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-diamonds are a symbol of love and engagement
	-example of how corporations have changed our culture

-discourse used to be from religion, community, etc, now it is discourse through and about objects
	-moved from purely text-based, to images, audio, video
-not only tell us about things, but how they are connected to important parts of our lives

-we don’t see real people in ads, we see representations of high social values

-market society tells us satisfaction and happiness come from commodities, but in fact they come from social life

-market cannot offer the real feeling of happiness, but can offer things connected to it (e.g. beer = sex)

-advertising draws upon and rechannels concerns that target audience already shares

-partipulation – audience participating in its own manipulation by advertising

-one is defined by what they have and not what they are anymore

-this commodity-image system is destined to end in disaster
	-third world countries developing and want the same, not sustainable for the Earth

-only narrow scope of people are portrayed in most ads
	-sex is used to cut through clutter, and it causes society to be obsessed with it
	-society is defined more and more erotically through commodities

-presidential votes can be changed from a 30-second tv commercial
	-about “feeling good” about a candidate, not so much as the political views

-image-system limits children’s imagination
	-no longer discovery, but imitating fantasy worlds created by toy companies

-parents don’t share the same fantasy world as the children, cannot play with them
-how different genders play are increasing

-music videos have become essential part of an album release, help create the image of the song in the audience

Speed-up
-images are moving faster and faster due to expensive air time, condenses all the emotions into one small ad
-audience need to pay more attention to get the ad
-injected with sex, so very visually pleasurable
-induce feeling, replaces feeling

Stuart Ewen
-people have given up what their real lives are about and pursue good appearances
-surface has triumphed over substance

-images are the dominant language of the modern world

-we are taught how to read images, but not produce them
	-we can only follow orders and cannot think for ourselves

-advertising has no credits, veil of anonymity


Real beauty? Can advertising credibly promote social changes? YES

-argues at advertising can create social change if used skillfully
-e.g. Dove real beauty campaign changed views on beauty

Advertising, Culture, and Beauty
-advertisers use cultural icons to speak to us, but also helps define them, comes hand in hand
-advertisers come up with beauty prototype, thin and attractive
-only 1 in 100000 can achieve this figure, models are thinner than 98% of women
-postfeminism - belief that feminism was needed in the past, battle has been won, and it is no longer required or desirable to reach their goals

-ideal successful woman is beautiful, thin, intelligent, powerful

Media's Impact on Body Image
-images of these beautiful women create negative feeling in general public, and they will go buy that product
-Miejer suggests that ads have restricted how people think as independents
-women automatically their bodies to others, if they are fatter they will have better self esteem

Dove Campaign
-revealed average model is underweight
-90% of women are unhappy about their body
-30% of children are scared of being fat
-established a wider prototype for beauty, more suited for the general public
-used all forms of media to convey what healthy women really look like
-established self esteem fund in conjunction with this, so company looks more csr

-the most important part of a campaign like this is social acceptance
-widely accepted, became a successful campaign
-used as example in some education systems, shows that it was successful in causing social change


Real beauty? Can advertising credibly promote social changes? NO

-the purpose of advertising is to create desire beyond what the product can actually deliver...people are living lives of desperation, they don't want to be themselves

-suggests that it is just a gimmick, cannot change long term perceptions of beauty

-not the first company to try real vs ideal campaign

-if we become who we are when we buy something, ppl wont buy it

-beauty brands relies on creating and aura of privilege and class that elevates the product out of e realm of the everyday

-Dove still used attractive people, Unilever owns slim-fast

-it is contradicting itself, why do we need moisturizer if we are beautiful the way we are?

-study found that women felt thinner and less depressed after seeing thin ads, worse after seeing fat ads

-media often criticized for being filled with impossible bodies, but what evidence of happiness increase if normal people used in ads

-dove doesnt promote real beauty, but tells you where you can purchase it

-although ideal beauty images are unattainable, it cannot be charged as the sole culprit of the current beauty prototype
-these ideals shift historically
-women are getting fatter in recent history, so the ideal for beauty would be skinnier



Advertising and Minorities
-for the longest time, minorities were not featured in ads for fear of rejection
-now, the ads celebrate diversity and incorporate minorities in their campaigns
-reasons for incorporating more minorities
-minority base is growing
-diversity more celebrate
-shift in advertising culture due to crisis
-some argue they are using the minorities

-every single ad aims to:
-generate products by selling
-generate brand name recognition
-foster corporate legitimacy
-for every need there is a product that can solve it

-manifest/articulated advertising
-sell product by linking customer with product, increase people's needs for it

-latent/unintended
-sells fantasies manufacture discontent in customer then glamorize consumption

-argues it is capitalist propaganda, it is better to buy than not to buy
-under this culture where people always strive for this ideal and look for success, the concept of promoting minorities is neglected
-advertising is for buying customers, not selling products

-objectives of advertising
-target a market
-advertisers like to link certain product with certain group
-minorities often neglected as a group, but they are growing
-attract attention
-need different devices to achieve it
-Benetton uses minorities to do it
-arouse interest
-tap into emotions, create new needs
-draws you to shortcomings, make you scared of being uncool
-fostering images
-links the product with certain images
-e.g. beer and sex
-neutralizing doubts
-customers are skeptical about ads
-securing conviction
-positive reinforcement (e.g. puppies, sex, happiness)







-Crisis in Advertising
-in 1980s, the ad clutter and appearance of remote control created crisis
-industry was regarded poorly, people skeptical
-forced industry to invest more in images and new ideas
-sheer volume ads too high
-people hostile towards it
-people more happy with social things
-brand name recognition is harder with so many out there
-ads cannot offend anyone, need to be politically correct

-ads used resistance, parody of old advertising strategies

Benetton
-ads of very controversial images
-used minorities in juxtaposition with whiteness in ads
-changed view that diversity should be endorsed
-targeted rich young people, and their clothing is a statement, more than just clothes
-don't really mind that some people hate it, they only focus on the ones that like it
-gives consumers go ahead to buy without forsaking their principles

Advertising through the prime of whiteness
-what is considered "mainstream" is what white people like
-implies that minorities look up to the white ideals and think they are supremacists
-the way minorities are portrayed in ads reinforce the social classes and white dominance
-this is changing, however, current ads that dont incorporate minorities may be criticized
-many minorities have tried to downplay their ethnicities and look more white
-hooks
-places outside of europe and NA are considered primitive lost world

Miniaturizing minority women
-according to hooks, minorities used to spice up dull white ads
-many stereotypes involved with minority women, e.g. middle east women suppressed
-purchasing power not high enough, so no need to shift views
-symbolized primitiveness, not romantic object
-these images makes it hard for minorities to break free

-although they say diversity is being celebrated, there is still a gap, minorities being used as tokens to avoid criticism
-minority market is growing, so there are specific ads now targeting a minority
-however a white and black model will be in separate ads for the same product
-separation is still there
-ignores the canadian mosaic culture
-hard for companies to build brand relationships with minorities because they don't know their culture well enough


Advertising and People of Color

-advertising reinforced images and stereotypes of minorities
	-used minorities to pitch to white audience (e.g. Aunt Jemima)

-showed minorities filtered through white eyes

-1960s black groups attacked ads for lack of inclusion of blacks, stereotyped blacks
-as blacks made gains during this time, Latinos were continually put down
-Latinos also won after protest

-advertisers failed to apply this model they learned from blacks and Latinos to other races

-only in 1970s and 1980s that the advertising targeted a more mass audience

-statistics found that inclusion of more races didn’t really trigger a white backlash, but caused minorities to buy more
	-races often integrated in a group in an ad

-after 1970s, not much increase in sales from minorities
	-they were featured too prominently, unrealistic of how they actually were

-Soley – advertisers are businessmen first, moralists second

Three phases that blacks and latinos became more important
1)Philadelphia Selective Patronage Program
	-blacks only do business with companies that incorporated more blacks
2) Advertisers recognize market and tailor ads especially for minorities
	-e.g. on their radio stations, magazines
	-spending power in these groups becoming higher
3) Advertisers identified different marketing segments and found it easier to target
	-became so important in 1980s
	-should sell with precision (rifles) not shotguns

-sort of linked to advertising to the poor, make them think you can be the same as the rich people by buying certain products

-play on emotions that they have been ignored by white people, also a tactic
-use their heritage to gain favor and recognition from them

-newspapers (e.g. Amsterdam news) have boasted about their reach to minority markets

-advertisers try to be as cost-effective as possible, so a not as wide range of media is supplied to the minorities


Current Perspectives on Advertising Images and Disability
-medical model approach – grotesque very real depiction of the disabled

-companies recognizing market for disabled people

-evidence that disabled people are much more brand loyal

-Clinton syas it takes more than a job to enter workforce, need transportation, specialized technology, and personal assistance

History of Disabled People in Advertising
-not talking about public service announcements, but actual product retailers

-earlier, disabled people only in charity commercials and events
	-consumers distinguished between charity and product advertising
	-over time, the disabled are less exploited in these ads

-1973 Rehabilitation Act
	-all federal programs and structures must be accessible to disabled people

-1980s 
	-companies began to recognize disabled advertising
	-disability rights movement began
	-educational and employment opportunities for disabled
	-people no longer offended when disabled try to sell things
	-closed captioning of TV programs began

-first TV ad of disabled person was Levi’s in 1984

-first deaf people integrated, then wheelchairs

-Target found selling to disabled people was actually very profitable
	-had concerns that store might get complaints 
	-“disabled don’t feel exploited, glad they are another member of society”

-Burger King got criticized
	-criticized for ridiculing Down’s syndrome

Cultural Meaning of Disabled People in Ads
-Hahn says advertising’s emphasis on beauty and perfection has left out disabled people
-businesses were afraid that normal people might be scared they become disabled when watching the ads

-disabled people are inable to fit in perfect beautiful body, so they are invisible

-social attitude is changing because of increasing disabled spending power and people’s desire to see “real life”

-even though these disabled people are featured, they are the best of them (e.g. they look young, don’t drool, etc.)
	-still not an exact representation


Disability Images in Advertising

-Target
-blends disabled kids into the ads, make them look like just another part of diversity
-also has interaction between the kids
-shows that these kinds of settings are normal

-Nike
	-used wheelchair athletes but only showed disability at the very end
	-said that the fact they are disabled does not matter
	-“lan” nice

-best way afterall is to just depict disabled people incidentally, don’t single them out

-still a ways to go, because only beautiful disabled people featured
	-they argue still better than nothing



Selling Sexual Subjectivities
-advertising has set proper feminine and masculine models in society
-they are increasingly looking towards the gay and lesbian markets

Gay Window Advertising
-ads with gay people are still rare

-advertisers are conservative and showing gay because they don’t want to lose their existing segment

-gay window advertising
	-adding subtext to ads that only gays will understand
	-does not offend the heterosexual community

-Bronski
	-argues gay sensibility can also target straight people
	-gays will like it, but straight people find it non-mainstream
	-fantasy of lesbian sex makes it acceptable in straight community

-Gluckman and Reed
-only gays shown are beautiful, again creates this image that represents the gay community
	-the fact that it has to be subtle may suggest that it is unacceptable
	-they are shown in good light, so not really a civil issue
	-studies show gays are actually more advantaged than straight

-the text in gay window advertising sometimes has 2 meanings, one for gay one for straight
	-depending on your orientation, you will read it differently

-heterosexual man with a woman evoked less gay thoughts

-women compare themselves to other women, while men don’t really compare

-single men in ads suggested gay, if they look feminine they are gay

-divide between fraternity culture and gay is not so big



Advertising Women
-women’s movement showed they wanted more than just staying at home

-portrayals of women in ads were inconsistent with reality

-women often depicted as smaller than men, submissive and subordinate

-survey shows they want balance between work and family, but ads don’t show that

-Kilborne says ads corrupt relationships then sell us products, for comfort and substitute for human connection
	-objectifies people
-women are more vulnerable to glamorized portrayals of cigarettes and alcohol
	-girls are twice seduced, once by ad and once by product
-Haagen-Dazs suggests you eat rather than work things out

-makes ideal beauty impossible to attain

-females don’t really try to emulate the models, they are growing fatter

-Wood’s summary
	-women appear a lot less in media, make them subordinate
	-women portrayed stereotypically
-reinforces relationships between man and woman where violence is acceptable
-Twitchell
-sex is biological, gender is cultural. ads have maintained gender
-audience has power to reject ads
-making oneself look better has been going on throughout history
	-it has been going on, it’s just that now women think they should have a voice
	-shouldn’t confuse gender differences with purchasing differences
	

-women should be more vocal, because their money is what keeps the companies alive

-advertising has changed from large audience to market segments, from solely what the company wanted to say to the best way to communicate with the target

-in the 1960s, only 15% of ad agencies were women
	-missing opportunities to remold shape of woman in culture

-it was recorded that majority of university students were female, they have chance to push change

-“life is more than a baked potato” – suggests women are more than just what they are in the house, it has become a hot potato


The More you Subtract, the More you Add
-teenagers are vulnerable to peer pressure and don’t resist cultural messages
-mass media has created national peer pressure that shape their values

-advertisers don’t hesitate to take advantage of this and offer “solutions”

-gap between boys and girls are closing
	-girls smarter in sciences
	-girls take more drugs, drink
	-girls more violent than before

-girls must be sexy and independent, but also have to be passive and virgin to get attention of boys

-boys must express themselves with toughness, results in anger and violence (e.g. school shootings)

-girls are just coming into the market, are really heavily influenced by what the mass media says, extremely desirable to advertisers

-girls are told the most important thing is how they look, be thin

-cultivating thinner body offers some hope of control and success to women with poor self-image and personal problems

-women wanted to lose weight after seeing magazine ads

-self-objectification – judging oneself based on physical appearance, more apparent in women than men

-men were harsher in judging women after watching mass media with beautiful women

-women supposed to put on body fat during puberty, but the culture telling them to thin down, causes problems

-40 – 80% of 4th grade girls are dieting

-largest group of suicide people are girls that think they are overweight

-ads deliberately intensify anxiety about women’s weight to make $$
	-but they also raise cultural concerns, their main goal isn’t to cause anorexia
-advertisers are people too, and they are putting out what makes them anxious as well

-people are afraid freedom of women will change the male-dominated society
	-more you subtract the more you add
		-suggests women should be thinner, smaller, and diminished

-some argue that men fear women’s power, that’s why they suppress them

-ads tell women to remain silent, use products to talk and express themself
-study showed girls in preschool told to be quiet more often even though boys are louder

-girls are told to be pure and sexual the same time
	-they can either rebel and be a full out whore, or be a good girl
		-not many alternatives
	-emergence of girl power gave girls more voice
		-but girls need power from reproduction, power from violence
	-only way we can have control is through purchase of products

-Joan Jacobs
	-what girls wanted to changed about themselves changed
-they used to want to appear to have a better personality, now they just care about what they look


The Body Beautiful: Adolescent Girls and Images of Beauty
-Matthews argues that girls aren’t just mindlessly following beauty standards, they are trying to achieve status and their goals within the gender structure
-they think for themselves, but think this is a good way to achieve what they want

-women are free to make choices within the social structures

-social structures create social people who create social structures……
-we inhabit our microworld – immediate face-to-face experience, and the macro world

-three levels to gender structures
	-gender role orientation
		-separate into male and female, our values and ideals
		-act as guidelines for our lives
	-micro
		-encounters with others influence their roles
	-macro
		-landscape that people live on, culture

-macro tells women they need to look thin, show pics of thin models. 
-micro and individual will vary opinions on looking thin
	-depends who you know

-teens leave their “borrowed” family status and have to position themselves in the world
	-heavily influenced by peers and youth culture
-in this peer arena where they size themselves up to everybody
-decide where to fit in, in gender roles as well
-people become less influenced by micro and macro when they establish themselves	

-results show that girls sometimes don’t actually obsess that much about themselves, it is a means of fitting in. Looking pretty and having guys like you is a status symbol
-the pretty ones will try to make everyone inadequate to have more power
-after high school, women have found identity and are more free to express themselves

-Elite Group
	-popular, have power, everyone pays attention to them
	-feels lost after leaving high school
	-no longer have individual gender role orientation
	-micro structure disbands and the girls are lost
-Wannabes
	-think they can be top of the pyramid if they make a few changes
	-want to achieve desired appearance
-Middle
	-know they will never reach the top, so don’t think too much about it
	-thinks appearance is less important
	-not trying to prove herself in peer arena
	-have other qualities that make them strong (e.g. music, religion)

-Fringe
	-far from the norm
	-feel hurt because they couldn’t fit in

-girls shape the body to fit in a role in society, not just being obsessed with their body

-paradox that girls are free to choose anything they want just like men, but their appearance is different from men
	-in that way, she needs to maintain her body to fit in the woman part of her life


Masculinity in Advertising
-increased exposure of children to mass media causes them to think more about the gender roles in them, and gender stereotyping

-in the 1970s, ads were gender stereotyped with women being in the home, gradually became better, less family featured so people can have more room to relate to the people in the ads

-stereotypes and generalizations apply to men as well
-emotional shallowness, uselessness in the home, lack of common sense, unattractiveness in the morning define men in ads
-Coward - men being sexually humiliated by women is now a standing part of advertising rhetoric

Masculinity as represented in advertising
-confidence, affluence represent power
-masculinity in bowflex, army commercials very different from masculinity in fashion

-1990s where men openly ridiculed
-ads now promote attractiveness to female, which show men are less confident
-women beginning to look more powerful in ads, which can also mean men are powerful for not being afraid of these people (Kervin)

-men needs to be outside the home to be independent, powerful. Back home, they are emasculated and only good for looking after wife and children
-men need both in their lives

-in perfume ads, men appear more powerful, but less trustworthy, logical and objective

-men create sense of identity by working with things outside body and working with other things
-women work on their own body, within themselves

-UK tv study suggests that time of day and viewer majority factors into gender dominance. Female dominant day time television has more dominant females in ads! nighttime more men

-male voiceovers used to convey factual information, something rational
-female voiceovers linked to nurturing, promise something good
-mainly male voices, regarded as dominant

-male used as sex object started in 1990s




Beer commercials
-beer commercials show a bunch of men, manhood = drinking beer
-shows what it is to be a man
-conquest over nature, beer being natural are strong themes
-work hard play hard, relax with a beer
-suggests beer brings camaraderie of other men
-men need to be cool, detached when interacting with women
-bros over hos attitude

Car Advertisements
-man who is free and unimpeded by obstacles
-fronteirsman - hunter,trapper, responsible for the weak
-car always on the move, no time for others
-surface is all, what you see is what you get
-man becomes just another surface

Male magazines
-men need to look fashion conscious but cant be too gay at the same time
-need to focus on physical and social power as well
-avoid looking at others, touching and intimacy

Gendered Ads
-most products either classified as masculine or feminine

-men are supposed to be emotionally neutral and unaffected, but the marketing of such ideas in brands is already manipulating mens emotions

-women in male targeted ads are blonde, slim, sexy
-women in female targeted ads are less physically attractive, but sell maintenance of attractiveness
-both view male dominance as the norm




Advertising to Children
-parents and advocacy groups want to protect children from corporates
-education systems, lack funding, so struggle between corporate funding and keeping the school a safe place for kids

-its easy to blame ads, take away responsibility for bad parenting

-some family oriented shows will have ads
-if no ads for childrens shows, there will be none, no funding
-a larger issue, cant just look at the surface
-Mason argued children ads are often merchandizing tie-ins

-some argue that fast food cause obesity, but could be kids lack of activity
-even if companies wanted to help, they would look like they feel guilty

Children need protection
-childhood is commercialized
-12 month old children are able to identify brands
-parents shouldnt feel comfortable as viewing their 2 year olds as a consumer

-kids dont understand the distinction between fantasy and reality
-children do not understand the motive and strategy of an advertiser, so should not be exposed
-children who understand ads less watch it more
-younger children view ads as informative rather than persuasive

-even if a child knows the ad is trying to sell, they cant figure out the bias and persuasion

-cartoon characters used to sell to kids
-study showed consistently showing kids with fast food ads make them crave it more, they eat more
-food pyramid being turned upside down
-teach kids at a young age that they are what they buy

-Moses - American dream has been exported as the freedom to consume

-separator - "well be back after these messages"
-disclaimer - "batteries not included"
-these do very little for children
-need to make the words more comprehendible

-mothers code for advertisers
-no ads in school
-no ads for 8 and below
-no product placement
-no behavioral science research
-no ads that promote selfishness and instant gratification
-reduce sexual and violent programming

-advertisers wont stop because they make too much money off of kids

Children are Smarter than we think
-marketers only care that children can spend money
-they cant be blamed for playing within the rules

-kids are consumers because parents are ok with it
-kids have lots of influence on purchase decisions
-as much as parents want their kids to have hands on experience as consumers, they dont want their kids to be overwhelmed with ads

-hard to regulate advertisers access to people based on cognitive skills
-adults are not making voluntary decisions to practice poor purchases any more than children are doing so
-people say money makes them happy because they actually dont know what does

-some argue that ads make children materialistic
-free society is allows building of own values

-not allowing research on children is absurd
-if companies cant do it, scientists cant either
-its the info thats the problem

-studies actually show kids want companies to ask their opinions on things

-Proctor and Gamble an example where basing everything on consumer feedback is actually successful

-mass media, internet has made kids nowadays smarter than before
-marketers no longer can manipulate kids they can think for themselves

-kids arent geniuses at analyzing ads, but protecting them from it is not the option

-marketers are simply responding to demand in the market

-solution is to give kids better choices and make incentives to make better decisions
-also need incentives for marketers to dish out better shit 
-best way is for children to work with marketers, not fight them


Empowered or Seduced?
-children under 7 do not have cognitive ability to evaluate ads

-industry defended that:
	-kids are being empowered
	-kids are vital to health of economy
	-parents are to blame

-idea that ads make children feel powerful
	-kids often very little control in their environment

-ads to kids are like double-edged sword
	-the product makes kid have better self-esteem, but they undermine them as well
		-sometimes kids don’t have the money to pay for it

-advertising and media become more and more disrespectful to adults

-since 1980s when gatekeeper era stopped, industry kept pushing nag factor
	-industry argues that modern kids more capable of evaluating ads

-industry says people most vocal have least understanding about their kids

-advertising creates other benefits, such as free television, better economy
	-public service ads actually pay MORE than commercial
	-free TV leads kids to watch too much

-advertising promote competition
	-expensive ads create barriers of entry

-advertising doesn’t boost overall sales, but rather just affects brand choice

-children who watch more ads actually like and trust the products more

-advertisers say that parents can just turn off the tv
	-parents aren’t losing control, they are giving it up
	-current climate and culture makes it more difficult for parents to control
		-it’s harder for kids to fit in without certain products

-parents think that advertising makes kids too materialistic, make them want many things

-most ads aim to break down parental opposition

-advertisers who have kids are morally convicted, because they want to make money but want to protect their kids at the same times
	-the fact that they feel guilty shows advertising is bad for kids



Childhood Obesity: Is Banning Advertisements to Children the “best” solution?

FOR
-5 years life expectancy lost due to shitty diet
-first generation of children with shorter life expectancy than parents

-lots of resources used to market junk food to kids
-companies won’t keep spending if they don’t find it effective

-Hastings study shows most marketed food is unhealthy, affects children’s brand preferences

-even WHO said huge expenditure on fast food marketing a cause for obesity
	-many other organizations felt the same

-Quebec bans advertising to children

-gate crashing is the new form of advertising

-with channels dedicated to children, the volume of these ads are even higher

-reduced TV time led to reduced nagging for products

-argues they should change it due to Competition Act
	-must consider what is misleading with regards to recipient
	-should do psychology tests on vulnerability of children

-by looking at Canadian laws, very few give power/rights to children under 18

AGAINST
-argues that television is not the only factor, need to consider the packaging and the nature of the food themselves

-too much focus on junk food, not enough on healthy food
-children like fun foods, interactive

-most important issues to consider are how the food today has negative impact on children’s overall relationship to food and the ability to create reasonable nutrition plans for children

-fun food juxtaposed to boring regular food
	-kids more inclined to go for the fun one
	-primary message is food is about play

-most troubling thing is artificiality in food is what sells it

-unhealthy fun foods are sold next to fun foods, make kids hard to differentiate
	-many times they end up getting the unhealthy food
	-how can healthy choice be made if they can’t even differentiate?

-some companies pretend to be ethical, advertise only products that are healthy
	-however they look the same as the unhealthy alternatives
Corporate Sponsorship: Something for Nothing?
-David Menzies

-argues corporate sponsorship of good causes is good, as long as there is not too much intervention

Marketer as Helping Hand
-uses AIDS promotion as example
	-Molson was really onboard despite general public disliking it
		-because Molson previously did research
		-signs on for things that concerns target market

-consumers care a lot about CSR

-sponsorship proves as new way to market product, add different side to a product

-Kitts argues that such sponsorship is a win-win for both charity and company

-company needs to show long term commitment and it deals with target market

-Middleton says companies also establishing reserve of goodwill they can use later on

-sponsorship of one group might cause conflict with another

-25% of boycotting due to brand image and poor public image
	-mess with consumer agenda, they mess with your balance sheet

University Sponsorship
-much like the corporations shaping the school curriculum, they are doing it to universities
	-by asking corporations for money, the type of research being conducted may be controlled
	-Fournier that although company asks for benefit, those also help the society

Trojan Horse
-commercialization of everything began after Berlin Wall
-ads are invading all the spaces
-argues the public need to let the corporations know what is accepted and what is not

Rebels with Sponsors
-bands are tricked in to being spokespeople for companies

-Export A cigarette allow freedom for the artist
	-however, it is unethical because they sell cigs

-music one of the few areas that are sacred to young people

-bands’ naivety and want for money turns the music industry into corporate vehicle

-no matter how inconspicuous the sponsorship maybe, you are still following some of their guidelines
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