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Cheerios is a breakfast cereal that has been around for years. Being in the homes of many families, whether it be in the kitchen or on the tv in a commercial. This media is two advertisements for Cheerios. Both clips show an interracial mixed family featuring a mixed little girl, a white mother and a black father. In the first video, the daughter is asking if the cereal is good for the heart, where then the mother proceed to tell what is meant by how Cheerios is good for you heart and the child runs off after. The next scene shows the father waking up from a nap, getting up until he realizes there are Cheerios on this chest. Giving the message that the daughter had placed the cheerios on her father’s chest while he was sleeping thinking it would be good for his heart. In the second video, the daughter and the father are sitting at the kitchen table where the dad is trying to tell her that they are having another child. The daughter does not understand therefore, the dad tries to explain with Cheerios. He places three cheerios which represents a member of the family and adds one more to represent her baby brother. She adds another cheerio saying it is a puppy. All while the mother watches from the side. 
	These advertisements have been viewed as controversial as it displays an interracial couple with their mixed daughter. The main topic of these commercials being about mixed-race family. There was some major negative feedback for exhibiting an interracial family from some individuals and groups. This shows these two commercials challenge the dominant idea that families and couples should stay within their race just by having a mixed family instead of the usual one race family, typically being white. It is expected that the daughter is to look as white as her mother does in the video where the mother appears in the beginning and revealing that the dad also indeed is white. Therefore, when the coloured little girl called the white women her mother it was unexpected, as well when they showed that the dad was also a person of colour. Even though at the point where the girl calls the women her mother it is expected that her dad to be of colour as well, but still gives a sense of unexpectedness as interracial race couples are rarely portrayed in the media. 
The clips use humour to convey its messages about family. In the first ad the humour comes from how the daughter believes that if she places cheerios on her father’s chest, it will be good for his heart. Although, cheerios are good for the heart health, only by consumption which lowers cholesterol. The daughter has good intentions for putting the Cheerios on her father, as she want him to have a good heart. Giving the sense of care and love, which is what we think of when thinking about families. In the second ad, what makes it humorous is that the father tries to explain to his daughter that there are expecting a new edition to their family by using cheerios, she adds one for a puppy. She tries to make a deal, implying that if there is going be another child, they also need to get a puppy, which the dad agrees to. Sending the message that cheerios is more than a cereal, it can be used in creative ways such as explain the expansion of a family to a young one. It gives a sense that they are a happy family and that the parents are willing to get what their daughter wants for her to be happy. An overall feeling of love and care conveyed with a bit of humour. The audience for these advertisements are families, as it is food item that everyone in a household can enjoy. In a news interview with the VP marketing for General mills, Camille Gibson said, “Ultimately we were trying to portray an American family, and there are lots of multicultural families in America today” (Stump, 2013). The goal was to appeal to the American family outside the white mold that is often portrayed in the media, as there are numerous different types of family consumers. These two cheerio ads only show one other type of narrative of a family. It especially shows that there are black and white families. As well as it can be broadly implicated to show that there are all types of interracial families that exist. 
According to the standard North American family (SNAF), “conception of the family as a legally married couple sharing a household […] Adult male and female may be parents (in whatever legal sense) of children also resident in the household” (Smith, 1993). The family in the commercials fits this idea of a family, as it is a male and female living together with the child in household. With accordance to this definition of what a family entails, the family is a family, but still presented backlash since this is more of issue of race. In addition, to disrupting the norm, the clip also reinforces other family norms. The norms of a heterosexual couple and two parent family. In the second video, where the father explains to the daughter her soon to be brother, she says our family has a mommy, daddy, and her. This fits into the dominant idea that a family consists of a mother, father and child under one roof. The videos do the opposite of challenging the narrative of homosexual couples, single parenting, and polyamorous families. 
	In 1967, there was a case between an interracial couple and the state of Virginia. Virginia had a law that, “prevent marriages between persons solely on the basis of racial classifications held to violate the Equal Protection and Due Process Clauses of the Fourteenth Amendment” (“Loving v. Virginia,” 1967). This interracial couple fought to be able to be legally married to each other without punishment and ended u winning the case. This case was a little under fifty years ago when this case was won by the couple, yet some viewers still see having a mixed-family a bad thing. These two commercials help with the cause of fighting the notion that couples and families can be formed with whoever they may please, no matter the race or colour. 
[bookmark: _GoBack]	Reflecting on the analysis of the two Cheerios media clips. The intention of portraying a mixed-race family was to show that there is a different narrative of families outside the dominant white family narrative that is shown majority of the time. That these interracial families exist and that all a family needs to be a family is love. The demographic of this ad as mentioned is targeting families, but also targets interracial families as these ads could connect to them on a different level than other ads may do. It surprised me by the amount of the negative feedback and criticism these videos received as I viewed them thinking nothing as wrong with it and finding it normal. This changes the ways people see families on TV and becoming more aware of the different types of families that may exist outside their households and that is commonly shown on their screens. Changes the meaning that families should stay within their own race and not steer outside of that community. Opening the possibilities for more interracial couples and families to form. While the video still does reinforce heteronormativity and two-parent families. To contrast the negative, the videos show one narrative and family form that is seldom shown in the media today and received immense positive feedback for showing this side. Overall, these two Cheerio commercials gives representation to those with interracial families and helped step forward to making it an equal norm.  
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