Lecture 7 and 8 - Advertising and Culture

-American culture is being globalized

-culture - body of learned behaviors, common to a given human society, acts like a template, so ppl know what appropriate behaviors are
-culture is learned
-resides in all our behavior
-generational conflicts in canadian immigrants
-culture consists of our mental processes, beliefs, knowledge, values
-not just a set of rules, its what ppl are actually behaving
-many qualities of human life transmitted genetically, e.g. the need to eat
-culture is learned, e.g. what you eat

Merchants of Cool
-how advertisers tap into young ppl culture
-teens have lots of disposable income
-$150 billion industry

-teens are most studied generation in history
-32 million teens, largest generation
-parents want to keep teen happy, lots of "guilt money"
-teens nowadays grew up in world made of marketing
-typical teen process 3000 ads a day
-massive quantities of entertainment media
-lots of channels, teens all segmented already
-teens dont operate the same way, unresponsive to brands
-only cool, certain kind of personality, certain social player is what keeps changing and fuels teenage preferences
-lots of expert agencies that are cool hunters
-its about how good u trust the interviewee
-correspondents go find cool kids
-corporations kill cool, so companies need to find it before it goes big
-forces cool to move onto the next thing
-kids perceive ads as the enemy
-needs to sell lifestyle, sell the culture
-need to get really involved in the culture, think how they think
-sprite and hiphop married to each other, it IS hiphop
-entertainment companies own films, music, sports teams, etc used to colonize teen society
-entire MTV is one advertisement, sell shows, sell upcoming movie, sell mv
-MTV needed to change along with kids
-they go to teens house and ask about opinions



-advertising permeates modern culture
-ppl unaware of how much it really does
-companies are competing against each other for your attention
-we benefit from more choices, etc. but ppl are kind of being manipulated
-wider, more important issued ignored
-negative impact on our society culture
-media and advertising feed off each other
-is culture created by advertising? is advertising reflecting what is in our culture?

-tv - including advertising, poses serious danger for all cultural production including art literature, science, philosophy and law
-dramatic effects from implementation of tv, ppl didn't go out, ppl got fat, academics went down
-advertising has helped create false reality
-news shows murders more than before, but in fact murder rate is going down
-becoming an avenue to really penetrate our lives
-advertising claims to record reality, and actually creates it

Manipulation and Absorption into Society
-we are able to think for ourselves, we are not total zombies
-no strong evidence that ppl are apathetic
-people are aware of advertising
-we dont give them enough credit for making decisions
-sometimes buy certain products in limelight
-in 1960s new phenomenon on cultural scene
-on macro level, influence is very slow and inconspicuous
-affects how we talk and dress, etc.
-maybe make some values acceptable that werent before
-e.g. kleenex is a brand name
-values are absorbed into our society












Trendspotters
-people that are hired to find out what the next cool thing is (aka cool hunters)
-cool predicts what the next best thing is
-alpha consumers start using trend a year before other people

-companies are actually paid to find out cool stuff

-e.g. UGGs weren't really attractive in the beginning
-it became cool and people bought them as something stylish

-correspondents aged 8 to 24 are paid, given perks to find out what's cool
-need to be diverse ethnically, in wealth, gender

-companies pay subscription to "hot sheet" to see what's hot right now
-trendspotters go find kids and analyze and compile information for sale
-the minute a trend is spotted, so little time to tell the companies

-kids nowadays are wired to the trendspotters at all times, e.g. through texts
-no longer use questionnaires before
-networks are built through word of mouth
-cool kids hang with cool kids

-Calvin Klein came up with cologne name from asking kids

-if a kid chooses soft drink by 12-14, they will drink that for life


Globalization of Popular Culture
-we have become a global village with multinational corporations
-in the past, people don't know what's going on in other parts of the world

-emergence of globalization
-cold war period - polarization
-heavy separation between nations
-very little interaction between people, little travel 20 years ago

-globalization
-integration between nations, transnational corporations, individuals
-affecting
-economies (e.g. Greece affects EU)
-politics (e.g. presidents talk to each other)
-environment (e.g. Japan radiation spread everywhere)
-national security
-culture
-culture has diluted and overlapped between countries (Canada is an overlap of many cultures)
-brought on by multinationals and advertising

-corporations (e.g. Coke, Nike, McDonalds)
-aim to increase revenue
-also selling a piece of what it means to be an American

-Globalizing the American Dream
-advertising is a potent force for change, selectively reinforcing certain values, lifestyles, and role models
-e.g. elderly people are represented negatively, not valued much
-what you earn, what you have is what defines value
-in other cultures, elderly are very respected
-industrial revolution changed attitude towards consumption, shopping became leisure activity
-access to more goods, and modern concept of advertising began
-now being seen on a global scale (e.g. China) nowadays
-living in the third world, but heads in the first world
 -not very sustainable, if whole world wants access to vehicle, 7 to 8 people need to share one
-1900 expo in Paris
-goods replaced other aspects of culture to meet emotional needs
-dream world of pleasure comfort and amusement
-before industrial revolution, only certain products available to each class
-middle and working class could access products due to mass production
-feeling that owning a certain product makes you fit in
-today - fulfillment of fantasies with products from American culture
-e.g. McDonalds is a status symbol in foreign countries















-Coke, Nike, McDonalds
-sells status, sells what goes with it, rather than the product itself
-3 strongest representations of American culture
-lots of controversy, use all resources of third world countries
-Coke
-built on over 100 years of American life
-80% of sales outside of America
-first billboard in North America a train car
-at first, used high profile actresses
-promote happiness, bliss in 1960s
-Coke became trademark in 1941
-goal was to ensure everyone in the world chose Coke as preferred beverage
-wanted to globalize early on
-feelings of optimism, brightness, spirit
-had wars with Pepsi
-invented modern image of Santa Claus, made it easier to market cold drink to cold places



-McDonalds
-defined as fun and family, companionship
-remedy for loneliness
-Ronald McDonald most recognized character around the world
-changed marketing to include more segments
-focus on the whole McDonalds experience rather than the burger
-in 2009, put a lot of focus on coffee market
-Nike
-stands for dreams, irreverence, winning and competing hard and change
-markets personal victory
-markets image rather than product
-focuses on individual triumph, facing and overcoming challenges, resisting excuses, using creativity to express individuality
-incorporates stars worldwide in their ads to merge into cultures








-Local Relevancy
-have to make the product suitable to the local culture
-consumer in local markets must
-identify with advertising
-understand how it fits in life, society, country
-local advertising agencies must
-tailor to local cultures
-ensure relevancy
-Coca-Cola says local sensitivity has become essential to success
-tried to purchase largest juice manufacturer in China, but they rejected
-commerce industry says it would crowd out small companies
-created ripple in all multinationals, needed to an alternate expansion method
-McDonalds
-have to think globally, thank locally
-individual menu items in each country
-had to come up with alternative to beef in India
-use local movies and entertainment as part of their advertising campaigns
-Nike
-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 part of the cultural fabric
-success based on creative freedom of regional brand managers to tailor to local culture
-problem is that you have to re-designing, which is expensive, but effective
-incorporate local sports heroes, sponsor local teams
 
-does globalization homogenize culture or Americanize culture?
-three companies claim need to adapt local cultures is understood
-but one corporate image,none brand, one set of attributes


Lecture 9

-scent of cookies in bus stop
-ordered them to be removed, allergies, too intrusive, not fair to poor people, promoting obesity

Buy Nothing Day
-don't hope to solve consumer problem, but make people reflect on the purchasing decisions people are making
-global phenomenon that originated in Vancouver by Ted Dave in 1992
-only gotten popular in most recent times
-day after thanksgiving, Black Friday
-day where consumers can stop to think about their daily over-consumption
-do we really need all the stuff we buy?
-are products produced with care for people and the environment?
-price of new printer almost same as new print cartridge
-consumers and activists celebrate with actions and consumer boycotts
-activities
-joining marches through malls
-credit card cut-ups
-organizing shopaholic clinics
-activists
-aim to challenge themselves, families, and friends
-switch off from shopping and tune back into life for one day

-reasons for participating
-escape from marketing mind games
-reprieve from frantic consumer binge of holiday season and our culture in general
-expose environmental and ethical consequences of over consumption

-American surveys
-over 75% preferred a simpler holiday in 2002
-people aren't that happy abut the commercialization of Christmas
-83% long for more time with family
-worried that excessive materialism is having serious consequences for children, society and environment
-however, behavior is not changing
-82% more interested in photo album with memories than store bought gift

-some people are pushing buy nothing Christmas
-try buying less, environmentally friendly, buy useful things, spend more time with family, donate to charities


Social Advertising
-been existing since beginning of society

-in ancient Greece and Rome
-to free slaves
-in England
-abolish debtor prisons, grant voting rights to women, do away with child labor
-in 19th century America
-abolition, temperance, prohibition and suffragette
-regulate quality of food and drugs
-in recent times
-health promotion (probably most prominent)
-anti-smoking
-drug abuse
-safety issues
-HIV AIDS
-most advertising dollars spent is by government in Canada
-environment
-education
-economy
-human rights, racism, bullyng, etc.

-United Colors of Benetton
-racism, sexism, human and animal rights, environment
-born of company's wish to produce images of global concern for its global customers
-series of wild, attention getting visual that were later rationalized as expressing the company's concern with social issues
-e.g duck in oil spill
-target is young, impressionable, affluent individuals, people that are sick of fake ads
-tend to be very bold, get people's attention

-criticized for being just a marketing ploy, or do they actually care?
-difficult to determine
-using people, taking advantage of minority groups

-social advertising has to be out there, bold to be effective


Lecture 10 - Representation of Women in Ads

-functional ranking - depicts women being associated with the home

-once finish producing, we have no value anymore, old people not respected
-if associated with the home, less valued, don't make money
-some think that house work is most valuable though
-usually a male voiceover, make it appear men sound more important
-women depicted in workplace usually not in powerful position
-only beginning to change

-men showed with children, usually outside with a son, shows dominance

-relative size - depicts men as tall and larger than women, except when women are clearly superior in social status

-even though men are larger than women, it is exaggerated in advertising
-men have more of a presence in the ad

-ritualization of subordination - overabundance of women lying on floors and beds or as objects of men's mock assaults

-shown as being frail and vulnerable - women are shown as being non-threatening and submissive

-advertising does not cause anorexia, but there is relationship. The skinnier the models get, the incidents of eating disorders go up

-depicted as objects - women are pieced up, often don't see their heads
-easier to discount them, abuse them as a result

-with a feminine touch - cradling and caressing the surface of objects with their fingers
-mens hands usually hold or grasp things

-in childlike poses - tendency to infantilize women
-blurs the line between sexuality and innocence
-ultimately devalues women

-as sex objects - tendency to show women in sexually provocative situations using phallic symbolism
-submissive, demeaning manner


-in demeaning portrayals - tendency to show women in degrading positions or situations (Guinness commercial)
-showing women in this light, reflects their value in society

New Representation of Men
-recently makes woman more dominant than man in ads
-when women shown as powerful, it is done through sex
-appear to give them more power, but not a good power
-make a woman the product (perfume bottle)
-comparisons
-shows that men are in more favorable light than women
-men shown outdoors with status symbols

-car manufacturer realized that women have more car purchasing power, so they tailor ads for them more

Children and Advertising
-pester power - were relying on the kid to pester the parent to buy the product rather than going straight to the mom
-chidrens ability to bag parents into purchasing items

-this generation has more purchasing power than ever before
-kids more vocal about what parents should buy

-persistence nagging
-a plea thats repeated over and over

-importance nagging
-more sophisticated than persistence
-appeals to parents desire to provide best for children
-less kids per family, so more resources to one child (quantity to quality)
-a lot of parents dont spend as much time with their kids and feel guilty
-face time with kids per day is very little

-building brand name loyalty
-important for advertising with kids
-began in mid 1980s
-primary focus was to create mage for brand hame rather than producing products
-large companies moved to countries with cheap labor, freed up money to create powerful marketing messages
-tremendously profitable formula


-marketers plant seeds of brand recognition in very young children
-hope to grow lifetime relationship
-banks and car manufacturers are really effective at this

-according to center for new american dream
-at 6 months - mental images of corporate logos and mascots
-at 2 years - brand loyalties established
-at 8 - 300 brands recognized

-brand marketing must begin with children, even if a child does not buy the product and will not for many years, the marketing must begin in childhood

-for years, cultivating brand recognition in children
-now, adult oriented businesses getting in on act
-kids versions of magazines launched
-has ads for adult related products (e.g. minivan, hotel, airline)

-if we seriously thought of ads as units of persuasion
-parents wouldn't allow them in schools, on children's tv programs
-parents wouldn't tolerate strangers walking up to kids selling them stuff
-use tv as a free babysitter
-as long as the ads are not grossly deceptive, parents dont think too much about it

-Kraft spent $1.3 billion on advertising for kids, more than budget for WHO

-in Canada, tv commercials directed at children must be pre screened by childrens clearance committee of advertising standards canada

-quebec consumer protection act, bans ads to children under age of 13

-supreme court of canada 1989 ruling advertising directed at young children is per se manipulative such advertising aims to promote products by convincing those who will always believe



Lecture 11 - Captive Audience - Advertising Invading the Classroom
-marketers can no longer wait to target children at the end of school day
-most desirable market niche in the world, develop brand loyalty
-classrooms represent last frontier
-not a minute of the day children are not exposed of marketers

-children are objects that manipulated so that they can give something to corporations
-parenting becoming harder, school is no longer safe haven

-school should set example for young people, selling themselves is not good
-values taught in school different from advertising

Shadow Curriculum
-product placement in textbooks
-bias
-sponsored educational material
-Scholastic book order
-by using M and M textbook, it is saying that school is saying it is cool. endorsing it
-sent directly to teacher to prevent examination and critique
-in the name of offering kids knowledge, but they often only just get a billboard
-e.g. Exxon downplayed their oil spill
-difference between TV program and educational material
-kids filters are off, supposed to believe it

Channel One 
-school gets free tv, but commercials injected into classroom
-gives access to news and curriculum to kids via media
-schools know it is tradeoff
-maybe only 3 minutes are actual news, but have sports, soft news
-news covered in little blips, light form of news, not much substance
-positions kids as consumers more so than students
-consumption is everything

Schools in Need
-political landscape devalues education, so schools need corporation to fill funding gap
-reform, not money
-educators told to do more with less
-budgets dont rise despite inflation
-people dont want more funding because it raises tax money
-cant blame schools, they are trying to do their best on limited resources
-if you dont have resources, schools are slaves to corporations

Exclusive Soda Contracts
-kids go to vending machines so much
-promoting unhealthy living
-early onset of type ii diabetes 
-the money from the companies give schools incentive to sell nutritionally valueless foods

Legal and Ethical Questions
-who owns the school when it is sponsored by a company
-who controls the curriculum
-what kind of long term effects will commercialism have?
-over teaching
-over freedom of speech
-where do we draw the line?
-Starsky and Hutch is PG 13, advertised on Channel One
-bias in the programming, should present both sides of arguement
-homosexual acts
-movies that parents dont approve of are advertised

Bottom Line
-educators face difficulty in imparting quality education
-schools forced to rely on corporate sponsorships and gimmicks, makes job harder
-but some corporations non-commerical support, donate millions of dollars in forms of scholarships, science and math programs, student mentoring, job and internship placements, funding for parent involvement programs

Commercialization in Education
-schools used to be place where children protected from advertising and consumer messages
-school boards
-allow corporations access to students due to budget shortages in exchange for cash, computers, and educational materials
-corporations 
-school setting delivers captive youth audience
-realize power of school environment
-direct advertising
-ad space sold
-book covers
-sides of school buses
-educational posters
-candy advertised
-names or logos
-school lunch menus in cafeterias, brand name foods served, advertised and promoted
-channel 1 advertising is subject to approval by principal and school board





-public relation materials
-look like classroom activities and lesson plants, but obviously commercial
-sponsored education materials (SEMs)
-e.g. McDonalds and Kraft, design restaurant, healthy eating kit with food groups
-e.g. Exxon and Shell oil
-SEMs reach classrooms through
-educational conferences
-unsolicited mass mailings
-offers in educational journals
-benefits
-brighten up, update a subject
-supplement old textbook
-free to cash strapped schools
-but...
-no review process
-no national evaluation resource
-Contests, samples and incentive programs
-sponsored by companies
-obtain demographic information on students and parents
-e.g.
-collect cash register receipts for prizes
-read books for reward coupons
-prizes often just as commercial as contests
-e.g.
-collect bar codes so Trix bunny comes visit
-other prizes less commercial, e.g. receiving computers for schools
-established to collect information and build brand loyalty
-sponsoring school events
-Dr. Pepper sponsor homecoming
-bring video dance party to school
-commercial search engines web sites and student newspapers
-school web sites
-supported by businesses, direct advertising aimed at students and parents
-athletic fields, scoreboards gyms, libraries, playgrounds
-fundraising
-receive percentage of sales of branded products
-student organizers and other products
-sold in schools to students
-school receives a small percentage for items sold





Channel One
-kids watch same commercial hundreds of times
-rerun every time students mimic parts of them

-watch same commercials, everyday for 9 months
-developing a craving for new commercials

-classic propaganda techniques, repetition
-highly synthesized music and imagery

-best part of Channel One is captive audience
-peer powered, if one kid likes it, many want it
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