (ad of a woman where she is swimming but instead she looks like shes just dying in the pool) 
 Frail and vulnerable -  women are shown as being non-threatening and submissive 
obejectification- women are ‘pieced up’ (just showing parts of the women’s bodies – ie legs, breasts, bum – women just become body parts and NOT a full person) (women since they are objectified sexually are more likely to be sexually assaulted than men since they don’t have this problem as much in advertsing for men) (quiet often will cut off womens heads in ads) (bondage also shown a lot around women) 
feminine touch – tendency to show women cradling and caressing the surface of objects with their fingers (70% of time womens hand is tracing outline of object, cradling it, caressing it “ritualistic touching”  vs. men who are usually grasping, manipulating something)  (women holding themselves, stroking their body)
in childlike poses- tendency to infantilize women ( innocent, vulnerable further increases their changes of being a victim of violence) (blur the line between child and adult when portraying women) ( little girl dressed like an adult women example)  (Dakota fanning ad where she looks very small and innocent like a child)  (Dakota fanning ad number 2 where she is portrayed as a child with a perfume bottle positioned between her legs- ad got pulled deemed as innapropriate) 
as sex objects – Tendency to show women in sexually provocative situations using phallic symbolism ( jean kilborne – is the representation of women and their sexuality shown in a positive light or not? )  (Pamela Anderson ad essentially saying women are animals and can be separated into separate body parts) 
demeaning portrayals – tendency to show women in demeaning postions or situations (women often shown on hands and knees with butt in the air) 
victims of violence – really enforces sexism in society, not necessarily violence happening in the ads but some sort of attack (dolce and gabbanan did a whole campaign on mock gang rape scenes ) (number of dead women in ads is actually quiet a lot) 
no voice- tendency to show women with mouths covered or symbolically silenced (not an equal balance of men as women in key figure roles such as presidents, CEOS, etc.- not as much voice) 


Portrayal of Men in Advertising
stereotypical presenttions of men:
independent
savor freedom 
adventurous, 
intelligent, 
keeping cool,
 competitive, 
ambitious,
 use/sell important items, shown with big ticket items (typically men advertising these, when women is in this type of ad she is uaully just there as eye candy) 
, authority figures
cannot have voice of authority being male (usually women sweeping floor in ad while man voice talks about how great of a product it is)
advertising narros definition of what it menas to be a man :
in charge
self- contained 
often alone 

 

New Representation of Men
body shop, dove, have tried to represent men and women differently but tend not to be very successful 
starting to sexualize and objectify men 
increase in number of men suffering from eating disorders (more men getting hooked to doing stereoids) 
reversal of orders: now men lying down naked on couch and women next to her sitting up and fully clothed and looking very in charge
women that are shown in charge of men still using a lot of sexuality 


Comparisons
advertising underwear
women ad: bondage
men ad: hands on hips and staring at camera in an intimidating kind of way
levis ad
women ad: hands tied above her head in her sweatshirt (simulating bondage)
men ad: looking confiedent, incharge 
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Positive changes in gender representation in advertising 
Dove: made changes for women, but also moved into the market for men’s skin care products 
Men as caring & sensitive – if they show children its usually boys and in masculine way (e.g. with a football) 
Saturn: 
The infinitely fertile man – the seven Passenger Saturn
The noticeably better than her boyfriend at sports girl – the go anywhere, do anything Saturn
The wildly rational woman – the make sense on so many levels Saturn
Women want to be addressed as consumers 
Dove ads – old, fat  not important 

Children and Advertising
Look at slides, rules will be posted
Rules on advertising to children :
not all the TV that children are watching is Canadian, the US don’t have rules
no advertising to children under 12 – Quebec
Pester power
Persistence nagging – just keep asking over and over again
Importance nagging – more sophisticated, appeals to a parents desire to provide the best for your children
“We’re relying on the kid to pester the mom to buy the product, rather than going straight to the mom.” – Barbara A. Martino, Advertising Executive
Want to make money no matter what – that is the goal
Building brand name loyalty
If you get a kid on board at the royal bank when they are saving their dimes they will stay with you. 
Naomi Klein – No Logo
Mid 1980’s
Birth of a new kind of corporation
Primary focus – create image for brand name 
Born to buy book 
At 6 Months – mental images of corporate logos & mascots
at 2 years – brand loyalties established 
at 8 years – about 800 brands can be recognized
For years,
cultivating brand recognition in children
Now,
adult-oriented businesses getting in on act
Magazines launched kid & teen editions (e.g. sports illustrated kids)
Banks and Automakers are key players in targeting kids 

Captive Audience, Advertising invades the classroom (movie)
Marketers can no longer wait until the end of the school day to advertise to children
They want to build their brand loyalty
School is where kids are every day which is why it is so crucial for advertisers to get into schools 
If you bring it in, that’s the final step – they are exposed to commercial messages at all time now 
They are surrounded by advertising in school and outside of school, parents can’t keep their children safe
Values and goals of education are different from advertising
The most manipulative way of advertising 
Teachers have decided they can engage students by talking about things they are interested in – which it usually is. e.g. Hershey’s kisses subtraction book or M&M book
The objective is to sell, by using those books you are endorsing this product 
Many schools can’t afford new books and are therefore more likely to use those “sponsored / promotional” materials. 
What they get is typically a billboard
Exxon oil spill – video made the spill seem like the easiest thing to clean up and turned it into a positive light – not necessarily the way you want to teach kids
The tools should be genuine educational tools 
Channel 1 – brings commercials into the classroom
Kids get news but they have to endure the ads too
3min of the 12 min are news – 2min of advertising, rest is quizzes, music etc

Channel 1 is a requirement for US kids 9 days out of 10 – that’s how advertisers have gotten in. 

Direct Advertising
advertisements in the halls, walls, etc. 
Book covers 
companies are supplying book covers to use on textbooks but they are covered with ads from those companies 
Agendas 
it costs 5000 dollars to give agendas to students
advertisers will supply them – they are filled with advertising 
Educational posters
(world map – donated by staples)
Somewhere on there there will be a name of who donated
School lunch menus in cafeterias 
becomes a food court with advertising 
vending machines in hallways 
on average boys drink 3 cans of pop a day and girls drink 2

Public relations materials
called ‘Sponsored Educational Materials’
can get them at teacher conferences, in teacher magazines, etc
recycling program that Nike offers is a form of advertising 
Kraft – eating healthy guide 
Shell – gas takes you to nature, etc
Who’s running the schools? 
Pharmaceutical company says they will donate if you do some tests on pills – will you tell them if they’re not as safe as predicted?
Contests, samples & incentive programs 
Sponsoring school events – Dr. Pepper sponsored a homecoming event 
Athletic fields, scoreboards, gyms, libraries, playgrounds, etc.
Companies will sponsor a building for naming rigts 
Video dance parties into schools
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Ads:
Christiano Ronaldo – Pepsi Max by Sweden, as Voodoo doll and crushed by a can and tied up.
Ford – Berlusconi (girls in trunk – loads of trunk space), produced in India – pulled the ads, other one is Paris Hilton with Kardashians in the trunk
Tide and Downy – The Princess Dress, shows dads in a different light 
Social Advertising
In Ancient Greece & Rome
Campaigns to free slaves
try to influence and motivate people, try to convince people or change their mind about something (take note about issues)
In England
to abolish debtor prisons (if you didn’t pay your bills you could be put into jail / if you were bankrupt)
to grant voting rights to women
to do away with child labor
In 19th century America
Movements: abolition, temperance, prohibition and suffragette
regulate quality of foods and drugs
Health promotion strategies at Health Canada
Canadian Gov are the number one advertiser – spend the most money on it 
Deliver health promotion messages to specific populations (e.g. smoking campaigns, young people and women, 2nd hand smoking, etc). Examples:
Wireless / Cell phone – waves can strongly influence you. Down the road we’re going to have loads of consequences from the wireless waves and cell phones
Drug abuse
Drunk driving ads – has transformed our behavior
Breast cancer screening
Nutrition
Exercise
Help individuals make decisions related to maintaining & improving health & well-being
The environment – having safer water, clean air and saving trees etc
Education – stay in school, get work skills, literacy 

How it got started … the 70s
Lalonde Report 1974 – shaping our broader approach to health, more information on diseases, etc.
“A new perspective on the health of Canadians”
Key philosophical issue
Should government be a in business of 
modifying human behavior?
marketing social change?
YES. Which is why we have seen all kinds of campaigns since then
Participaction (1972) – first health government campaign that really changed people point of view 
Dialogue on drinking (1976)
1980s … Social Advertising becomes institutionalized

Examples of Recent Social Advertising Campaigns
Dave the Amazing Mind Reader – Internet Security, major faux pas that people do 
The Earth – She’s Alive (Watch at home)
Cruise ships dump sewage into the ocean every day
Coca-Cola – Polar bears are running out of ice and drift out onto the ocean.
You have to get somewhat dramatic for social advertising but not so dramatic that people get annoyed 
Childhood obesity ad Australia – woman gives child an injection
Cross the line?
Obesity is a structural thing – there is a bigger picture
You have to get your message across without crossing the line 
Anorexia and bulimia
Boys are affected just as much as girls
Ad with girl seeing herself and a lot fatter than she really is 
Your baby sleeping with you just as dangerous 
Baby sleeping next to the knife 
Put your baby in a crib
If you roll over your could kill your child is the message
Rather extreme ad
Abortion : life cannot be thrown away
Caution: you washed, this guy didn’t – doorknob on penis
Stop Smoking YouTube video – perhaps one of the best anti-smoking ads ever created
Kids asking for a light
Thai health
How effective are the packs of cigarettes with gross images on them? Some people ask for the ones they don’t mind
It looks just as stupid when you do it – animals smoking 
Biggest killers in Oregon – Death by brand (smoking)
Second hand smoke campaigns
Protect your children from second hand smoke campaigns
Homelessness: 
For some people this is indoor advertising 
More people living in the streets – more children 
The backseat is no safer. Belt up. 
Sex Dolls Fight Mexican Machismo – the woman is not a object 
Welcome to Condom Country. HIV is on the rise is Toronto. Ride Safely.  got into trouble because it looked like a Marlboro ad.
HIV testing targets everybody
Aids foundation Chicago – When will it go out of style?
Does humor in ads work? Questionable 
Drunk driving – one more for the road could be the last 
Not everyone who gets hit by a drunk driver dies

Workplace safety:
There really are no accidents: prevent-it.com
Thought to be too graphic – have been taken down
Did they cross the line? – idea of the ads might be misconceived 
Most of people in accidents are in their first year of their job and may have not been trained enough
image1.jpeg





Sociology 2172a Advertising and Society 10913 1223

T Savniang v dvasng

e, S oy, g hove 5 e f 4 OG5 4.0 o

Chongs sy when averisin s ARCES.
ol Cont o prnts e wht o ok s accptale s

Tinosctonsacy 3
-
oottt (nht s shkd e he)

ivtaged fom o dcaurs - who usncs v he (arents, ot
s o hos e b y s (i peop 1t
Gotns ey werand e st ey o)

avertsing ramtes s 10049 peap. - v when e dnt ik

T e ——
ooy hae kYo oo ks o,




