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ABSTRACT

Children today, as with most people in our society, are inundated with a constant

barrage of advertisements. This study first looked at how a specific group of adolescents

view, interpret and use messages from advertising in their daily routines. Then a unit plan

was developed and implemented to educate students on how to consider and process

messages from ads for critical awareness. This was used to bring to light what messages

specific advertisements are trying to convey and to give students a strategy in order to

understand advertisers’ deeper, hidden meanings.

The study began with initial observations of the classroom setting, the teacher,

and the students in an effort to understand classroom dynamics. A unit plan was then

implemented based on curriculum strategies suggested in the review of literature by

Anderson (1997), Nadaner (1985), Barthes (1977), and Kehl (1983). This study

incorporated an single group pre and post test design in order to achieve its goals.

Strategies and instruments included conversations, interviews of selected students, a field

journal, implementation of a specific model, and a questionnaire in the form of a pre and

post test.

The post tests showed that students who participated in this study exhibited little

change following the unit plan. While they recognized the denoted content, superficial

reasons, and means of advertising they mostly missed the deep/connoted content and

structure. However the daily critical discussions centered on the critique of

advertisements suggested some development of the students’ ability read more deeply

into ads’ purposes, means, and content. Since students themselves chose the ads to be

critiques, together, these two findings suggest that students bonded to products through

advertisements in a way that is objectively difficult for them to see or affect. Their

identities may be intertwined with the products and product representations they chose. If

this is this, in turn, suggests the depth that advertising is infused in these children’s

consciousness and indicates that a six week treatment is inadequate for countering this

pervasive influence. The implication for art education, in teaching advertising as visual

culture, is that in-depth instruction of the connotative content of advertising may be

necessary to bring that connotative content to the surface.
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CHAPTER 1

Introduction

Every year, my wife and I watch the Super Bowl for the commercials. Then,

we talk about them for days—not about what they were selling, but about their

entertainment value. It is no secret that advertisers spend the most money and put their

greatest effort into this most highly-anticipated televised show of the year, watched by

billions of people around the world. Often hidden in these commercials are the real

messages these ads are trying to convey. As anyone who watches the Super Bowl for the

commercials will tell you, a common response to these commercials is, “What was that

about?” or “What does that have to do with the particular product they are trying to

market?”

Watching Super Bowl commercials made me think about all the advertisements I

had seen, and about how possibly I had failed to grasp their real meaning. For example,

who can forget the now legendary 1984 Super Bowl commercial introducing the

McIntosh computer? It presented an Orwellian vision of the future, where you saw a

large group of people, all dressed in gray, sitting in front of a large screen. They were

being fed information by another equally dismal person, when a distance runner suddenly

ran in, dressed in bright colors, and threw a sledgehammer into the screen. In this

commercial, the viewer never saw a McIntosh computer, and was not offered a

description of the computer. In fact, the commercial never mentioned computers.

A more recent example is a chewing-gum commercial that depicts an extremely

erotic kiss between two attractive individuals. When they begin to kiss, the set behind

them freezes over. Is the viewer supposed to accept that the gum has such a cool flavor

that it will cause the temperature to drop, and that its consumer will inevitably attract a

beautiful member of the opposite sex? The question is, however, “what on earth does that

have to do with selling chewing gum?”

Advertising not just about objects to be consumed; it is also about the consumers

of those objects (Twitchell, 1996). If advertising is a language, then it is a language that

we all speak, but do we really grasp its full meaning? Many individuals lack the
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appropriate skills to read, interpret, and evaluate the thousands of advertisements that we

encounter on a daily basis. In other words, we may get the message, but do we get the

meaning?

The $250 billion advertising industry also places ads where consumers least

expect or want them: movies, schools, automated teller machines, personal cars, buses,

elevators, phones, mailboxes, turnstiles, dry cleaning, trash cans, luggage bins and airport

carousels, the beach, and even affixed to fresh fruit ( McCarthy, 2002). The scope, reach,

and sheer quantity of modern advertising is difficult to quantify. It might be easier to

identify the areas where advertising is not present than to document the huge volume of

advertising unleashed on the American public (Molnar, 2000).

The problem of saturation is a real concern when one considers that advertising is

directed toward the youth market and is now commonplace in our nation’s schools

(Karpatkin & Holmes, 1995). Advertising is directed toward school districts, school

administrators, teachers, and students. Education, more than ever, is being financed by

advertising. Equipment and even hard cash is being given to schools by advertisers with

something to sell to students or their families. Advertising in all its forms, inside and

outside of the halls of education, has a profound influence on the way students perceive

the world and each other (Veigle, 1999). And it is unlikely to change, since advertisers’

focus on the youth market has gleaned great profits for the industry (Veigle, 1999).

Adolescents, preoccupied with their appearance and identity, are easily lured into buying

the “right” pair of sneakers which, according to advertisers, will buy popularity (Veigle,

1999). In fact, the value of the global market for children’s licensed products was $132

billion in 2002(McChesney & Foster 2003). Hence, the children’s market has received

extraordinary attention from advertisers in recent years, and it is in that arena that

commercialism is most extreme (McChesney & Foster 2003).

In this context, the objective of this study is to ascertain student perceptions of

advertising and the affects it has on them in their everyday lives. This study will also

attempt to expose the embedded messages specific advertisements are trying to convey to

potential consumers, and to give students a strategy to better understand the deeper,

hidden meanings in advertising. To do this, this study will use models developed by

Adler, Barthes (1977), Nadaner (1985), Kehl (1983) and Anderson (1997).
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Problem Statement:

The purpose of this study is to determine if middle school students are aware of

the hidden messages of advertising, and to see if a unit plan involving critique raises that

awareness.

Research Question:

How do selected eighth grade students assign meaning to self-selected

advertisements, before and after a unit plan consisting of critical interactive examination

of those ads?

Supporting questions

Through which forms of media (T.V., radio, internet, print, or film) do students

most commonly receive advertisements?

What meanings do students ascribe to selected ads?

What motivations do they see for the content of the ads?

Who stands to benefit from the ads, and why?

How do students feel they are affected by the ads?

Objectives:

The necessary steps and procedures to answer the research questions, stated as

objectives, are to:

 Review the literature to establish a theoretical base for the study of advertising,

including: a) the place of advertising in visual culture, b) definitions of

advertising terms, c) the background of advertising, d) the philosophical base of

advertising, e) the relevance of advertising to education, f) the media through

which advertising is delivered, g) the effects of advertising on students, and h) the

problems and relationships that are developed with the growing presence of

advertising in U.S. schools.

 Design an initial questionnaire (Appendix E), and construct a model based on the

literature, to assess: a) which advertisements students are interested in, b) student

attitudes, c) student perceptions and interpretations of these advertisements, and

d) through which media advertising is most commonly delivered.
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 Administer questionnaires to a small group of eighth grade students to assess the

amount of media to which they are exposed on an average day, and to determine

which advertisements have the most influence.

 Have students collectively select an advertisement that appeals to them, and ask

them to write a response paper describing its meanings and messages, including

any interpretations they ascribe to the advertisements.

 Conduct interviews with the students and have the students maintain a journal of

their responses to self- selected advertisements.

 Develop and implement a model to critique selected advertisements based on the

strategies suggested through the review of literature, to see if students will gain a

new understanding of the deeper meanings of their self-selected ads.

 Conduct final interviews in order to ascertain how the respondents’ attitudes,

perceptions, beliefs, or strategies for engaging ads may have changed as a result

of this study.

 Draw conclusions from the study and formulate implications for theory, practice,

and further research.

Rationale:

“I shall take it as self-evident that each generation must define afresh the nature,

direction, and aims of education to assure such freedom and rationality as can be

attained for a future generation. For there are changes both in circumstances and

knowledge that impose constraints on and give opportunities to the teacher in

each succeeding generation. It is in this sense that education is in a constant

process of invention.” (Bruner, 1966 p. 22)

Advertising is a form of material culture, and primarily a form of visual culture.

Like all forms of culture, visual culture is both a condition of social life and a creation of

individual minds (Freedman, 2003). Students construct their own knowledge based on a

variety of sources, including the visual arts they experience inside and outside of school.

Unfortunately the images that students are exposed to outside of the classroom, that do

not fall under the umbrella of the fine arts, are often left at the classroom door. It is
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immensely important that we interpret the images and designed objects with which we

live (Barrett, 2003). Images and objects used in advertising present opinions as if they

were truth, and also reinforce attitudes, and confirm or deny beliefs and values (Barrett,

2003). If the messages carried by visual culture are not understood, we will unwittingly

buy, wear, and promote products, and otherwise consume opinions with which we may

not actually agree. The ability to read visual culture critically involves learning the skills

of deconstruction to more clearly understand how cultural texts actually operate, how

they signify and produce meaning, and, finally, how they influence and shape their

readers (Kellner, 1988).

As Bruner (1966) suggested, for education to have a healthy future, it must

continually be remade. It requires a paradigm shift toward a socially leveled, semiotic

conception of culture (Duncum, 1997). An inclusive conception of culture that considers

a more holistic view will address the proliferation of mass media images and their

multiple readings. The range of artifacts studied will vary greatly, but art education will

continue to focus on visual images that express beliefs, attitudes, and values (Duncum,

2000). These conceptual means allow art educators to continue to expand their topics of

interest, without restriction from the more limited art world. Art educators should

embrace contemporary visual experiences engaged by their students. The sheer volume of

images one encounters throughout life warrant the attention of educators and should

mandate the study of images (Green, 2000). Moreover, at least two additional issues

make the study of imagery imperative for education: first, the inherent power of images

and second, the ethical issues that are raised by these images (Thoman, 1999).

Educating young people to be more selective in their media choices, teaching

people to evaluate the media’s underlying values and, in general, promoting media

consciousness are serious challenges (Thoman, 1999). Educators who recognize that for

our society to flourish into the next century we must turn what some argue to be a closed

system of commercial mass media into a two-way process of discussion, reflection, and

action, both with one another and with the powers that shape the media (Thoman, 1999).

Advertising has interested scholars in many disciplines because they recognize

advertising as one of the central institutions in U.S. society (Berger, 2000). The people of

the United States are exposed to more advertising than people in any other society
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(Berger, 2000). This is because of the amount of television we watch, the amount of time

we spend listening to the radio, and because our media tend to be privately owned and

financed by advertising. Many educators, savvy to the inability of our students to

interpret the advertisements that they encounter in society and our schools, call for

strategies or specific curricula to address advertising’s relentless presence in our

everyday lives (Edens & McCormick, 2000). Adolescents will be better able to resist the

pressures of advertising if they have access to consumer education and media literacy

programs that demystify the overt and covert techniques used by advertisers to send

messages to consumers. Educators should raise critical questions about advertising, and

should also consider addressing the long-standing tension between corporate culture and

non-commercial values in order to combat the growing tendency to subordinate

democratic values to market values (Giroux, 1998). The American public, including

school children, must be educated to differentiate between the counter-productive and the

socially constructive messages of our times (Stokrocki, 1988).

Point of View and Basic Assumptions of this Study

I believe, from my examination of it, that advertising has become a pervasive and

highly influential part of our culture and an ever-present aspect of our every day lives. Its

presence is felt everywhere, in the ways advertising informs us of what to wear, what to

listen to and, what is considered popular or vital in our culture (Anderson & Milbrandt,

2005). It informs us who to vote for, what causes we should be concerned about and it

even influences the way in which we receive and comprehend the information we’re

getting, whether it is reading it through a newspaper or watching the evening news. Its

messages can be both productive and counterproductive. I suspect that many people don’t

take the time to understand the deeper messages and meanings contained within

advertising. This is due to the fact that there is just so much advertising to consider, the

public seldom have the time or inclination to comprehend all the information that is

presented in every advertisement they see. In order to better understand the messages that

are presented through advertising critical examination of advertising is vital so that we

may better understand the messages, money, and machinery behind advertising.
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Overview of the Study

In the rationale of this study several scholars have called for the need for

educators to address the on-going and ever-changing world of art. This would involve a

move that would make an effort to include all forms of visual culture and art that is not

necessarily ear-marked for the classroom. In many cases students are often more

influenced and interested in the art and images from their daily lives than they are of the

art and images that are taught in school. But students that are often left on their own to

view images imbedded in visual culture but may not know or be able to interpret the

sometimes complex messages and meanings that can be derived from it. This study

focuses on one component of visual culture, advertising awareness with middle school

students.

First I will address these concerns by conducting a study through the review of

literature using the findings to theoretically frame this study and provide a structure for

inquiry. The study itself will consist of an initial questionnaire to gauge what knowledge

of advertising the students already posses, to be followed by a period of instruction,

discussion critique and reflection. After this, the students will be given the previous

questionnaire (post-test) to see how their attitudes and beliefs have changed regarding

advertising.

The population of the study will be a group of eighth grade students ranging in

age from twelve to fourteen. This is an age that students’ are taking in the most media

and are the most exposed to advertising and other forms of visual culture(Roberts, Foehr,

Rideout, & Brodie, 1999). This is also the period just before high school (in most cases)

where students generally have less time to devote to media use (Roberts, Foehr, Rideout,

& Brodie, 1999).

The study uses a single group pre and post design as the primary assessment

strategy of a unit plan designed to engage students in understanding the deep content,

strategies, and ends of advertsing. The unit plan uses methods of critique, (Anderson &

Milbrandt, 2005; Barthes, 1977; Nadaner, 1985; Kehl, 1983) and interview, (Anderson,

1997; Seidman, 1998; Thomas, 1998; Smith Williams & Johnson, 1997; Fraenkel and

Wallen, 2000) critical conversation (Anderson, 1997), and the use of a field journal,

(Fraenkel & Wallen, 2000) in order to assess the results of the study.
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Definition of Terms:

For the purpose of this study the terms listed below are defined as follows:

Advertisement (Ad) – An essential component of visual culture,

advertisements are any message produced by businesses to gain our attention, to

influence our purchase decisions, or to inform of us of information, products or

consumable commodities.

Critique - A method, which includes discussion, criticism (written) analysis

and reflection and is used to better understand the deeper, sometimes hidden

meanings in advertisements.

Media – The vehicles by which advertisements are delivered to the public,

including: television, the Internet, radio, newspapers, magazines, billboards,

movies, and flyers.

Visual Culture – The visual environment in which we live that defines and

informs who we are, collectively and as individuals. Visual Culture reflects our

beliefs, values, and identities, and it helps to shape culture as a whole.

Summary

In this chapter I have introduced the study and argued for the need for

instruction in the realm of visual culture and advertising. Using the rationale and

preliminary research I have developed a driving research question to be

addressed with several supporting questions this is followed by a list of

objectives to be completed by the end of the study. Also provided in this chapter

is an overview of the study as well as a list of relevant terms and their

definitions. In the following chapter I will conduct a review of the relevant

literature pertaining to the questions to be addressed.
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CHAPTER 2

Review of Literature:

A Brief History of Advertising

Advertising has been a part of human life throughout the ages, and has expanded

its methods from people shouting on street corners to the Internet and beyond (Dee

Merrion & Boothby, 1986). Indeed, some believe that the first advertising medium was

the human voice, via the town crier. The earliest written advertisement may have

appeared on papyrus, and offered a reward for a runaway slave. Advertisements were

offered in Athens and Rome on signboards, and soon after the development of paper and

the printing press, the earliest print advertisements began to appear. Advertising has

coupled itself with every advance in information technology. Advertising in the United

States predates the revolutionary war. Advertising has been a mainstay of U.S.

newspapers since 1704, when the first newspaper advertisement appeared (Dee Merrion

& Boothby, 1986).

In the 1830’s, new printing technologies led to the emergence of the “penny

press,” inexpensive city newspapers supported largely by advertising rather than

subscriptions (Meron, 2004). Until the late 1800’s, however, most advertisements were

little more than announcements of what goods merchants were offering, and at what

price. With the birth of the industrial revolution and the rise of mass commodity

production, coupled with the trans-continental railway and the invention of the telegraph

the late 1800’s, a national marketplace emerged. It was at this point in history that

advertising saw its first real boom (Meron, 2004). The industrial revolution affected

businesses as well as everyday households (Sivulka, 1998). For the first time, a

manufactured product was cheaper than a homemade one. Customer demand increased,

and the introduction to the production process of steam power, interchangeable parts,

assembly lines, and factories enabled businesses to turn out a variety of goods of equal

quality. Advertising provided these businesses with a way to stimulate the demand for

their products, and retailing provided even more outlets for the increasing flow of goods.

Coleman (1998) illustrated the impact of the industrial revolution, when she pointed out

that bottling innovations and speedy railroad delivery allowed shoppers in New York to
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drink Coca-Cola bottled a thousand miles away in Georgia. City dwellers began shopping

from store shelves lined with packaged products from all over the country, but advertisers

believed that shoppers needed an education in what to buy, so they stepped in.

Modern advertising was a product of the industrial revolution (Meron, 2004). By

the turn of the century, advertising associated itself with the emerging science of

psychology. The men who worked for advertising agencies began to gain respectability

as professionals who practiced the “science” of advertising, and who were supposedly

committed to the truth. Advertisers during this period believed they played a crucial role

in linking together producers and consumers in a vast, impersonal marketplace (Lears,

1994). Advertisers shared some common concerns with other managerial professionals,

such as social scientists, business executives, psychotherapists, and even some members

of the clergy–all of which wanted to put to use a new “science of man” (p. 138) to further

their own goals.

In the years just prior to and shortly after World War I, publishers began to target

female consumers through such magazines as Ladies Home Journal and McCall’s

(Coleman, 1998). These magazines enjoyed unprecedented circulation among middle

class women, and often served as manuals for how to lead a proper feminine life. The

advertisers then realized that in order to sell their products, the focus should be shifted

away from the products and toward the individual purchasers. Through market research,

advertisers pioneered the science of statistical surveillance of private lives (Lears, 1994).

Perhaps more importantly, advertisers during this time created powerful visual images

that embodied the values of an emerging social system, and reflected the changes in

society and technology. If any one value dominated all others, it was the new notion of

individual well being.

From the 1920’s to the 1950’s, advertising and advertisers began to dominate the

national media, in both existing mediums, such as newspapers, and new mediums, such

as radio and television (Merron, 2004). Although the golden age of television lay just

around the corner, the NBC and CBS radio networks became a staple of life in the U.S.

With technological advancements, the first radio advertisement hit the airwaves in 1922.

Several significant national and world events occurred during this period, such as the

Great Depression and World War II, yet advertising maintained a chameleon-like
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presence throughout wars and economic collapse (Coleman, 1998). During the

Depression, anything that made the consumer’s life appear bearable, from chewing gum

to toilet paper, was sold to a desperate public (Coleman, 1998). When a Gallup poll found

that readers were particularly drawn to the “funny papers,” ads began couching their

pitches in a paneled format similar to the comic section (Coleman, 1998). This comic-like

format sold everything from soap to motor oil. During World War II, ads began to

reinforce a patriotic view. However, as more men went off to war, advertising reminded

women to hold on to their beauty and to keep the home fires burning. Ad images of

mothers, daughters, girlfriends, and wives also stood as a reminder to the men fighting

abroad that they were protecting their homes and families.

In the 1950’s, advertisers turned to a new untapped market, focusing on sales to

children (Merron, 2004). During this time, Mom and Dad not only had more disposable

income, but they began to share their wealth with their children. Advertisers capitalized

on the concept of the nuclear family as the haven of democratic values and virtue against

the backdrop of the cold war. Betty Crocker came on air pushing disposable goods that

encouraged suburban conformity. Millions of Americans turned their attention to the

home and family as a result of the postwar “baby boom” (Sivulka, 1998). While the baby

boom was a worldwide phenomenon, it was much more pronounced in the United States,

where the birthrate soared by 25 percent following the end of the war and remained there

into the early 60’s. This led Time magazine, in 1965, to name the “baby boomer” its man

of the year. In part, the Time article said, “Cushioned by unprecedented affluence in the

welfare state [the typical baby boomer] has a sense of economic security unmatched in

history” (Sivulka, p. 243).

During the years after World War II, U.S. advertising capitalized on an emerging

set of consumer choices in, cars, housing and electronic goods. The widespread use of

television translated into advertising’s greatest boom since the dawn of radio in the early

1920’s (Fox, 1997). Breaking away from the long drought of the Depression and wartime

austerity, advertising expenditures nearly doubled in only five years, from $2.9 billion in

1945, to $5.7 billion in 1950. Due to the ever-growing reach of television, advertising

also took on another role—it became entertainment (Sardar, 2000). The short messages
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between programs became as memorable as the shows themselves, often played out like

mini situation comedies, soap operas, or simple slice-of-life excursions.

With the advent of motivation research in the 1950’s, advertisers endeavored to

explore, develop, and improve techniques to engineer public consent to the propositions

put forth by advertising (Barton, 1988). Whether these persuasive techniques succeeded

in selling products is often debated, but the impact of advertising on the public and U.S.

culture cannot be ignored. The explosion of consumer culture that occurred in the 1950’s

quickly outstripped the satisfaction of basic needs, and advertising increasingly became a

science incorporating the conditioned reflex theory of Pavlov and Freudian notions of

motivation, along with the whole range of psycho-social behaviorism (Sardar, 2000).

With this in mind, advertising became the creation of desire—a yearning for something

without discernment and a cultural exercise in stimulating false desires and needs. This

new approach marked an evolution of the psychology of advertising that was seen during

the years before World War I. The new approach was different, because advertising had

now come of age.

In the 1960’s, society perceived a wider range of beauty, as more and more people

had the time and freedom to “do their own thing,” and experimentation in all facets of life

seemed to be encouraged (Coleman, 1998). Power and freedom were key words of the

period, so advertisers were quick to incorporate them in their marketing campaigns.

Competition between businesses was fierce, as an increasingly wealthy and consumptive

public became the focal point of new advertising, often requiring a surreal approach to

the ads themselves. Advertising during this time was not very product-oriented. Instead,

it was meant to be eye-catching and attention grabbing. In many ways, the 1960’s were

advertising’s era of creative revolution.

The memorable ads of the period mastered the language of television, rewrote the

rules for print, and brought photography to the forefront (Coleman, 1998). Advertisers

dramatized their products with wit, humor, and understatement that were directly aimed

at a generation raised on television. These ads connected with consumers who were

younger and had more education, and, as a result, had become far more skeptical of ad

claims than any other generation in U.S. history. The children of the 60’s and 70’s
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suffered a common lack of historical memory, a disdain for authority, an emerging visual

orientation, and a way of making up their own rules (Fox, 1997).

The postwar baby boom was maturing and leaving college campuses to seek jobs

on Madison Avenue. Baby boomers were the first generation raised on movies and

television, rather than books, newspapers, and magazines. It was clear to advertisers that

the old rules of advertising were in decline, and a new creative approach to advertising

had to be developed. As the conventional advertising industry faced increasing pressure

to communicate in new ways with a younger, more skeptical audience, many new and

creative advertising agencies appeared (Sivulka, 1998). As a result, the scientific

psychological approach to advertising was pushed aside in favor of methods that

emphasized inspiration, imagination and creativity. This prompted a change in the

business of advertising as well. For the first time copywriters and art directors worked

together as a team, as opposed to being separate entities.

Advertising suffered a downward trend in the seventies, falling victim to its own

success (Fox, 1997). Advertising during this time started to inundate the U.S. visual

consciousness, and as result, people became numb to the messages of advertisers. One

could reasonably expect an enterprise that spent 54.6 billion dollars a year to wield great

power within the society. The volume and ubiquity of advertising, however, actually

worked against its effectiveness, a paradox that seemed to defy common sense.

Communications research has shown that as the gross total of ads increases, people tend

to screen ads with greater care. At some point the ads become a din of white noise,

background clutter from which few individual messages stand out.

Another problem that advertising faced during the seventies is that the U.S. once

again found itself in an economic recession (Sivulka, 1998). With the onset of the

recession in the late 1970’s, manufacturing costs skyrocketed, and the flow of money for

corporate promotions slowed. For a time, the increase in advertising costs did not match

the rate of inflation. The result was that advertising was in trouble. Clients, who faced a

more wary and financially strapped public, judged advertising campaigns based solely on

sales figures. This stood in stark contrast to the reliance on creativity, and the resulting

creative strides seen in the previous decade. As a result, businesses required more market

research, and demanded better results from ad agencies (Sivulka, 1998). Businesses
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wanted more sales for the money they spent on advertising. This led to an influx of

research techniques, including focus groups, motivational studies, and computer models.

The new approach harkened back to the early days of advertising, where the focus was

more on people than on products. In the seventies, however, the zeal and newness of

advertising had worn off, and ads became more conservative and sluggish in their

approach.

By 1980, traditional formulas had been exhausted and the public seemed more

chronically discontented (Coleman, 1998). Advertising found a way to use America’s

1970’s cynicism in new ways, to intrigue the overwhelmed consumer. The scope of

success began to widen in the eighties to include more variation in age, ethnicity, and

accomplishment. The age and ethnic backgrounds of those within the ads did not matter

so much anymore, as long as the ads sold their product. People who were portrayed as

having successful careers pitched upscale products, in which the youth market was the

implied target. The trade publication, Advertising Age, announced in a 1980 article that

the industry was on the cusp of a new creative age (Sivulka, 1998). This statement proved

to be prophetic, because in subsequent years, manufacturers began to spend a great deal

of money on building an image. Style began to reign over substance once more, a notion

that had been previously visited in the late sixties and early seventies.

Advertisers no longer described how their products worked, or what the products

did. Customers were left to fill in the reasons for the purchase based on their feelings

about the product, its image, and the attractiveness of its presentation (Sivulka, 1998).

For example, nearly 90 percent of car ads used this concept, and few of these ads

described why one car was better or different from the other cars on the market. Ads

featured fewer comparisons with their competitors, relying instead on explanations of

their products’ unique features. Powerful images, alone, were expected to evoke

confidence in the brand.

Some changes occurred in the 1980’s that remain staples in modern advertising,

including brand image in association with corporate sponsorship, and the emergence of

computers, copying machines, and cable television. Cable television, which had existed

since the 1950’s as a means of delivering signals to remote communities, came into its

own in the 1970’s, beginning with the birth of HBO in 1972 (Merron, 2004). By the
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1980’s, 28 percent of all U.S. households had cable television, a number that increased by

the 1990’s. With the ability to provide greater than a hundred channels in most areas,

cable was a new means for delivering more specialized television. Advertisers seized this

opportunity by offering commercials aimed at women on the Lifetime Network, aimed at

teenagers through MTV, middle class men through ESPN, African Americans through

BET, and the highly educated through A&E. These new ways of targeting specific groups

became a far more cost-efficient means of getting product messages to the intended

consumers, as opposed to broadcasting to a larger, less specific audience (Merron, 2004).

For most parents, broadcast television was the center of the media universe when

they were growing up. When they wanted to know their viewing options, they consulted

the TV Guide. In today’s TV Guide, the range of channels and programming listings have

increased dramatically, in part due to the numerous cable program services now

available. In the 1980’s, cable television expanded, due in large part to new licenses

granted by the FCC.

By the late 1980’s, however, the ocean of advertising dollars presented by cable

television began to present its own set of problems (Merron, 2004). Some networks, like

MTV and CNN, broke up programs into increasingly short segments that offered more

opportunities to skip advertising altogether (enter the birth of channel surfing). Sports

programming, a mainstay of cable, puzzled advertisers, because commercials were not

regularly scheduled, and viewers could switch between games and never had to view an

advertisement.

This is where sponsorship began to fill the gaps presented by so many channel

options (Merron, 2004). One advertiser might have sponsored a running score in one

corner of the screen, another would sponsor instant replays, while a third sponsor would

bring remote reports from other games in order to subvert the viewers’ desire to switch

channels. With the advent of the remote control, the mute button, and the VCR, people

could easily avoid television advertising, which forced advertisers to seek consumers

elsewhere (Durning, 1993), so there was a boom in advertising in some very unorthodox

places during the late eighties and the decade that followed. Expanding on traditional

print and broadcast media, advertisers began piping their messages into classrooms and

doctors’ offices, and carefully placed their products in motion pictures. Ads were even
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found on the jerseys of professional athletes. These trends gave rise to the telemarketing

craze, where people were called (by person or computer) at their homes, and were offered

a wide array of merchandise and services.

Another phenomenon, corporate sponsorship, began when companies capitalized

on consumer passion for sports, tours, festivals and the arts (Sivulka, 1998). Sponsorship

of an event, like the Super Bowl, or an individual professional athlete, could make people

think more favorably of a company, and provide an opportunity for the sponsor to

enhance its image. Krayeske (1999) quotes a prominent ad executive, “There is always a

desire for people to associate themselves with something heroic, or something that is

desired by others. People are wanting, in a great many ways, to imitate the American

experience.” (p.3) Movies, music, entertainment, sports, and travel only seemed to

accelerate this process. As a society, we had become far more indulgent because of

massive economic growth, and advertising had become the symbolic style of consumer

excellence (Sardar, 2000). Levi jeans, for example, were not just a commodity; they were

advertised as a symbol of freedom, originality and independence. To buy the product was

to take part in, or embrace, the ideal of U.S. consumer freedom. As a result, people

became associated with and identified by the products they bought.

The materialism of the 1980’s was also aided by the transfer of emerging

technologies from the labs of engineers and technicians to the public at large (Sivulka,

1998). In both the workplace and the home, technology transformed our lives in a

relatively short period of time. As in most areas of industry, the role of advertising was to

educate the public, and to encourage a belief that innovations would somehow make life

better. Changes in society, especially government deregulation during the Reagan era,

and technological changes, such as the marketing and distribution of VCR’s, computers,

and cable television, forced advertisers to seek out new venues and to embrace new

techniques (Merron, 2004). As the media became more complex and fragmented,

corporations that sponsored advertising demanded more specific information than they

had previously.

From the 1990’s to today, there has been a media explosion that has both helped

and hurt the advertising industry (Eder, 1990). Advertising now has a myriad of new

media through which to proliferate. With these new-found technologies, advertisers’
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messages have become more specific, more expensive, and usually targeted at a distinct

audience—similar to what happened in the late 1980’s, when there were too many cable

television channels. Media has become increasingly interactive, and there are more media

from which to choose, such as the Internet, and DVD players (Eder, 1990).

Consumers now have powerful tools to use to their advantage. Consumers can

evade and avoid the media marketplace if they wish. This ultimately makes consumers

less homogeneous, thus making markets far more specific. Emerging technologies,

globalization, and fluctuating economies have dramatically impacted the advertising

industry (Sivulka, 1998). By the late1990’s, the number of new products had doubled

annually, and cable television, satellite receivers, VCR’s, and electronic mass media had

transformed communications. Advertising is no longer a phenomenon of wealthier

nations; it is now global (Sivulka, 1998). Countries like China and the former Soviet

Union once condemned advertising as a capitalist evil, but now embrace advertising, with

billboards for McDonald’s even found in Moscow. Eastern European nations are now

encouraging private enterprise, and acknowledging the benefits of advertising in their

emerging market economies.

By the early 1990’s, many television programs had well-defined audiences, and

could be successful even if they reached a small demographic, for example, the Warner

Brothers network debut the show, “Dawson’s Creek,” in 1998, which ultimately attracted

9 percent of television viewers in that time slot (Merron, 2004). Dawson’s Creek was

considered a success, because it delivered a large teen audience to advertisers. These

numbers would have been considered unimpressive prior to the 1990’s, but by then the

demographics of the audience—especially its consumer potential, rather than its size–had

become of prime importance to marketers.

It seems that, since the 1990’s, the audience for advertising has become more

finite and, as a result, advertising risks being either too specific or too broad (Coleman,

1998). More than ever, advertisers risk alienating their audience as it splinters into

smaller segments. Cable television offers hundreds of channels, and stores carry more

specialized products (The Walking Shop, Sunglass Hut). Magazines now cater to more

specialized interest groups, including golfers, home decorators, and snowboarders. As a

result, advertisers have been forced to segment their media. Today, websites, magazines,
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and grocery shopping carts are utilized by advertisers as often as television, radio and

newspapers.

Also in the 1990’s a big technological change occurred as the emergence of the

Internet and the maturation of the computer led to their use as advertising tools. The

Internet proved to be a huge payoff for companies that, through reliance on this emergent

medium, saved millions of dollars in producing goods and in reaching the needs of their

customers (Henderson, 2001). Consumers could now order specialized products online,

instead of having to seek these products in brick-and-mortar stores. “We view the growth

of the Internet and e-commerce as a global mega-trend,” (Henderson, 2001 p.1) says

Merrill Lynch, which considers the Internet as important as the printing press, the

telephone, and electricity. This new electronic communications network, called the

information superhighway, or cyberspace, was capable of containing vast amounts of

information and was growing exponentially (Sivulka, 1998). In this environment,

advertisers raced to produce interactive multimedia advertising, which allowed the

consumer a more intimate relationship with advertising than ever before, and which also

allowed the consumer to interact individually with an ad. Ads could be distributed by

videos, diskettes, CD ROMs, and even video games. Ads could also be on television, on

radio, in print, or on a webpage. To advertisers, the dawn of the Internet was essentially

the rolling together of all media into one interactive package that could help consolidate

splintered groups of consumers (Sivulka, 1998).

Leong, Huang, and Stanners (1998) conducted a study in which they determined

how advertisers perceive Internet-based advertising in relation to other media. The study

illustrated how advertisers saw the potential of the World Wide Web, as well as its

possible shortcomings, and offered a list of eight perceived uses for advertising over the

Internet:

1. The Web site is excellent for conveying information and detail. Advertisers

consider the Web to be on par with direct mail in its ability to convey detailed

information.

2. The Web is cost effective and advertisers perceive the web to be the cheapest way

to reach target markets, surpassing even direct mail.
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3. The Web is a rational medium, unlike television. Where television is perceived to

be excellent in its ability to stimulate emotions, the Web is perceived to be a

rational medium, communicating detailed information to its audience.

4. The Web is effective in initiating consumer action. While not as effective in

precipitating action as Point-of-Purchase in retail stores, or telemarketing, the Web

is perceived to be more effective than traditional media like television, billboards,

magazines, or the press in initiating consumer action.

5. The Web is effective for both short and long-term promotional objectives.

Advertisers perceived the medium to be effective for creating brand, product, and

corporate awareness, communicating product and brand images, and

communicating favorable corporate images.

6. The Web is not effective for stimulating emotions. In its current stage of

development, the Web is perceived to be far from television in its ability to

stimulate emotions.

7. The Web is a less-effective medium when attention-getting devices are employed.

8. The Web is less effective for changing and maintaining consumer attitudes. (p.6)

Advertising has managed to adapt itself to all technologies useful in getting

messages to consumers. In many cases, it also has the ability to shape the character of the

medium through which it is delivered. A great example of this is the way in which

television shows are structured around advertising. Entire T.V. schedules are structured

around advertising air times. So where is advertising now? What significant events have

occurred that are now shaping its future?

Key Points in the History of Advertising

Advertising has been a part of human life throughout the ages, and has expanded

its methods from people shouting on street corners to the Internet and beyond (Dee

Merrion & Boothby, 1986). Advertising has managed to couple itself with every advance

in technology and human development since antiquity. This time line offers a quick

glance of some of the significant events in advertising in the United States as covered in

the last section.
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1704 – The first newspaper advertisement appeared in the U.S.

1830 - New printing technologies led to the emergence of the “penny press,”

inexpensive city newspapers supported largely by advertising rather than

subscriptions.

Late 1800’s - With the birth of the industrial revolution and the rise of mass

commodity production, coupled with the trans-continental railway and the

invention of the telegraph the late 1800’s, a national marketplace emerged. It was

at this point in history that advertising saw its first real boom

1900 – 1920 - advertising associated itself with the emerging science of

psychology. Through market research, advertisers pioneered the science of

statistical surveillance of private lives (Lears, 1994). Perhaps more importantly,

advertisers during this time created powerful visual images that embodied the

values of an emerging social system, and reflected the changes in society and

technology. If any one value dominated all others, it was the new notion of

individual well being.

1922 – The first radio advertisement hit the airwaves.

1920 -1950 - advertising and advertisers began to dominate the national media, in

both existing mediums, such as newspapers, and new mediums, such as radio and

television (Merron, 2004).

1945 – 1950 Advertising expenditures nearly doubled in only five years, from

$2.9 billion in 1945, to $5.7 billion in 1950. Due to the ever-growing reach of

television

1950 -1960 With the advent of motivation research in the 1950’s, advertisers

endeavored to explore, develop, and improve techniques to engineer public

consent to the propositions put forth by advertising (Barton, 1988).

1960 – 1970 - the 1960’s were advertising’s era of creative revolution.

Advertisers dramatized their products with wit, humor, and understatement that

were directly aimed at a generation raised on television.

1970 – 1980 Advertising suffered a downward trend in the seventies, falling

victim to its own success (Fox, 1997). Advertising during this time started to
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inundate the U.S. visual consciousness, and as result, people became numb to the

messages of advertisers.

1980 – 1990 – some changes occurred in the 1980’s that remain staples in modern

advertising, including brand image in association with corporate sponsorship, and

the emergence of computers, copying machines, and cable television.

1990 – Present -From the 1990’s to today, there has been a media explosion that

has both helped and hurt the advertising industry (Eder, 1990). Advertising now

has a myriad of new media through which to proliferate. With these new-found

technologies, advertisers’ messages have become more specific, more expensive,

and usually targeted at a distinct audience

Culture/Visual Culture

According to Foxall, Goldsmith and Brown (1998), culture is the most general

and pervasive influence of our social structure. It consists of knowledge, behaviors,

customs and technologies that are socially acquired by human beings. Culture is born of

ideas, techniques, behavior patterns, rules, rituals, and customs that are socially

transmitted from generation to generation. Finally, culture plays a crucial role in the

process of socialization. According to Foxall, Goldsmith and Brown (1998) culture is

broken down into these elements:

1. Cognitive and belief elements. Cognitive elements include empirical

knowledge of the physical and social worlds; science; technology; practical

knowledge; and ideas about social structure and organization, and the way

society works. Unlike cognitive elements, beliefs are not open to empirical

validation or refutation. Beliefs are interwoven with cognitive elements to form

knowledge systems that justify and control attitudes and behavior.

2. Values and norms. Values are consensual views about the kind of lives

individuals should follow, formal and informal rules specifying the goals they

should pursue, and how they should pursue them. Norms are defined in two

ways: first, they refer to patterns of ideal behavior that a society rewards; and

second, norms are descriptions of the behaviors of the majority of the social

system’s members.
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3. Signs (including signals and symbols). Signals indicate the existence or

presence of a thing, occurrence, or condition. Symbols are usually verbal, and

refer to concepts; languages, for instance, are systems of symbols that facilitate

communication, but which differ from society to society.

4. Non-normative behavior. Non-normative behavior denotes ways of acting that

involve the individual’s personal reactions and responses to the culture in which

he or she lives. (Pp. 226-227)

Visual culture can be seen as the visual aspect of culture—a looking glass on the

way we view our world. Visual culture infiltrates and shapes every part of our lives,

whether we are aware of it or not (Anderson & Milbrandt 2005). Visual culture can be

found in any arena of public and private life. It is in our neighborhoods, our places of

work, our forms of entertainment, and in our schools. Visual culture is reflected in

artifacts and performances of all kinds, as well as emerging technologies. Visual culture

consists of the beliefs, values and attitudes imbued in those artifacts and performances by

the people that make, present, and use them (Anderson & Milbrandt 2005). Visual culture

encompasses all of the visual arts, as well as aspects of the performing arts, videos,

television, computer graphics, toys, billboards, comics, fashion, landscape design,

packaging, malls, automobiles and any other man-made visual influences on our lives.

Visual culture includes the ideas, beliefs, and conceptual realms that function in and

around visual objects (Freedman, 2000).

Visual culture saturates the fabric of American students’ lives. This saturation

exists in the form of advertisements, posters, CD covers, movies, video games, cable

television programs, Internet sites, children’s books, breakfast cereal boxes, fast food

paraphernalia, fashion commodities, and architectural and public spaces (Tavin, 2000).

These visual representations help shape experiences by capturing students’ imaginations

and engaging their desires. Visual culture contributes language, codes, and values that in

turn become the material of everyday social and discursive formations. In short, we are

what we think, and how we act is greatly influenced by visual culture.
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Key Points in Culture/Visual Culture

The following definitions serve as summaries of the content covered in the

previous section.

Culture - culture is the most general and pervasive influence of our social

structure. It consists of knowledge, behaviors, customs and technologies that are socially

acquired by human beings. Culture is born of ideas, techniques, behavior patterns, rules,

rituals, and customs that are socially transmitted from generation to generation. Finally,

culture plays a crucial role in the process of socialization.

Visual Culture – The visual environment in which we live that defines and

informs who we are, collectively and as individuals. Visual Culture reflects our beliefs,

values, and identities, and it helps to shape culture as a whole (Foxall, Goldsmith and

Brown 1998).

Advertising as Part of Visual Culture

As Tavin (2000) Anderson and Milbrandt (2005) and Freedman (2000) point out,

advertising is one component of visual culture. Advertising constitutes one of the most

advanced spheres of image production, with more money, talent, and energy invested in

this form of culture than practically any other in a capitalist society (Kellner, 1988).

Advertising is a pedagogy that teaches individuals what they need, what they should

desire, and what they should think and do to be happy, successful, and patriotic (Kellner,

1988). Advertising also teaches a worldview, values, and socially acceptable and

unacceptable behavior (Kellner, 1988).

Advertising, as visual culture, is in almost every arena of life. The promotion of

goods and services through the use of slogans, images, and other attention getting

devices, has existed for thousands of years. By 1990, however, the United States was

saturated with advertising (Merron, 1998). Merron says the most disturbing trend has

been the growth of advertisements on or through virtually any medium that could

accommodate them. Advertising and brand logos appear regularly on T-shirts, baseball

caps, key chains, clothing, plastic cups, mugs, garbage cans, bicycle racks, parking

meters, public restrooms, in public schools (and, for schools fortunate enough to be

located near airports, on school rooftops). Some claim that advertising is the most
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powerful cultural force, shaping our attitudes, beliefs, values, and lifestyles (Fox, 2001).

Advertising is a constant part of life; even for those who do not read the newspaper or

watch television, the images posted over our urban surroundings are inescapable

(Anderson & Milbrandt, 2005). Pervading all the media, advertising forms a vast

superstructure with an autonomous existence and an immense influence on popular

thought and culture (Williamson, 2002).

Key Points in Advertising as Part of Visual Culture

Advertising serves as a major component of our visual world and constitutes one

of the main avenues in which people receive information about our culture. Currently

there is more time and money being devoted to the production of advertising than any

other visual construct within visual culture.

How Advertising Operates

In a capitalist society, consumerism permeates all aspects of everyday existence,

and advertising, one of the major pillars of our culture, is fundamental to a capitalist

economy (Duncum, 2003). According to orthodox economic theory, the purpose of

advertising is to provide us with information about the goods and services offered in the

marketplace (Durning, 1993). This information, in turn, allows the consumer to make

better informed purchasing decisions. In sum, advertising exists to facilitate consumption

in a capitalist society, and it serves to convey the messages of capitalism, whether these

messages are hidden or open (Coleman, 1998). Recent examples of such messages

include, “Have a Coke and a smile,” “Just do it,” and “McDonald’s…I’m loving it.”

Advertising tries to attract the attention, create the desire for, and stimulate the

action that leads to the purchase of the products and services advertised. Advertisers hope

to convince, to persuade, to motivate, and, most importantly, to get people to act by

moving from the desire for products and services to the actual purchase of products or

services (Berger, 2000). Advertising is based on sound, text, and imagery that have

replaced many of our old forms of communication (Green, 2000). Central to the

significance of these images is their ability to convey meaning. Images often surpass

words in communicating ideas. The function of advertising is to create the desire for a
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product or a cause, not to create something tangible (Anderson & Milbrandt, 2005).

Advertising works on us by making us identify with products, thereby integrating those

products’ qualities into our psyches (Berger, 2000). What differentiates the artist from the

advertiser is the artist holds a bias towards the product or service and has the viewer’s

persuasion as the goal (Berger, 2000).

One technique that advertisers utilize is to establish a relationship between a

product and the consumer (Twitchell, 1996). In advertising circles, this is often referred

to as branding, a practice whereby relationships between products and consumers are

established at an early age in the customer’s life. Studies have shown a definite

relationship between advertising and brands. Branding is distinguished by its process of

differentiation, and acts as a key ingredient in most advertising (Twitchell, 1996). A

company can make as many products as it likes, with each product very much the same

as the others. A product cannot be sold effectively, however, until that product is

differentiated from similar products. A good example of this can be found in the

automobile industry, where brand names like Ford, Chevrolet, and Dodge are viewed

differently by consumers even though the majority of their automobiles are uncannily

similar.

A “brand” can be anything from a company logo to an idea (Baker, 1999).

However, before it is seen as a brand advertising must convince the consumer of the

distinct nature of the product. The purpose of advertising is to influence the consumer’s

brand choice. In this sense advertising is simply an attempt to imbue products with

subconscious meaning.

Advertising is not a subliminal expression of our culture so much as an ongoing

dialogue, within the culture, about the meaning of objects (Twitchell, 1996). Peter Kim,

Director of Research and Consumer Behavior for the advertising agency, J. Walter

Thompson, writes that the role of brands in consumer society is “much akin to the role of

myth in traditional societies. Choosing a brand becomes a way for one group of

consumers to differentiate themselves from another” (Durning, 1993).

Brand loyalties are formed in childhood and often last into the later years of life.

Nostalgia and childhood associations can have a powerful influence on adult brand

allegiance (Lindstrom & Seybold, 2003). Brand loyalties, however, are not formed in a



26

vacuum. Advertisers actively try to create a bond between the consumer and the product.

Lindstrom and Seybold (2003) describe this process in terms of a five stage pyramid.

Beginning at the base, the stages are:

1. Presence. More than just brand awareness, presence implies that the consumer

knows enough about the brand either to accept or reject that brand.

2. Relevance. To offer an acceptable choice, a brand must avoid any negative

connotations. Consumers must believe the brand will meet their basic needs. For

example, that the product is in the right price range and that the product will fit

with their self-image and values. If the product fails to meet these criteria for the

consumer then he or she remains at the presence stage.

3. Performance. At this level, people need to use the brand for themselves, by eating

it, wearing it, driving it, and so on. People will move to this level of the pyramid if

they feel that the product lives up to its initial claims.

4. Advantage. With aggressive product development and marketing techniques

commonplace, a good product does not necessarily provide a brand with a

competitive advantage. In order to be successful in the long-run, a brand must find

a dimension, whether rational or emotional, that will give it an edge over its

competition. Many brands will thus seek an advantage through related, peripheral

products. For example, a successful video game might spawn its own line of toys,

or a comic book character might beget its own line of action figures. This

technique is often short-lived, however, because it sometimes has the economic

disadvantage of requiring the manufacturer to continue this product cycle. Real

market advantage comes when a product taps into the actual emotional needs of

the consumer.

5. Bonding. The top of the pyramid is achieved when the brand name reaches a

degree of attachment in the minds of consumers, such that consumers exclude

other brands from their purchase choices. To the consumer, the chosen brand is

unparalleled by any other competing brands. The underlying causes of this

attachment will be unique to the brand; all successful brands, however, achieve

this goal in some way. On average, people who are bonded to a brand are ten times
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more likely to buy only that brand than those consumers who do not make it to the

first stage (Presence) of the pyramid. (Pp.48-49)

An article by Ehrenberg, Barnard, Kennedy and Bloom (2002), lists seven

techniques utilized by advertising to facilitate the “branding” process:

1. Proclaiming the Brand. Many advertisements simply feature the brand’s name or

current slogan, such as, “Nike,” or “Coke is it.” The point of this is to announce

“here I am, remember me.”

2. The Brand as Product. Many advertisements claim the brand is the highest

example of the product, for example, “X gets clothes cleaner.” Experienced

consumers would know that “X” is much like other laundry detergents, but the

advertising reminds them of “X,” so when they need more detergent they can just

think of “X.”

3. Providing Information. Numerous advertisements feature a particular attribute or

a new price, for example, “Intel Inside,” or “$10 off.” Information can only be

new once. These tag lines only serve as reminders once the consumer has

processed them.

4. Establishing Distinctiveness. Advertising will show the brand or product in some

memorable or creative way.

5. Appealing to the Emotions. Some advertisements command attention through

family, values, gorgeous scenery, sex, humor, cute children, animals, music,

ethics, or some other warm emotion or stimulating experience. Feeling good

about the product and/or liking the advertising is seldom persuasive in a

consumer’s purchase decision, but these ads can be memorable.

6. Professing a Reason. A few advertisements present a reason for choosing a

specific brand, and rely on phrases like “the best,” or “most unique.”

7. The Hard Sell. This technique seldom sells at its inception, but the “hard sell”

may help the consumer who is close to purchasing a brand or product to make a

purchase. (Pp.3-5)

Other than this rigid way of looking at branding, it is clear that branding occurs,

on its own, just by a product being immersed in the culture of the United States. It would
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be difficult to determine where children learn about brands, although advertising certainly

plays a large part. Whether through television, their siblings, school, or shopping, kids

usually have knowledge of about one hundred brand names by the time they enter first

grade (Sutherland & Thompson, 2003). By the age of 10, this knowledge has increased to

around three hundred and fifty, and by the time the average U.S. consumer has reached

adulthood, this number has increased to around fifteen hundred brands. The large number

of brands with which an individual becomes familiar throughout life is known as an

individual’s “brand repertoire” (Sutherland & Thompson, 2003, p. 136). This repertoire is

usually developed as the consumer tests different products and brands, and is developed

through a history of choices more than the influence of dishonest or misleading

advertising. The immense size of the average adult’s brand repertoire is symptomatic of

the culture in which we live. For example, a trip to any grocery store will reveal the wide

selection of candy bars and potato chips in different shapes and sizes. Despite the

appearance of uniqueness, however, there is little separating one brand of potato chip

from another.

Therefore, in order to survive in a competitive economy, brands not only have to

enter into the consumer’s consciousness, but must stay there (Sutherland & Thompson,

2003). This is also a process that must continue through generations. Some brand

marketers today consider the tracking of youth as they become teens and then young

adults critical to their long term survival. Sutherland and Thompson (2003) cite the case

of the Levi’s clothing brand as an example of how businesses need to roll with the

generational current. Levi’s based their success on gearing their jean business and new

casual clothing products to baby boomers. Levi’s ignored the role of the future market for

their core denim business. Unfortunately, Levi’s noticed too late—by the time they

shifted focus to their future market, their sales had dropped a dramatic 40%.

Another way in which brands affect our daily lives is how we feel that certain

brands make statements about us and about other individuals. Berger (2000) states, for

example, that in a capitalist society like the United States, we learn early to market

ourselves, and brand names can provide anxiety-ridden consumers a sense of security that

will enhance their ability to sell themselves. Our personalities are reflected in what we

wear, and we rely on this in order to sell ourselves to others – to become popular, to find
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a job, or to land a mate. Consider that almost everyone we meet is in the same situation,

marketing themselves just as we market ourselves. Much of this marketing is by using

products that claim to announce to others our sense of who we are, what kind of tastes we

have, and, by implication, what our socioeconomic status is.

Branding has a very visible effect on all of us, and is very evident when we look

at student populations (Needham, 1994).

“Many kids operate under a false value system,” says Deborah Terrell, a teacher

of eighth grade English in New Jersey. “They tease–even ostracize–kids who

don’t have the right things. What they’re saying is “If it doesn’t have the right

brand name, it isn’t good enough, and if you don’t have it, then you’re not good

enough for us.” Terrell is referring to the trend among our students by which

certain brand name products, clothing, in particular, have become “must have”

commodities for our youth. “Some kids will steal from someone they perceive as

weaker to get the right item,” Terrell adds. “One of my students, walking back to

his home in the projects, had to give up a leather bomber jacket at gunpoint.” The

goal is to be “cool,” which means attaining the right brand. (p.1)

Flipping through the pages of a teen magazine, one can not ignore the excessive

number of ads devoted to clothing and fashion (Veigle, 1999). These magazines show

models with perfect bodies, skin, clothing and hair. It is no mystery how such ads can be

a powerful influence on an adolescent.

McChesney and Foster (2003) provide some insight into how this is viewed from

an advertiser’s perspective. Nancy Shalek, President of Shalek Advertising, which

handles advertising campaigns for children’s clothing lines, states that,

Advertising at its best is making people feel that without your product, you’re a

loser …. Kids are very sensitive to that; if you tell them to buy something they

are resistant. But if you tell them they’ll be a dork if they don’t, you’ve got their

attention. You open up emotional vulnerabilities and it’s very easy to do it with

kids, because they’re the most emotionally vulnerable. (p.20)

Adolescents have a much deeper relationship with the brands they wear than with

any other kind of consumer goods (Lindstrom & Seybold, 2003). Adolescents adorn

themselves with brands that reflect the way they think about themselves, and how they
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want to be seen. They use brands to stand out, as well as to fit in with their peers and to

express their personalities.

This trend in advertising really gained ground in the 1970’s; “life-style” was the

popular buzzword in advertising and marketing circles, and this trend prompted many

advertisers to rethink their psychological approaches to the consumer (Rice, 1988). One

company divided consumers into lifestyle categories and gave them names to match their

real or perceived lifestyle: Thelma, the old-fashioned traditionalist; Candice, the chic

suburbanite; and Fred, the frustrated factory worker, were just a few examples.

Advertising’s job is to arrest our attention long enough for messages or “brands”

to be delivered to the consumer (Twitchell 1996). These messages also shape the media

in which they are delivered, and transform the audience’s sense of time and self.

Advertising does not just try to arrest our attention by making appeals to our emotions

(Messaris, 1997). Beyond attracting the viewer’s attention, the images in an ad are

typically meant to give rise to some emotional association with the product. The visual

imagery serves this process by making it possible for images to draw upon the rich

variety of visual stimuli and associated emotions to which we are already accustomed

through our interactions with our social and natural environments. Facial expressions,

gestures, postures, personal appearance, and physical surroundings are just a few

examples of these visual stimuli. These visual images are also capable of stimulating

interactions with the viewer’s environment by means of the variables that control the

viewer’s perspective: proximity, angle of view, and presence or absence of subjective

shots (Messaris, 1997).

In first creating needs or desires, and then promising to fulfill them, contemporary

advertising uses emotional close–ups, testimonials, quick cuts, and dramatic situations

and locales to give the consumer a vicarious experience and a sense that a happy ending

will be achieved through consumption (Anderson & Milbrandt, 2005). Ads show

products filling psychological as well as physical needs. Rather than focusing on natural

physical thirst, for example, an ad will offer imagery of inadequacy or fault that can be

cured with a vitalizing drink of Gatorade. Here, the stamina of the athlete is implied as

being a quality of the drink, a quality that most of us lack and should want to have. The
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advertiser’s job is thus to create discontent, and then offer a way for us to resolve this

inadequacy by drinking more Gatorade.

Generating emotion has become a key goal for advertisers, where evoking the

right emotion at the right time can mean the difference between attracting or not

attracting a potential consumer. Shaughnesy and Shaughnesy (2003) outline this process

by identifying and listing the key components. First, in an attempt to explain consumer

behavior, one must identify:

1. The state of mind of the individual. In the case of generating emotion, the

consumer’s state of mind is to be identified by the consumer’s values, beliefs,

imaginings, wants, wishes, and desires.

2. The relevant stimuli. The emotive stimuli that exist in the world outside of self-

generated stimuli emanating from the imagination. These stimuli are appraised

or evaluated against the consumer’s values, beliefs, wishes, wants, and desires.

It is this form of appraisal that gives rise to feelings toward the stimuli. The

stimuli are usually objects of the emotion, and can be events, actions, or

attributes of the objects.

3. The emotional effects or experiences. These can be thoughts (cognitive effects),

feelings, facial displays, or action. (p. 35)

Advertisers also present what they refer to as a “quasi-causal process” in

explaining the generation of emotion (Shaughnessy & Shaughnessy, 2003). This process

consists of five steps or stages that advertisers should consider:

1. The consumer’s value system or key concerns, whether originating from an

evolutionary process, or cultural factors.

2. The emotive stimuli (the objects of emotion, whether events, actions or

attributes).

3. The appraisal of emotive stimuli.

4. Beliefs or imaginings, including wishes, wants, and desires.

5. Emotional responses, including cognitive effects, arousal of feelings, behavioral

expressions, or displays that affect consumer action and the choice process itself.

(p.36-37)



32

If appeals to human emotions are dissected and ultimately utilized to further the

goals of advertising, it is clear that advertising can be very persuasive. Berger (2000) also

identifies emotional appeals that seem to have more to do with what an ad is associated

with, like basic human drives for hunger or sex, than anything else, and speaks to a

deeper more psychological element. When advertising relies on such dramatic elements

as strong narrative, music, sound effects, and superb writing, it is easy to see why

advertising is such a powerful tool of persuasion. According to Berger (2000) all

advertising makes use of some or all of the following to persuade:

1. Heroes and Heroines. Young people often identify with heroes and heroines, and

try to emulate their behavior, their style, or their images. Some of these heroic

figures include show business luminaries, such as musicians, comedians, actors,

and athletes.

2. Humor. Humor sells, and many commercials are extremely funny. Humor

generates a feeling of well-being in the consumer, which then becomes attached

to the products being advertised.

3. Fun. Many advertisements appeal to an individual’s sense of what is fun.

Consumption, in turn, becomes associated with having fun and enjoying life.

4. Success. In many advertisements, people who use a given product or service are

depicted as successful. Some prerequisites to this success are knowing what to

consume, and having a sense of “product knowledge” or connoisseurship. This

sense of product knowledge often has the effect of replacing previous knowledge,

and, in some cases, old-fashioned common sense. A well-trained consumer may

not know a lot of history, and may not be very well read, nor have any

appreciation for art, philosophy, or music. These consumers, nonetheless, have

incredible product knowledge.

5. Reward. Purchasing various products—such as soft drinks or cars—is often

shown as a “reward” for people who have worked hard, and thus deserve their

drinks and SUV’s. The rewards promised by ads are often related to various

types of pleasure, such as fun, friendship, rest, and sex. This technique has an

appeal that stretches across various socioeconomic classes. (Pp.13-15)



33

Levine (2003) talks about this in relation to children. Celebrity endorsements

(heroes/heroines) are a fixture in commercials aimed at children, and for good reason. In

a 1984 study by the Federal Trade Commission, 400 children, ranging in age from 8 to14,

were shown one of various commercials for a model racing set (Levine, 2003). Some of

these commercials featured a famous race-car driver, some included real racing footage,

and others had neither. Children who watched the celebrity-endorsed commercial

preferred that particular product and were convinced that the race-car driver was an

expert about the model car. In addition, these children also believed that the product was

better in quality, and they were less likely to believe the commercial was staged (Levine,

2003).

The crucial principle here is to give a brand personality, and, in turn, to imprint

that personality on our brains. This, however, has very little to do with the actual

attributes of the product or service being sold. One of Coca-Cola’s chief marketing

officers put it quite succinctly, “When people are buying a coke, they are not buying a

product, they are buying the idea of the branding imagery, the emotional connection, and

that is all about entertainment” (McChesney &Foster, 2003 p.13). An executive at

Anheuser-Busch said, “The idea is not about promoting a product specifically, but

connecting with consumers on an emotional level” (McChesney &Foster, 2003 p.13). In

these endeavors, commercial media and advertisers play a similar role. For example,

Disney characters provide the basis for General Mills’ line of fruit snacks, and Disney

also links Nestle’s Wonderball chocolate bar to its children’s films. All of these

techniques are methods by which to influence, persuade, coerce, and design consumer

behavior. Anderson and Milbrant (2005) sum up the function of advertising best when

they state, “Contemporary advertising reinforces a general state of suspended desire and

cynical self interest. It focuses us on ourselves. What do I want to buy? Can I afford it?

How does the ad suggest I can get it?” (p.59)

Key Points in How Advertising Operates

The following section contains some key terms and their definitions from the previous

section.
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Advertising - According to orthodox economic theory, the purpose of advertising

is to provide us with information about the goods and services offered in the marketplace

(Durning, 1993). This information, in turn, allows the consumer to make better informed

purchasing decisions. In sum, advertising exists to facilitate consumption in a capitalist

society, and it serves to convey the messages of capitalism, whether these messages are

hidden or open (Coleman, 1998). Recent examples of such messages include, “Have a

Coke and a smile,” “Just do it,” and “McDonald’s…I’m loving it.”

Branding - One technique used by advertisers in order to establish a relationship

between a product and the consumer (Twitchell, 1996). In advertising circles, this is often

referred to as branding, a practice whereby relationships between products and consumers

are established at an early age in the customer’s life. Studies have shown a definite

relationship between advertising and brands. Branding is distinguished by its process of

differentiation, and acts as a key ingredient in most advertising (Twitchell, 1996).

Ad Psychology 101

The psychology behind advertising and subsequent consumer behavior has

become a field of study in itself. Psychologically, advertisers do not view people as

being self-directed or having needs other than what is material (Anderson & Milbrandt,

2005). Advertisers view people as empty vessels just waiting to be filled with ideas about

underwear, beer, cars and other consumer products. This is done through need arousal, a

strategy by which the consumer is convinced of the availability of the object of desire,

and of its value relative to the difficulty of attaining it. Ownership is the goal, and the

non-material aspects of life, such as spirituality and emotions, are appropriated toward

this end. Psychologists help advertisers with everything from the pacing of television

commercials to the ideal background colors for ads and packaging (Cohn, 2000). They

probe which part of the population would respond to role models and celebrities, and

which segment would prefer another type of spokesperson—even an animal mascot.

Individuals are studied to see how they perceive their environment, what motivates them,

and how advertisers can speak to their individual needs. Consumers are placed in

categories according to social classes and subcultures. This categorization of individuals

into specific categories supports the notion that there is a distinct system of what Foxall,
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Goldsmith, and Brown (1998, p. 231) call social stratification. Social stratification

represents a hierarchal system whereby a society is separated into relative levels of

prestige, status, and power. It is reasoned that society can be conceptualized as a series of

divisions arranged in a hierarchy, where the class and power structure is always changing

as a result of upward and downward mobility. This social movement can present the

advertiser with an opportunity to target groups of consumers moving up or down the

social ladder, and to develop strategies to appeal to their special needs.

Class and social groups are of particular interest to advertisers, because group

behavior is usually more predictable than individual behavior (Foxall, Goldsmith, &

Brown, 1998). Such groups fall into any number of prescribed categories, e.g., family

structure, ethnicity, age, etc. Advertisers look closely at these groups to determine

cultural trends and patterns in order to gauge and predict the hot-buttons to which

consumers will act or react. The findings of advertisers and psychologists have enabled

marketers to improve their attempts at manipulating choices, attitudes and habits. An

important goal of advertising is to persuade the consumer, by the use of communication,

to change attitudes in order to change behavior (Foxall, Goldsmith & Brown 1998).

Advertisers found that appeals to the subconscious mind work better than appeals to

reason; playing on hidden needs, weaknesses, anxieties, and desires is more effective

than encouraging rational choice and self-governed, autonomous behavior when

influencing consumer decisions (Barton, 1988). The best ads are those stitched together

from the cravings of the human psyche (Durning, 1993). These ads include images of

sexual virility, eternal youth, social belonging, individual freedom, and existential

fulfillment. Advertisers not only sell specific products, but, through suggestion, they sell

lifestyles, attitudes, and fantasies that are attached to basic human needs and desires.

Advertisers are sophisticated in the pursuit of these ends, and the most compelling

ads are masterpieces that combine luscious imagery, pacing, and compelling language

that exploit the innermost fantasies and fears of consumers. Prime-time television

commercials in industrialized countries pack, into each minute, more suggestions and

appeals to the human psyche than anything previously devised by the ad industry. From

the beginning, in order to cultivate consumers efficiently, the advertising industry

attempted to develop an air of universality pertaining to human response (Ewen, 1976).



36

Advertisers hoped that human instinct would allow them to reach mass audiences through

a universal appeal. Ads began to be focused on basic human needs, such as sustenance,

sex, shelter, and rest. Consider the task of having to build a mass ad industry to attend to

the needs of mass production; advertising’s early gurus welcomed the ideas of

psychologists in order to further this goal.

In order to understand what motivated consumers to make certain purchasing

decisions, advertisers looked closely at specific psychological theories, including the

work of psychologists such as Maslow, Freud, and Pavlov. One of the widely-cited

motivational theories, “Hierarchy of Needs,” is the work of Abraham Maslow (Foxall

Goldsmith and Brown, 1998). This theory argues that human needs progress from the

most basic, such as food, shelter, and clothing, to more affective needs, such as love and

companionship. In the upper tier of this hierarchy rest the needs for self-actualization and

self-esteem. The satisfaction of lower needs is necessary to trigger the next level of

needs. For example, hunger would prevent an individual from thinking about or aspiring

to fall in love. Maslow (1954) points out one characteristic of human behavior: when

one’s behavior is dominated by a certain need, one’s philosophy of the future tends to

change. For people who are chronically hungry, for example, Utopia can be defined as a

place where there is an inexhaustible source of food. They tend to believe that if they

were only guaranteed food for the rest of their lives, they would be content and would

never want for anything more. For individuals suffering from hunger, life is defined in

terms of food and eating. Everything else becomes unimportant; freedom, love, the need

for human interaction, and respect may all be waved aside as frivolous since they fail to

fill the stomach.

To view needs in such a way, however, requires a general and very simplistic

view of human actions. In certain civilizations, much of the population never goes

hungry. The question is, what happens to human behavior when there is plenty of food,

and hunger is no longer the key source of motivation (Maslow, 1954)? According to

Maslow, once basic needs are fulfilled, other (and higher) needs emerge, and

physiological rather than physical hungers tend to dominate human behavior. When these

hungers are then satisfied, new and higher needs emerge. This is the rationale behind a

hierarchy of needs. One crucial implication of this is that gratification becomes as
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important a concept as deprivation in motivation theory, because it releases the individual

from the domination of more physical needs, permitting the emergence of goals intended

to satisfy the human psyche. When perpetually satisfied, physical needs cease to exist as

an organizer of behavior, and then exist only as a potential that will reemerge only if a

physical need is not met. A want that is satisfied is no longer a want (Maslow, 1954).

Maslow’s theory is useful in that it makes a distinction between physical or

inherited needs, and learned needs. Learned needs, according to Maslow, are not inherent

to human survival, but are acquired by the individual through social interaction (Foxall,

Goldsmith and Brown, 1998). While a wide sector of advertising is directed toward the

satisfaction of basic needs (like food), the presence of social motives gives the advertiser

an additional way of reaching the consumer. Advertisers may find it easier to attract

consumer’s discretionary income by stimulating these socio-psychological wants. The

higher needs hinge less on physiological necessities than on human abstractions, such as

love or self-actualization. The higher needs and lower needs have different properties, but

they are similar in that both of them must be defined as intrinsic to basic human nature

(Maslow, 1954).

Another key theorist of the psychology behind advertising was Sigmund Freud.

Freud was the first to distinctly identify the conscious mind. He called it, “the arena in

which current thinking and awareness occur” (Foxall, Goldsmith, and Brown, 1998 p.

138). The conscious mind contains a component known as the preconscious, which

“contains information, ideas, and reminiscences that are not currently part of a person’s

conscious, but of which he or she is capable of becoming aware” (Foxall, Goldsmith, &

Brown, p. 138). A couple of examples would be your address, or a telephone number

you have committed to memory. The unconscious contains what Freud refers to as

repressed information or motives not open for interpretation or easily accessible by the

conscious mind. What came to be known as psychoanalytic theory is based on the notion

that the human mind is multi–layered. This theory can be illustrated by imagining an

iceberg where the conscious mind is represented by what is seen above water. The part of

the iceberg just below the water can be viewed as the preconscious mind, and the rest of

the submerged iceberg represents all the stored information in our unconscious (Berger,

2000).
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Freud’s theories on psychological development are based on the fulfillment of

needs and how these needs interact within a social realm; this is where Freud takes a

serious look at individual motivation (Foxall, Goldsmith and Brown, 1998). It is also

apparent that advertisers have taken this theory and used it to their advantage. Freud

believed that the personality consisted of the interaction between three forces: the id,

demanding gratification of all wishes and desires; the ego, the controlling and directing

forces seeking to moderate the id; and the superego, the moral and judicial part of

personality, which seeks to align behavior with the rules of a society. The ego is that part

of the id which has been modified by the direct influence of the external world (Freud,

1960). Moreover, the ego seeks to bring the influence of the external world to bear upon

the id and its tendencies, and endeavors to substitute the reality principle for the pleasure

principle which is unrestricted in the id. For the ego, perception plays the part which in

the id falls to instinct. The ego represents what may be called reason or common sense in

contrast to the id, which contains the passions (Freud, 1960). The super-ego is, however,

not simply a residue of the earliest object choices of the id; it also represents a reaction-

formation against those choices. Whereas the ego is essentially the representative of the

external world, of reality, the super-ego stands in contrast to it as the representative of the

internal world, of the id. Conflicts between the ego and the super-ego will ultimately

reflect the contrast between what is real and what is physical, between the external world

and the internal world (Freud, 1960).

Freud’s theories were really the first to influence marketing practices, and

ultimately gave birth to the field of market research in the 1950’s (Foxall, Goldsmith and

Brown, 1998). Market research stressed the psychological and symbolic aspects of

society’s consumptive habits. Products and brands where then interpreted according to

their symbolic terms and related to the unconscious desires of the buying masses. The

psychoanalytic model developed by Freud implied that consumers are motivated by

symbolic as well as economic-functional product concerns (Taylor, 1999). This idea led

to observations that advertising appeals aimed at the consumers’ inner world of hopes,

dreams, and fears, could be as effective in stimulating purchases as more rationally

directed appeals.
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Ivan Pavlov’s theory of “behaviorism,” or “classical conditioning,” found that

once humans were repeatedly exposed to stimuli, they would come to expect the stimuli,

which, in turn, would often elicit a specific behavior (Foxall, Goldsmith and Brown,

1998). Pavlov originally experimented on dogs and found that they would start to salivate

when they heard a bell that preceded the footsteps of their feeders. Through

experimentation, he established that dogs would salivate when a bell was rung even when

no food was present. He thus determined that a certain behavior had been programmed

into the dogs, triggered by the sound of a bell. The procedure by which new stimuli

gradually cause reflex responses became known as “classical conditioning.”

Classical conditioning suggested that learning took place on the stimulus side of

the stimulus-response paradigm. For Pavlov, learning was the conditioned stimulus

substituted for the unconditioned stimulus (White, 1993). Different kinds of habits based

on training, education and discipline of any sort are nothing but a long chain of

conditioned reflexes. Associations, once established and acquired between definite

stimuli and our responses, are persistently and, so to speak, automatically reproduced,

sometimes even although we fight against them (Pavlov, 1927). The path of the inborn

reflex is already completed at birth; but the path of the signalizing reflex has still to be

completed in the higher nervous centers. We are thus brought to consider the mode of

formation of new reflex mechanisms. A new reflex is formed inevitably under a given set

of physiological conditions, and with the greatest ease, so that there is no need to take the

subjective states of the dog into consideration. With a complete understanding of all the

factors involved, the new signalizing reflexes are under the absolute control of the

experimenter; they proceed according to as rigid laws as do any other physiological

processes, and must be regarded as being in every sense a part of the physiological

activity of living beings. This new group of reflexes conditioned reflexes to distinguish

them from the inborn or unconditioned reflexes (Pavlov, 1927).

The unconditioned stimulus is the stimulus which is not dependent on another

stimulus, and naturally causes an unconditioned response. As it relates to advertising

terms, Ronald Taylor (1999, p.2) explains that the Pavlovian learning model includes the

concepts of drive, cue, response, and reinforcement. A drive is a need or motive; a cue is

a stimulus that determines when and where a consumer responds; a response is the
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consumer’s reaction to the configuration of cues; and reinforcement exists if the response

adequately reduces the drive.

In this model, marketing communications act as the cues in introducing, for

example, a new brand of coffee, but introductory advertising would be a weak cue. Free

samples of the coffee would be a much stronger cue. The Pavlovian model of advertising

emphasizes repetition, so a single exposure to a product would be viewed as a weak cue.

In addition, the model suggests that a written advertising message, to be effective as a

cue, must arouse strong drives in consumers. As a result, the strongest drives must be

utilized: hunger for candy bars, safety fears for safety belts, and sex for make-up and hair

products.

Key Points from Advertising Psychology

Abraham Maslow – developed the “Hierarchy of Needs,” This theory argues that

human needs progress from the most basic, such as food, shelter, and clothing, to more

affective needs, such as love and companionship. In the upper tier of this hierarchy rest

the needs for self-actualization and self-esteem. The satisfaction of lower needs is

necessary to trigger the next level of needs. For example, hunger would prevent an

individual from thinking about or aspiring to fall in love.

Sigmund Freud - Freud’s theories on psychological development are based on the

fulfillment of needs and how these needs interact within a social realm; this is where

Freud takes a serious look at individual motivation (Foxall, Goldsmith and Brown, 1998).

It is also apparent that advertisers have taken this theory and used it to their advantage.

Freud believed that the personality consisted of the interaction between three forces: the

id, demanding gratification of all wishes and desires; the ego, the controlling and

directing forces seeking to moderate the id; and the superego, the moral and judicial part

of personality, which seeks to align behavior with the rules of a society. Freud’s theories

were really the first to influence marketing practices, and ultimately gave birth to the

field of market research in the 1950’s (Foxall, Goldsmith and Brown, 1998).

Ivan Pavlov - Ivan Pavlov’s theory of “behaviorism,” or “classical conditioning,”

found that once humans were repeatedly exposed to stimuli, they would come to expect
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the stimuli, which, in turn, would often elicit a specific behavior (Foxall, Goldsmith and

Brown, 1998).

Advertising Theory, Background, and Implications for Education

Advertising, according to Twitchell (1996), is “the educational program of

capitalism” (p. 41). It is the visual and verbal language that defines the culture in which

we are immersed from birth. Advertising is the educational program of capitalism, the

sponsored art of capitalism, the language of capitalism, and the pornography of

capitalism. Most of all, for all its sophisticated phrases, advertising is the culture

developed to expedite the central dynamic of capitalism—the distribution of goods

(Twitchell, 1996). If this is the case, how does advertising educate us, and how does it

differ from other educational philosophies? Advertising subscribes to what Henry (1963)

calls “pecuniary philosophy,” (p.45) because advertising exploits what some see as

sacred for its own pecuniary ends. The transition from relatively harmless distortion to

socially harmful is subtle, and most people cannot tell the difference. In pecuniary

philosophy, education means to educate to buy, inspiration means to inspire to buy, and

dream means to dream about products (Henry, p. 45). Truth, therefore, encompasses

three basic precepts: truth is what sells, truth is what you want people to believe, and

truth is that which is not legally false (Henry, 1963). This philosophy implies that the

consumer is a blank slate just waiting to be filled with new versions of the truth. All the

advertiser has to do, in order to influence this empty information vessel is develop ways

in which to penetrate it.

In order to educate a wanting public, a specific structure has evolved to relay the

messages of advertising. Barthes (1977) states that a message consists of three

components: 1) a source of emission, or the people who create the advertisements, 2) the

point of reception, or the public who receive the advertisement, and 3) the channel of

transmission, in this case the media, by which the advertisement is delivered to the

public. Foxall, Goldsmith, and Brown (1997) expand on Barthes’ categories and frame

them in a way applicable to the advertising world. They also provide some insight into an

advertiser’s motivations in this process:
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1. Message source. The message source may be the advertiser, the spokesperson in

the advertisement, or a sales person. In each of these, the most studied source

characteristics are credibility, attractiveness, and power. Credibility also includes

expertise, objectivity, and trustworthiness. Here, there is a direct connection

between the credibility of the message source and the desired outcome of that

message. For example, when a doctor is used to endorse a new form of pain relief,

this makes the medicine appear more credible to the consumer. Sources that do

not seem credible to the consumer will be less likely to sway a consumer’s

opinion.

2. The Channel. The channel is the means by which the message is transmitted from

the source to the receiver. Channels of communication include informal methods,

such as word of mouth, and also formal methods, such as the mass media. Mass

media is often divided into two categories, print and electronic media, where the

former includes newspapers and magazines, and the latter includes radio,

television, computers and other emerging electronic technologies. What is

important here is that a single message can be transmitted through several media,

with each media having its own, unique way of affecting the consumer. Whether

it be through television—where we see a commercial, or through the Internet—

where it is possible to interact with a message, each vehicle delivers its message

in a different way.

3. The Recipient. Recipients, or people who receive messages, are often very

diverse. They vary widely in socioeconomic status, lifestyle choices, age and

education, and all of these elements may affect the way consumers receive the

information. The amount of existing knowledge, strength of beliefs, attitudes

toward specific media, and sources of the message also may affect consumer

choices. Hence, marketers must be knowledgeable about their target audience,

and thereby fashion their messages to specific groups of consumers. (Pp.117-119)

These structures were expanded by Berger (2000), who allows for a broader

context, including not just how the message is received on an individual basis, but how it

is received by society as a whole. Berger’s system begins with artists and copywriters as

the source of the advertisement. The artwork is the message and the medium, which
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serves as the vehicle for delivery to the audience (the initial recipient), and eventually to

society, which becomes affected by the message.

All of these systems reflect the views of John Dewey (1934, 1938, & 1944), who

believed that education was divided into three specific parts: environment,

communication with others, and the experience an individual attains through living.

Dewey (1938) suggested that education is the formation of the mind, whereby certain

associations or connections of content are set up by means of a subject matter presented

from the outside world. Education then proceeds through instruction, and knowledge is

built into the mind from outside sources.

According to Dewey (1938), communication is the vehicle by which we educate

ourselves, and all communication is educative. To be a recipient of a communication is to

have an experience both enlarged and changed, since one shares in what another has

thought and felt, and so has his own attitude modified. The one who does the

communicating is not left unaffected, either (Dewey, 1938).

Experience occurs continuously, because the interaction of humans and

environmental conditions happens in the very process of living (Dewey, 1934). Under

conditions of resistance and conflict, aspects of the self and the world that are implicated

in this interaction qualify experience with emotions and ideas, so that conscious intent

emerges. The nature of experience can be understood only by noting that it includes both

active and passive elements combined in distinct ways. On the active side of things,

experience is a meaning which is made explicit. On the receptive side, experience is

undergoing continual development. When we experience something, we act upon it, we

do something with it, and then we suffer or enjoy the consequences. In short, we do

something to the experience, and the experience does something to us in return (Dewey,

1944).

Education, coupled with experience and communication, serves the individual—

but to what end? Dewey viewed the influence of communication, the environment, and

experience as vehicles to further the concept of freedom. Freedom is defined as freedom

of intelligence, freedom of observation, and freedom of judgment exercised on behalf of

purposes that are intrinsically worthwhile (Dewey, 1938).
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Modern mass advertising turns Dewey’s philosophy inside out. In the name of

freedom and individuality, advertising encourages individuals to give in to their impulses,

so that they may be controlled more easily by others (Molnar, 2000). The last thing in the

world that advertisers want is for a target audience to have self-control. For Dewey, in

contrast, freedom is expressed through the control of impulse in the service of intelligent

purposes. With the development of an apparatus for the stimulation and creation of mass

consumption, businesses assumed an expansionist and manipulative approach to popular

consciousness. While much of the thinking in American industry adhered to traditional

democratic rhetoric, the basic impulse of advertising was one of control, of actively

channeling social impulses toward the support of corporate capitalism and its productive

and distributive priorities (Ewen, 1976).The information overload and problems

presented toward progressive communication identified by Dewey have taken on

increased importance (Evans, 2001). The mass media of communication, including

television, radio, newspapers, and magazines, have had the effect of crowding out other

kinds of communication opportunities.

Edward Bernays (1928), considered to be the father of modern advertising, can be

described as the perfect antithesis of Dewey. Research suggests that Bernays used

Dewey’s concepts of communication, experience, and education, but turned them to a

different end. According to Bernays, there is no means of human communication which

may not also be a means of deliberate propaganda, because propaganda is simply the

establishing of reciprocal understanding between an individual and a group (Bernays,

1928). Propoganda becomes a means by which the consumer is the citizen, and society is

controlled by an elite few. The elites govern us secretly because of their natural

leadership abilities, their abilities to supply needed ideas, and through their key positions

in the social structure. Whatever attitudes one chooses to take toward this condition,

argues Bernays, it remains a fact that in almost every act of our daily lives, we are

dominated by the relatively small number of persons who understand the mental

processes and social patterns of the masses (Bernays, 1928). It is they who control the

public mind, who harness old social forces, and contrive new ways to both blind and

guide the world.
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In Bernays’ view, democratic civic life was just as much a marketplace as was

economic life (Molnar, 2000). Bernays considered it axiomatic that competing political

interests would seek to put their views before the public, just as competing economic

interests would seek to promote their products and services. Bernays did not consider this

an evil process, nor did he regard propaganda in a negative light. Propaganda was, as he

saw it, essential to keeping the wheels of politics and commerce turning while preserving

social stability.

At the end of his book, Bernays (1928) laid the groundwork for what advertising

would become, and he also issued a call to arms to the advertiser. In the future, he said,

air space will be sold openly. Whether the message will reach the public in the form of

straight news, entertainment, or as special programs for particular groups, the advertiser

must be prepared to meet the mind of the public. Bernays was committed to the rhythms

of the industrial world, and to its economic priorities; he believed that machinery was the

all-informing idiom of social life (Ewen, 1976). The control of the masses required that

people, like the world they inhabited, assume the character of the machine, without any

aspirations toward self realization. This was, according to Bernays, predictable.

Key Points from Advertising Theory, Background, and Implications for Education

Roland Barthes (1977) developed a way of interpreting an ad by breaking it down

into three distinct parts: 1) the linguistic message, which carries both denoted and

connoted messages, is what the ad actually states; 2) the connoted image is what is

implied or suggested in the image, in what the images show and how they show it; and 3)

the denoted image is what you literally see in the advertisement itself.

John Dewey (1934, 1938, & 1944), who believed that education was divided into

three specific parts: environment, communication with others, and the experience an

individual attains through living. Dewey (1938) suggested that education is the formation

of the mind, whereby certain associations or connections of content are set up by means

of a subject matter presented from the outside world. Education then proceeds through

instruction, and knowledge is built into the mind from outside sources.

Bernays (1928) laid the groundwork for what advertising would become, and he

also issued a call to arms to the advertiser. In the future, he said, air space will be sold
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openly. Whether the message will reach the public in the form of straight news,

entertainment, or as special programs for particular groups, the advertiser must be

prepared to meet the mind of the public. Bernays was committed to the rhythms of the

industrial world, and to its economic priorities; he believed that machinery was the all-

informing idiom of social life (Ewen, 1976). The control of the masses and subsequently

education, required that people, like the world they inhabited, assume the character of the

machine, without any aspirations toward self realization.

Advertising Now, Advertising Overload

In the world of advertising, “advertising clutter” (Ha 1999, p.1) a new term that is

used to define ad saturation has become such a problem that it is forcing many advertisers

to rethink their approach. Ha (1999) provides an excellent definition for advertising

clutter: “[advertising clutter is] the density of advertisements within a media vehicle”

(p.1). Ad clutter poses an interesting problem for advertisers because it can overwhelm

the potential consumer, thus neutralizing ad effectiveness. For example, when magazine

publishers want to sell more advertising pages, they have to consider the detrimental

effect of doing so. In economic terms, they must consider the elasticity of clutter. The

loss in revenue from having fewer advertising pages can be offset by an increase in

advertising rates or in the cover price (Ha & Litman, 1997).

Advertising has become such an overwhelming visual component of our culture,

that the public seldom pays attention to ads (Fox, 2001). Because we live in a market-

driven economy in which we consume more than we produce, advertising flows

constantly—from television to billboards, print ads to blinking Internet messages, and

even on elevator rides. In the 1970’s, columnist George Will lamented that grocery stores

stocked about nine thousand items, but by the late 1990’s, the figure was up to 30,000

items (Fox, 2001). More items demand more ads, and more aggressive ones. In the early

1970’s, the daily number of ads targeted at the average American was 560. By 1999, this

number jumped to 3,000 ads a day. Advertising is not just part of the dominant culture; it

is the dominant culture (Twitchell, 1996). Consumers have come to trust what advertising

says, not necessarily about goods, but about advertising itself. In other words, we may not

know what advertising does, but we all know what advertising is. Ironically, ad
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recognition contradicts what adverting is supposed to do, which is to arrest our attention.

Pervasive and powerful, advertising’s effects should largely go unseen, because we

should think about advertising as a fish thinks about water (they don’t). This is especially

true for children and young adults, who have grown up immersed in a world that

promises everything to everyone for a price (Fox, 2001). The declining effectiveness of

individual ads, as overexposed consumers develop immunities, has become a source of

real concern for marketing firms, which find themselves forced to work harder to get the

same result (McChesny & Foster, 2003). In the words of David Lubars, a senior ad

executive in the Omnicom Group, consumers “are like roaches: you spray them and spray

them and they get immune after a while” (McChesny & Foster, 2003 p.2). The only

answer, apparently, is to spray them some more.

A rising trend in advertising that reflects this attitude is that marketers are linking

themselves with larger conglomerates and are utilizing massive amounts of product

placement, advertising, and promotional deals across the firm’s entire array of assets

(McChesney & Foster, 2003). In 2002, MasterCard made a deal with Universal Studios

valued at over 100 million dollars. The deal made MasterCard an integral part of

Universal’s theme parks, movies, home videos, and music. Another development in

advertising has given rise to the term, “Guerrilla marketing,” (McChesney & Foster, 2003

p.19). This is an attempt by marketers to deliver sales messages to particular audiences by

aggressively spreading “buzz” about a hip new product, or using other unorthodox

methods to generate consumer interest. This tactic is often referred to as urban marketing,

where companies, like Coca-Cola, supply teams of hip young African Americans with

truckloads full of Coke and hip-hop music to win over new consumers, specifically

African American teens. “Maze Jackson, the director of urban marketing for one ad

agency, states that this approach is more authentic and allows his firm to hone in on

young urban trendsetters. Jackson also says, “In short, even personal relationships are

now deployed to sell” (McChesney & Foster, 2003 p.19).

Key Points from Advertising Now, Advertising Overload

Advertising has become such an overwhelming visual component of our culture,

that the public seldom pays attention to ads (Fox, 2001).
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More items demand more ads, and more aggressive ones. In the early 1970’s, the

daily number of ads targeted at the average American was 560. By 1999, this number

jumped to 3,000 ads a day.

Manipulation in Advertising? Advertising with Children and Youth

Desperation has led to actively aggressive strategies by advertisers to gain

attention by bombarding consumers with ads in every avenue of life, through every

possible medium. It also opens the door to ethical grey areas, where advertising becomes

more diverse and divisive in order to gain public attention. Munro (1999) provides one

definition for manipulation: “to have the power of producing an effect without force or

direct authority, especially with the intent to cause one to believe something that is

untrue” (p.1) For example, if an advertisement succeeds in convincing the public they are

in need of a certain product, then, in essence, it has succeeded in causing a consumer to

believe something that is false or untrue. What an advertisement says is part of a

deceptive mythology of advertising, which asks consumers to believe an advertisement is

simply a transparent vehicle for a message about a product (Willimason, 2002). A

common element of most advertisements is this message: we are told something about a

product, and asked to buy it with information that is frequently untrue.

With the development of advertising, businesses now had a vehicle for the

creation and stimulation of mass consumption (Ewen, 2001). Once this was in place,

businesses began to assume a more expansionist and manipulative approach to tapping

into popular consciousness. While much of the industry of the U.S. adhered to a

traditional democratic notion of society, the basic impulse of advertising was one of

control, and was anti-democratic. The consumers’ social impulses were geared toward

the support of capitalism, business, and its productive and distributive properties.

This, of course, is nothing new. Advertising’s message, however, is now reaching

a population that is at its most vulnerable due to its inability to grasp an advertisement’s

true meaning. In the 1950’s, marketers began to define children as a separate

demographic category (Fox, 2001). By the late 1970’s, research indicated that children

had trouble distinguishing between television programs and commercials. Most children

had little or no understanding of an ad’s persuasive intentions, thus making children
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highly vulnerable to commercial claims and appeals. In 1978, such research prompted the

Federal Trade Commission to attempt to ban television commercials aimed at youngsters.

This raises the question, “are our students even aware of how advertising has affected

them?”

It is necessary to approach advertising with the basic assumption that the ad writer

uses language less to express than to impress, less to illuminate than to manipulate, less

to win with reason than to baffle with clever tricks (Kehl, 1983). The reader must read

not only the declarations of advertisers, but also the implications of advertisers, and not

only the denotations, but the connotations. The reader must be alert to what the advertiser

means to say, and also to what the advertiser does not mean to say. The ad writer should

be viewed as little more than a con man persuading viewers to buy something they do not

need with money they do not have (Kehl, 1983).

Much advertising is specifically geared toward an adolescent audience (Schaub,

1985). Many of these adolescents do not realize that they have been manipulated since

they were old enough to watch television, and are often unaware that their minds are

constantly being barraged with unique ploys to get them to consume. Some adolescents

are getting the message, but getting it all wrong, which may be exactly what these

advertisements are trying to accomplish. Many adolescents were unable to detect the

explicit claim of an advertisement, yet maintained that the ad “made sense,” which

suggests the peripheral information in the ad becomes its central message (Edens &

McCormick, 2000). Apparently, some teenagers lack appropriate strategies to discern the

explicit claim of an ad, and also find it difficult to distinguish between visual imagery

used to gain attention and imagery that conveys relevant product information.

Most kids see commercials not as an instrument designed to sell a product or

service, but as something that is aiming for the very opposite (Fox, 1995). Kids view

commercials showcasing athletes solely as advertisements for the athletes, not a product.

They also believe the athletes paid for the exposure in order to bolster their egos or their

teams’ reputations. From a child’s perspective, the product endorsed the athlete–not the

other way around. Due to the fact that students are more impressionable than adults are,

less sure of themselves and less capable of sorting out fact from fiction, advertising can

affect their thinking and behavior more than the thinking and behavior of adults
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(Kapatkin & Holmes, 1995). Young children, in particular, have difficulty distinguishing

between advertising and reality in ads, which can distort their view of the world. Older

kids have some ability to see past the hype and manipulation, although most have not

fully developed these skills. Even kids who have become media savvy can fall prey to ads

that play on their insecurities. Children are the segment of the population least likely to

understand advertising, and the most likely to be influenced by advertising (Cohn, 2000).

Although advertisers have focused so much attention on human motivation,

psychoanalysis, and what fuels our needs, wants, and desires, it is clear that some people

are not affected by it, or already possess an awareness of how advertising tries to

manipulate them. If the health of advertising can be defined by the public acceptance of

it, then it seems that the prognosis for advertising is not good. In a study by Banwari

Mittal (1994), one of every two consumers dislikes TV advertising, and finds a majority

of TV commercials to be lacking in information and honesty. They view ads as deceptive,

boring, annoying, insulting and trivial. Add to this the one in four consumers who “feel

neutral” about advertising, or the one in three who have learned to be “indifferent,” or

who “pay no attention,” and it is clear that advertising is in a crisis and is increasingly

ineffective (p.11). Even within the industry, there is a contingent of advertisers that

believes the public is a lot smarter than advertisers think. Much advertising since the

1980’s has insulated itself from its critics by assuming that its audience was literate in the

manipulative images of advertising.

Advertisers address the charge of being modern day con artists by acknowledging

it and turning it into an ironic joke (Gamson, 1999). Many ads self-consciously call

attention to their ad-ness. This suggests that the public is ad-conscious, rather than an ad-

ignorant. When addressing charges of open manipulation in advertising the majority of

consumers did not view advertising as sufficiently mesmerizing to manipulate their

behavior (Mittal, 1994). In fact strong degrees of perceived manipulation in advertising

are almost always counterproductive, since these ads have a tendency to evoke a

psychological resistance to attempted manipulations. Despite a negative view of the

consequences of advertising, many people regard themselves to be in control and

ultimately resistant to the manipulative effects of ads (Mittal, 1994). A good example of

this is provided in an article by Preston and Richards (1993), which argues that
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consumers may understand an ad’s claim, but not believe that claim. For example, a

weight loss ad makes the claim that the consumer will “lose 15 lbs. in 5 days” (p.1), and

the consumer understands the advertiser’s promise. Prior experience and knowledge of

similar weight loss products, however, could render the consumer quite wary of the ad’s

claim.

Most of these claims, however, seem to focus their attention on educated adult

consumers who are aware of advertising’s designs on them as potential consumers. For

the sake of this study: what is it about adolescents that suggest they may not possess all

the necessary skills to interpret advertising messages? Some young adolescents are very

aware of the scope of modern mass media and its attempts to target them. Certain

adolescents recognize that people make up advertising messages, and that television

programs work intentionally to get attention and the highest ratings (Fisherkeller, 1998).

Adolescents also realize that the television companies stand to make large amounts of

money off of their attention. This suggests that the students are aware of the relationship

between television programming and advertising placement, and it is clear that students

have come to understand this by watching television (Fisherkeller, 1998). Adolescents

talk with their friends and families about different kinds of ads, programs, and network

choices. These adolescents have learned about television and other forms of media as

symbolic and commercial systems, not through formal instruction, but by living their

lives and making sense of the vast media landscape on their own (Fisherkeller, 1998).

As Fisherkeller implies, more exposure to mass media seems to have a subtle

informative affect, where the viewer becomes more adept at detecting advertising’s aims.

A study by Bristol and Mangleburg (1998) reflects the idea that exposure to television

advertising seems to give adolescents more experience with which to judge ads, and thus

enhances their skepticism towards them. The positive relationship between the amount of

television watched and skepticism of ads may also have implications for potential

marketers. Marketers may have to be careful in presenting implied or subjective claims to

adolescents who frequently watch television, because these viewers are likely to be wary

and more discerning toward such claims. Test results also showed that an awareness of

the marketplace plays a crucial role in adolescent skepticism toward advertising. Greater

knowledge of the marketplace appears to give adolescents a basis by which to evaluate
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ads (Mangleburg, 1998). With greater knowledge, teens are more likely to recognize the

persuasive techniques used by advertisers. With greater knowledge of stores and

shopping, adolescents are able to detect when advertising is truthful and when it is

misleading.

Key Points from Manipulation in Advertising? Advertising with Children and Youth

Manipulation - to have the power of producing an effect without force or direct

authority, especially with the intent to cause one to believe something that is untrue

(Munro, 1999).

1950 - marketers began to define children as a separate demographic category

(Fox, 2001).

Late 1970’s - research indicated that children had trouble distinguishing between

television programs and commercials. Most children had little or no

understanding of an ad’s persuasive intentions, thus making children highly

vulnerable to commercial claims and appeals. In 1978, such research prompted

the Federal Trade Commission to attempt to ban television commercials aimed at

youngsters. This raises the question, “are our students even aware of how

advertising has affected them?”

Advertising’s Effects and Consequences with Children and Youth

Adolescents are affected by advertising in different ways. They use advertising

not only as a vehicle to acquire material goods, but also to shape who they are and what

they believe (Fox, 2001). Adolescents’ health is often directly affected by advertising.

Children and young adults should consider how advertising can affect four basic types of

health: our physical health—by lulling us with media depictions of glamorous smokers

and drinkers, as well as direct ads for alcohol and tobacco use, our emotional health—by

delivering media imposed definitions of beauty, sexuality, and maturity, as well as other

notions, such as instant gratification, our social health—because it often communicates

attitudes, values, beliefs, and ideologies, including those of consumption, competition,

and materialism, and our cultural health—when we observe how certain groups of people

are represented in advertising messages (Fox, 2001).
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Advertising not only influences the language that we speak, it also shapes the way

we see ourselves and society (Domzal & Kernan, 1993). From information processing

research, we know that the self represents each person’s most elaborate schema, and that

it preempts other cognitive or affective schemes whenever incoming information, such as

advertising, can be associated with its content. Information relevant to the self is then

copied onto this self–schemata, and is known to be more meaningful and more

memorable to people. When advertising seems to be addressed to us, we are more likely

to attend, perceive, and process the message (Domzal & Kernan1993). Consumer media

culture, particularly entertainment and advertising, is important in the identity formation

and selfhood of adolescents, and plays a key role in both their biographical histories and

the formation of their peer groups and subcultures (Kenway & Fitzclarence, 1999).

Histories of consumer culture, media culture, and education show how these interact in

highly reciprocal ways with other social changes. Adolescents draw materials from the

media that contribute to their socialization: when they seek entertainment or high

sensation from the media, when they use media materials toward identity formation and

for coping, and when they participate in a media-based subculture (Arnett, 1995).

Adolescents are thus participating in activities that are a part of their socialization.

Strasburger (2001) says the problem is that children during specific stages of

development lack the cognitive ability to interpret advertising’s intent. In many cases,

children’s lack of awareness of advertising’s real agenda can have direct negative results

on the children’s well being. For example, there is a relationship between food

advertisements, unhealthy eating practices, and obesity (Strasburger 2001). More than

fifty percent of adults in the U.S. are now overweight (body mass index greater than 25),

and the number of overweight children has doubled in the past two decades. The

prevalence of type II diabetes, previously thought to be exclusively an adult-on-set

disease, has increased dramatically among children and teenagers. Half of the ads that

children view are for food, especially sugar cereals and high-calorie snacks. On Saturday

morning television, sixty-one percent of commercials are for food, and more than ninety

percent of those are for sugared cereals, candy bars, fast foods, chips, or other

nutritionally unsound foods (Strasburger 2001). Numerous studies have now documented

that such advertising is very effective in increasing children’s request for junk food and
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trips to fast food restaurants, and is changing children’s views of healthy nutrition (CSPI,

2003).

Food marketing aimed at kids undermines parental authority, and helps fuel the

epidemic of childhood obesity. According to a report issued by the Center for Science in

the Public Interest, the volume and variety of marketing techniques has exploded as food

marketers seek new ways of bypassing parents and directly influencing kids’ food

choices. Most foods marketed directly to children are high in calories and low in nutrition

(CSPI, 2003). Researchers found that television commercials lowered children’s ability to

resist the temptation for low nutrition foods (Fox, 2001). This was fifteen years after a

study which concluded that sports celebrities promoting the use of snuff and chewing

tobacco in television and magazine ads led to increased numbers of young people using

these products. Other research found that ads for alcohol became “increasingly salient

and attractive to kids between the ages of 10 and 14 years” (Fox, 2001 p.5) The American

Academy of Pediatrics estimates that, each year, youngsters are exposed to 2,000

television ads for beer and wine (Fox, 2001). The Academy believes that this may explain

the increase in young people’s liquor consumption. Moreover, the Academy contends

that the increase in childhood obesity correlates with youngsters watching more

television commercials that tout foods high in salt, sugar, and fat.

Key Points from Advertising’s Effects and Consequences with Children and Youth

Children use advertising in a variety of ways and are often effected by it

physically, emotionally and psychologically. Adolescents’ health is often directly

affected by advertising. Children and young adults should consider how advertising can

affect four basic types of health: our physical health, our emotional health, our social

health, and our cultural health—when we observe how certain groups of people are

represented in advertising messages (Fox, 2001).

Advertising in the Classroom

Advertising trends become even more alarming when one considers the increasing

presence of advertising in schools. A relationship is formed between the student and

product when advertising enters into our nation’s schools. This relationship, at its center,
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is between the company doing the advertising, the students who see it, and the schools

which they attend. It is difficult to distinguish between the effects of advertising to which

students are exposed inside school, and the effects of advertising outside of school (GAO,

2000). Many displays of corporate logos and brand names in schools, such as those

emblazoned on our students’ clothing, sports uniforms, crayons, and milk cartons, yield

no commercial benefit for schools. These displays, however, do yield a substantial

benefit to the advertiser. Not only are ads a part of many products, but they are often seen

as status symbols, decorations, and even art.

In the eyes of the advertiser, students represent an enormous market capable of

spending billions of dollars and influencing the purchasing habits of their peers and

families (Veigle, 1999). Child-related consumption shows no sign of slowing, and the

average teen spends about three hundred dollars a month of his or her own money.

According to a survey of 1998 consumer spending by the polling firm Teenage Research

Unlimited, some of the teens earn money with part-time jobs, while others are given

money by their parents (Veigle, 1999). The polling group estimates that teens’ influence

on family purchase decisions contributed forty seven-billion dollars to the economy last

year. Schools are one of advertising’s last frontiers (Molnar, 2000). Apart from places of

worship, schools are perhaps the most advertising-free environments in our society.

Moreover, since children are required to attend school, school-based advertising

campaigns play to a captive audience.

Advertisers also view students as neophyte consumers (Karpatkin & Holmes,

1995). As a result, advertisers spend their marketing dollars not only trying to develop

brand loyalties for products kids want and will buy now, but also in developing consumer

attitudes, habits, and loyalties that will affect kids’ future spending behavior (Karpatkin

& Holmes, 1995). The key for advertisers is to reach children before their brand decisions

have been made, and before their defenses toward advertising are fully developed

(McChesney & Foster, 2003). Mike Searles, President of Kids-R-Us, a chain of specialty

children’s stores, explains that where commercial marketing to children is concerned,

“All these people understand something that is very basic and very logical, that if you

own a child at an early age, you can own that child for years to come” (McChesney &

Foster, 2003 p.19).
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Advertisers have become very adept at infiltrating schools in order to pitch their

products. In a report addressing commercial activities in schools, the United States

General Accounting Office (2000) cited four different types of in-school commercial

activities:

Product Sales:

a. Product sales benefiting a district, school or student activity

b. Cash or credit rebate programs

c. Fundraising activities

Direct Advertising:

a. Advertising in schools, in school facilities and on school

buses

b. Advertising in school publications

c. Media based advertising

d. Samples

Indirect Advertising:

a. Corporate sponsored educational materials

b. Corporate sponsored teacher training

c. Corporate Sponsored contests and incentives

d. Corporate grants or gifts

Market Research:

a. Surveys or polls

b. Internet panels

c. Internet tracking (p. 8)

Molnar (2000) cited eight different types of schoolhouse commercialism:

1. Sponsorship of Programs and Activities. Corporations pay for or

subsidize school events or one-time activities in return for the right

to associate their name with the events and activities.

2. Exclusive Arrangements. Agreements between schools and

corporations that give corporations the exclusive right to sell and

promote their goods and services in the school or school district. In
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return, the district or school receives a percentage of the profits

derived from the arrangement. Exclusive agreements may also entail

granting a corporation the right to be the sole supplier of a product or

service and thus associate its activities, such as high school basketball

programs, with the corporation.

3. Incentive Programs. Corporate programs that provide money, goods, or

services to a school or school district when its students, parents, or staff

engage in a specified activity or demonstrate particular behaviors.

4. Appropriation of Space. The allocation of school spaces, such as

billboards, scoreboards, rooftops, bulletin boards, walls and textbooks on

which corporations may place corporate logos and/or advertising

messages.

5. Sponsored Educational Materials. Materials, supplied by corporations

and/or trade associations, that are claimed to have an instructional content.

6. Electronic Marketing. The provision of electronic programming and/or

equipment in return for the right to advertise to students and/or their

families and community members in school, or when they contact the

school or district.

7. Privatization. Management of schools or school programs by private for-

profit corporations or other non-public entities.

8. Fundraising. The Fundraising category incorporates some elements

formerly included in the Incentive Programs category, such as collecting

particular product labels or cash register receipts from particular stores.

Any activity conducted to raise money for school operations or

extracurricular programs is considered fundraising .(Pp.432-433)

With such an onslaught of corporate strategies and techniques to place their

advertisements or products, and with schools and school districts grasping for funds, any

of these eight strategies would be difficult for a school or school district to avoid

completely. Molnar (2000) also points out that each one of these eight strategies has seen

a steady increase in use by schools and school districts between 1990 and 1999.
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Twitchell (1996) notes,

The classroom is the Valhalla of place-based media. Better than the doctor’s

office, the shopping mall, the health club, the hospital and the airport, here you

have the ideal – a captive audience with more disposable income than discretion.

Advertising material is all over the place. For pasta; Prego counters with the

Prego Science Challenge complete with an “instructional kit” to test the

thickness of various spaghetti sauces. General Mills sends out samples of its

candy along with a pamphlet “Gushers Wonders of the Earth,” which

encourages the kids to learn about geysers by biting the “fruit snack.” Monsanto

donates a video suggesting the world cannot be fed without using pesticides;

Union Carbide does the same saying chemicals “add comfort to your lives.”

Exxon has an energy awareness game in which nonrenewable natural resources

are not losers. A K-Swiss sneaker provides shoes for participants in a video

creation of an ad for… you guessed it. And Kodak, McDonalds, and Coca Cola

plaster a national essay contest about why kids should stay in school with

corporate logos and concern. Clearly one reason to stay in school is consume

more advertising. (Pp.56-57)

The amount of money and services schools receive from corporations in return for

advertising can range from a few thousand to several million dollars (Wohl, 2001). When

Channel One arrived in our nation’s schools in 1990, many researchers called it the

watershed moment in school commercialism. Channel One is a twelve-minute satellite-

fed program consisting of ten minutes of news and two minutes of commercials.

Participating schools sign a contract with Channel One, agreeing to show the

programming on ninety percent of all school days, in eighty percent of all classrooms. In

exchange, Channel One installs a free satellite dish and internal wiring, and provides two

video cassette recordings and a nineteen inch television set for each classroom, all of

which Channel One owns, operates, and maintains. This agreement translates into fifty

thousand dollars worth of equipment for any one school (Wulfemeyer & Mueller, 1992).

Andrew Hagelshaw, of the Center for Commercial-Free Public Education, said

companies enter into exclusive contracts with schools in order to build customer loyalty

among students. “These machines are eight foot high neon billboards,” he declared
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(Current Events, 2000 p.1). In Ohio, Coca- Cola offered the Toledo school district 4.5

million to become its exclusive soft drink supplier during the next ten years (Current

Events, 2000). One ten year, 8.4 million dollar contract, requires a Colorado school

district to sell seventy thousand cases of Coke per year (Eagle Forum, 2000). A letter

from a district official to school administrators urged them to meet sales goals by

allowing students unlimited access to Coke machines, locating the machines where they

will be accessible to students all day, and even allowing students to drink Coke products

in class.

West Virginia public schools recently accepted a three-year, four and a half

million dollar offer from the Philip Morris and Brown and Williamson tobacco

companies to fund a statewide anti-smoking and anti-drug program called Life Skills

Training (Hardy, 1999). ZapMe! Is a company that will provide school libraries with

fifteen new computers and free access to the Internet, as long as schools promise that

those computers are used by students at least four hours per day (Kirshenbaum, 1999).

ZapMe! computers, however, permanently display advertisements and links to

promotional Web sites, and also monitor students’ computer use. These programs

illustrate that advertising and corporate America are successfully merging with education

in order to reach their target audience.

Schools view advertisers in a variety of ways, but there is a general sense of

trepidation, as many ethical considerations regarding the best interests of the students

come into play. This also brings up the question, “what kind of student are we trying to

develop?” Reflecting on Dewey’s (1934, 1938,1944) concept and aims of education, is it

not in the interest of the school and society to develop a critical thinker—one that is able

to read, analyze and interpret what advertising throws at him or her? Or has society begun

to shift to a corporate model of citizenship, in which we are trying to create a passive

consumer, an individual that reads information on the surface and accepts it at face

value?

Advertisers’ strategies that encourage masses of people to buy as much as

possible are generally incompatible with messages based on the idea of developing a

person’s intellectual and aesthetic capabilities (Barton, 1988). While the job of teachers is

to develop rationality and thoughtful intelligence, advertisers prefer non-critical
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consumers who are easily manipulated (Fortgang, 1980). Teachers try to develop an

individual’s ability to think and make sound judgments. Commercials are designed to get

people to react emotionally—to become, in advertising parlance, irrepressibly anxious to

join the Pepsi Generation, move up to Schlitz, and hurry on down to Hardee’s. Saturating

young minds with pitches for junk food and expensive designer clothes helps promote

unbridled materialism and negative environmental and economic side effects, while

making the term citizen synonymous with consumer, and possession of objects

tantamount to happiness (Hammett, 2001).

Our youth are absorbing the most dangerous aspects of the commercialization of

everyday life (Giroux, 1998). Within corporate models of schooling, students are now

subject to the same processes of corporatization that excludes all but the most profitable

and efficient from the economic life of the nation. Schools no longer represent a

cornerstone of democracy, but a new kind of investment opportunity (Giroux, 1998).

Given the state of education today, the question regarding the type of person we

are trying to develop is under debate (Quart, 2003). Often, schools are left with little

option but to accept the financial offers of corporations. Schools use sponsorships as an

important source of revenue. That money comes at a high price, however, and students

from kindergarten to high school are often burdened by over-identification with brands of

fast food and clothes, and peer pressure to buy expensive products. Ubiquitous

advertisements in schools only increase these pressures.

The choices school board members must make are complicated by the fact that

many schools are under tremendous pressure to do more with less money and resources

(Hardy, 1999). Communities want qualified teachers, smaller classes, well-appointed

buildings and technology labs, as well as rich and varied curricula. This all costs money

that many districts do not have. If the public is demanding all these things, but not

providing adequate funds to pay for them, some educators argue schools have no choice

but to consider alternative sources of funding, even if it exposes their students to in-

school advertising. The arguments in support of in-school commercialism rest on the

schools’ financial needs, and the assumption that administrators and teachers can

counteract any adverse affects of the ads.
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No one contends that in-school commercialism is desirable; rather, it is regarded

as a means to an end (Karpatkin & Holmes, 1995). However, there would be no such

debate if schools weren’t seriously under-funded and forced to accept help from

corporations looking to create a new generation of consumers. So it would seem that

schools are left with little choice but to play along with corporate culture and advertising.

Some educators do not see in-school commercialism as such a negative dynamic at play.

In their eyes, in-school commercialism is a healthy trade-off. Don Nielson, a Seattle

School Board member, stated the following in an article in Current Events (2000):

If exposing a middle-schooler to a corporate logo or two or three or even ten in a

given day [enables] us to provide that child with an after school athletic

program, a drama program or a music program…I’m just not going to get upset.

(p.2)

Key Points from Advertising in the Classroom

Advertising has entered into our schools through several different techniques best

outlined by the GAO (2000) and subsequently reinforced by Molnar (2000). They both

cite several different trends in in-school advertising. These trends range from direct

techniques such as advertisements placed on school busses or in classrooms to indirect

techniques such as corporate sponsored teacher training or classroom materials. This is

done in concert with other techniques such as product sales or in school market research.

Advertising at School and the Law

There is some evidence of backlash against in-school commercialism. Critics of

in-school commercialism are threatening lawsuits, charging that certain corporate

sponsorship programs interfere with school operations, instruction, or even children’s

health (Molnar, 2003). Some school districts have banned certain corporate agreements,

such as contracts with soft drink bottlers. Parents are beginning to speak out against the

unrelenting marketing aimed at their children, and in some cases public health officials

and legislatures have taken up this cause. What laws are in place, if any, to support or

refute these charges?
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With regard to in-school marketing, the GAO report (2000) outlines existing laws.

State laws and regulations are not comprehensive in governing commercialism within our

schools. Only nineteen states currently have regulations that directly address school

related commercial activities. Fourteen of these states, however, do not have laws that are

comprehensive enough, and therefore restrict only specific types of activities. For

example, New Mexico law permits advertising on and in school buses, while school

regulations prohibit school bus advertising. Of the five states that do have comprehensive

laws, two have laws that permit local officials to set policies covering various types of

activities, and three states have laws that prohibit or limit various types of in-school

commercialism. Where as in most states local school officials are responsible for making

decisions about commercial activity in their schools, the values of any one community

(i.e., parents, teachers, school board members, and other elected officials) often reflect

whether a particular commercial activity is appropriate or not (GAO, 2000).

Other laws address in-school advertising on a broader scale, yet have definite

repercussions for the school environment and the welfare of children. The FTC is the

federal agency that enforces the Federal Trade Commission Act, which is a federal law

that regulates advertising (Wilson, 2000). The FTC Act prohibits unfair methods of

commercial competition and unfair or deceptive trade practices, which empowers the

FTC to initiate proceedings to stop such methods or practices. The Federal Trade

Commission (2001) set up these clear guidelines to which advertisers must adhere:

1. Advertising must be truthful and non-deceptive.

2. Advertisers must have evidence to back up their claims.

3. Advertisements cannot be unfair. (p.1)

According to the FTC’s (2001) deception policy statement, an ad is deceptive if it

contains a statement, or omits information, that is likely to mislead a reasonably acting

consumer. An ad is also determined to be deceptive if it is material, that is, important to a

consumer’s decision to buy or use the product. An advertisement is determined to be

unfair if it causes or is likely to cause a substantial consumer injury which a consumer

could not reasonably avoid, and the likelihood of injury is not outweighed by the benefit

to the consumer.
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Due to children’s greater susceptibility to advertising claims, the FTC especially

scrutinizes ads aimed at children. An advertisement that may not affect an adult may

produce a negative response in children (Wilson, 2000). In an effort to treat this group of

consumers as fairly as any other, the FTC prohibits advertising claims that dupe children.

In 1972, the Federal Trade Commission issued regulations that stipulated that children

were not to be exposed to “disguised” and “hidden” advertising (Sivulka, 1998). The

argument for this regulation was based on how impressionable children are. The FTC

cited a case where the celebrity, Soupy Sales, took money out of father’s wallets by

encouraging their children to send money to their “old pal Soupy,” and the suggestion

worked.

The Better Business Bureau (BBB) formed the Children’s Advertising Review

Unit, or CARU which is intended to set self-governing industry-wide standards for

advertising (Sivulka, 1998). The Bureau compiled a list of thirty tactics to be addressed

by advertisers when marketing to children. These included the demand that advertisers

reduce the number of commercials during Saturday morning cartoons, and prohibiting

celebrities from promoting products on programs that seemed to blur the line between

promotion and product. The BBB also cautioned against exaggerating the specifics of a

product, or making outrageous claims, and urged advertisers not to ask children to ask

their parents to purchase products. In The CARU’s own guidelines (1975, 2003), are

seven principles to which advertisers should adhere:

1. Advertisers should always take into account the level of knowledge,

sophistication, and maturity of the audience to which their message is primarily

directed. Younger children have a limited capacity for evaluating the credibility of

information they receive. Children also may lack the ability to understand the

nature of personal information disclosed on the Internet. Advertisers, therefore,

have a special responsibility to protect children from their own susceptibilities.

2. Realizing that children are imaginative and that make-believe play constitutes an

important part of the growing process, advertisers should exercise care not to

exploit unfairly the imaginative quality of children. Unreasonable expectations of

product quality or performance should not be stimulated either directly or

indirectly by advertising.
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3. Products and content which are inappropriate for children should not be

advertised or promoted directly to children.

4. Recognizing that advertising may play an important part in educating children,

advertisers should communicate information in a truthful and accurate manner

and in language understandable to young children, with full recognition that the

child may learn practices from advertising which can affect his or her health or

well being.

5. Advertisers are urged to capitalize on the potential of advertising to influence

behavior by developing advertising that, whenever possible, addresses itself to

positive and beneficial social behavior, such as friendship, kindness, honesty and

respect for others.

6. Care should be taken to incorporate minority and other groups in advertisements

whenever possible, in order to present positive role models. Social stereotyping

and appeals to prejudice should be avoided.

7. Although many influences affect a child’s personal and social development, it

remains the prime responsibility of the parents to provide guidance for children.

Advertisers should contribute to this parent-child relationship in a constructive

manner. (pp. 1-2)

Key Points from Advertising and the Law

Advertising laws differ from state to state especially in regards to in-school

advertising, however according to the Federal Trade Commision , the body that governs

advertising practices in the United States, advertising and advertisers must adhere to three

guidelines.

1. Advertising must be truthful and non-deceptive.

2. Advertisers must have evidence to back up their claims.

3. Advertisements cannot be unfair.

Art Education, and the Importance of Critique for Understanding Meaning in Ads

Art educators’ students live throughout the mass media (Duncum, 1997). Students

negotiate with this media in as many ways as students are multifaceted. Art educators
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should address these new developments and this new breed of student in three ways, 1)

they should view the culture as an ordinary material commodity, 2) the proliferation of

visual, electronic images, and 3) the multifaceted construction of individual identity.

Each of these issues interpenetrates art education, culture relates to the subject matter of

art education, electronic imagery relates to modes of learning and multifaceted individual

identity relates to the students we teach, as well as ourselves as educators. Thus an

education that addresses these new areas of art, which includes all forms of media and

visual culture, and allow them to have just as much prominence as the more accepted fine

arts in the classroom.

Art criticism is talking or writing about art, and we do it because we want to

understand the meaning and significance of artworks (Anderson & Mibrandt, 2004). Art

reflects human values and understanding. At a deeper level we engage in criticism to

understand our own existence. Art and expressive artifacts are a primary way we send

messages to ourselves telling us who we are, what we believe, and what we feel. Many

types of critique exist, such as classroom critique, where teachers try to evoke responses

from their students that reflect their lesson objectives (Freedman, 2000). In a broader

sense critique helps participants not only to make judgments and reflect on their own

positions about the critique, the curriculum, and the field it also creates a wider range of

possibilities and outcomes. The most basic goal of educational art criticism is to help

students understand and evaluate individual works of art and visual culture and their own

response to these works (Anderson & Milbrandt, 2004). The goal if for students is to

engage in art criticism in an attempt to find meanings for their own lives and to

understand the authentic meanings of others.

According to Anderson (1997) art criticism consists of three simple questions:

1. What is it?

2. What does it mean?

3. What is it worth? (p.21)

When one answers these questions results in the basic critical process of description,

interpretation, and evaluation. Interpretation is the most difficult of these three questions

to answer and as a result many critics try to answer the first question in-depth. The first
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question guides the direction of the following questions and evaluation becomes clear

through how one answers the first two questions.

As already stated within the review of literature advertising is integral part of

visual culture and is one of the visual cornerstones of our everyday lives. It is important

to incorporate advertising awareness and education through guided critique in our

classrooms, in order to better understand the messages and meaning that can be found

therein.

Key Points from Art Education, and the Importance of Critique for Understanding

Meaning in Ads

Many types of critique exist, such as classroom critique, where teachers try to

evoke responses from their students that reflect their lesson objectives (Freedman, 2000).

In a broader sense critique helps participants not only to make judgments and reflect on

their own positions, the critique, the curriculum, the field, and so on, create a wider range

of possibilities and outcomes. The most basic goal of educational art criticism is to help

students understand and evaluate individual works of art and visual culture and their own

response to these works (Anderson & Milbrandt, 2005). The goal for students is to

engage in art criticism in an attempt to find meanings for their own lives and to

understand the authentic meanings of others.

Curriculum Strategies

Some specific strategies for interpreting ads have already been suggested to

educate our students about how advertising operates. Some strategies do not address

advertising directly, but may focus on art as a whole, mass media, visual culture, or

literary forms of interpretation. Today, there is increasing evidence that administrators,

classroom teachers, and policy makers have at last begun to recognize the role mass

media plays in shaping the way our students think about themselves and their world

(Considine, 1995). In addition to recognizing the powerful, persuasive, and pervasive

presence of the mass media, educators have begun to respond to this role by providing

instructional intervention, including critical thinking, viewing, and listening skills. Each

one of these strategies and skills calls for reading into the images more than what is seen
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on the surface. Barret (2003) looks at Roland Barthe’s (1977) way of interpreting an ad

by breaking it down into three distinct parts: 1) the linguistic message, which carries both

denoted and connoted messages, is what the ad actually states or what is seen in the ad; 2)

the connoted image is what is implied or suggested in the image, in what the images

show and how they show it; and 3) the denoted image is what you literally see in the

advertisement itself. One proposal, suggested by Nadaner (1985), focuses on the

dominant images in visual culture, and requires the student to dig deeper into this aspect

of advertising. Nadaner sees these images in three contexts: 1) the pervasive images,

which are the images, put forward by society, that are taken from visual culture; 2) the

invisible images, or those that this image-based world intentionally or unintentionally

leaves out; and 3) the possible are those images that students can create once they have

understood the process of representation, and are freed from conventions or stereotypes

(Nadaner, 1985).

Another strategy for interpreting an advertisement calls for a return to Adler’s

Four Types of Reading (1972), as illustrated in an article by D.G. Kehl (1983). Although

this was originally intended to be applied to traditional texts, it is easily translated into the

image-based world of advertising. The four levels of reading are:

1. Elementary reading. This is, basically, the level of reading one is taught to

do from elementary through high school.

2. Inspectional reading. This refers to systematic skimming and superficial

reading.

3. Analytical reading. This involves classifying, coming to terms, determining

the message, and/or criticizing the book and author.

4. Syntopical reading. This is the reading of multiple books on one subject, as

defined by the reader. (p. 1)

In this scheme, the latter three classifications of reading rely on the reader to have

a basic understanding of the language. One of the problems educators face is whether or

not our students have the ability to read an advertisement correctly. Kehl (1983) believes

that there are some essential questions that must be addressed in order to add a context to

the ad. First, what voice is speaking in the ad, and is it authentic and credible? Second,
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what audience is the ad directed toward? Next, what is the purpose of the ad, both

ostensible and real? Then, what is the central idea of the ad, its thesis or hypothesis, its

focus, both ostensible and real? Also, what are the specific devices or techniques used in

the ad? Finally, what kind of rhetoric is used in the ad? All of these questions call for a

deeper investigation of the images and messages in advertising. Just as we are taught to

read poetry or a novel, we should also be taught how to comprehend advertising and

other forms of pointed information. One final strategy for dissecting an advertisement

stems from a fine-arts based model. Developed by Anderson (1997), this strategy consists

of four steps:

1. Reaction. Upon encountering anything new or not understood, we all have some sort of

global response: it’s big, pretty ugly, or weird. Almost all of us have a fairly basic

reaction to artworks, but to go beyond it requires some focused strategy. One strategy is

to use this basic reaction to direct our inquiry.

2. Description. Guided by our first reaction, we can begin the task of description. What is

it about a work that makes us react in a certain way? We find the answers by describing

how the work looks, and defining its place in the larger world of human affairs; through

contextual examination.

3. Interpretation. Interpretation is our best guess at what the work is all about, based on

the evidence collected. That evidence should include forms and composition, technique,

aesthetic/emotional impact, and contextual information.

4. Evaluation. In evaluating the artwork, we draw upon all previous stages to reach a

conclusion about the value of the work, and about our experience of encountering it.

Key Points from Curriculum Strategies

Some specific strategies for interpreting ads have already been suggested to

educate our students about how advertising operates. Some strategies do not address

advertising directly, but may focus on art as a whole, mass media, visual culture, or

literary forms of interpretation. Techniques developed by the following authors were used

to develop the questionnaire for this study, Barthe’s (1977), Nadaner (1985),Kehl (1983)

Anderson (1997).
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Summary

The review of literature shows how advertising has evolved from the human voice

to the ubiquitous institution it has now become. Advertising serves as an integral part of

our culture and is distributed through the media, which is part of our visual culture.

Advertisers have used a variety of techniques by which associations with products or

brand names are linked with the consumer. This is done by making appeals to the

consumers’ emotions which utilizes the psychological theories developed by Freud,

Maslow and Pavlov.

The marriage of advertising with psychology was first realized by Edward

Bernays who believed that the education of the consumer existed to further the goals of

capitalism. This lies in stark contrast to the educational theories of John Dewey who

believed that education was meant to develop a free thinking individual who would

further the goals and greater good of a society.

Advertising at present is overwhelming, so much so that many consumers are

becoming numb to its messages. As a result advertisers have resorted to making more ads

which are more aggressive in their approach and our distributed through a wider array of

media than ever before. This is a concern for educators because advertising is now a part

of the educational environment. Advertising appears regularly in schools through a

variety of way from corporate sponsored teacher training to billboards on school buses

and advertisements on school supplies.

Educators as a result have addressed this problem by developing several methods

of critique that help students analyze advertising and its content. Many of these methods

were originally designed to address fine art or literary forms of criticism. For this study

these techniques have been fused to address advertising directly and are illustrated in the

Questionnaire (Appendix E).
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CHAPTER 3

Methodology

Research Question

How do selected eighth grade students see self-selected advertisements before and

after a unit plan consisting of critical interactive examination of those ads?

Supporting Questions

 Through which form of media (T.V., radio, Internet, print or film)

do students most commonly receive advertisements?

 What meanings do students ascribe to selected ads?

 What motivations do they see for the content of the ads?

 Who stands to benefit from the ads, and why?

 How do students feel they are affected by the ads?

Overview

This study took place over a period of six weeks as agreed upon by the researcher

and the administration of the Leon County School District. The study began with initial

observations of the classroom setting, the teacher, and the students in an effort to

understand classroom dynamics. In an attempt at unobtrusiveness, this study began

between grading cycles.

The study also ascertained how a class of eighth-grade students view advertising

before and after the implementation of critical examination of self selected ads, based on

curriculum strategies suggested in the review of literature by Anderson (1997), Nadaner

(1985), Barthes (1977), and Kehl (1983). This study incorporated a single group pre and

post test design in order to achieve its goals. Strategies included conversations, interviews

of selected students, a field journal, implementation of a specific model, and a

questionnaire. Finally there is a discussion of the findings and suggestions for further

research.
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Research Strategy Overview and Theoretical Justification

In order to answer the research questions, the method I used was a mixed

qualitative and descriptively quantitative approach to a single group pre and post design.

Describing the characteristics, first, of the qualitative aspects of this study, qualitative

research examines the characteristics or qualities of human experience (Thomas, 1998).

Research studies that investigate the quality of relationships, activities, situations, or

materials are referred to as qualitative (Fraenkel & Wallen, 2000). Qualitative research

puts emphasis on holistic description that is grounded in the detail of what goes on in a

particular activity or situation. It usually involves the collection of a variety of empirical

materials through real-life contact, using such strategies as observation, interview,

introspection, and the examination of artifacts, cultural texts and productions. These

elements, examined, describe and record routine and problematic moments and meanings

in individuals’ lives (Denzin & Lincoln, 2000). Qualitative researchers deploy a wide

range of interconnected interpretive practices in order to obtain a better understanding of

the subject matter. Where there is an understanding that each practice makes the world

visible in a different way and as a result there is frequently a commitment to using more

than one interpretive practice for the study (Denzin & Lincoln, 2000).

The descriptively quantitative aspect of the study, single subject research, is most

commonly used to study the changes in behavior an individual exhibits after exposure to

an intervention of some sort (Fraenkel & Wallen, 2000). In particular, single subject

research provides a practical methodology for interpreting educational and behavioral

interventions (Horner, Carr, Halle, Mcgee, Odom, & Wolery, 2005). Single subject

research analyzes the relationship between individualized interventions and change in

valued outcomes. Single subject designs allow testing of conceptual theory. Single

subject research practices seldom are expected to produce all possible benefits for all

individuals under all conditions (Horner, Carr, Halle, Mcgee, Odom, & Wolery). The

study should include operational descriptions of (a) the specific conditions where the

practice should be used, (b) the individuals qualified to apply the practice, (c) the

population of individuals (and their functional characteristics) for whom the practice is

expected to be effective, and (d) the specific outcomes affected by the practice. Practices
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that are effective in typical performance settings such as home, school, community, and

workplace are of special value.

In this study the single group pre and post design consists of an initial testing

period (the pre-test), the unit plan, and a second, final test (the post-test) (Thomas 1998).

Here, the pre test, which is a questionnaire based on curriculum strategies suggested by

the review of literature, serves as a chance to convey the students’ initial beliefs and

attitudes. After this is completed a unit plan based on information presented in the review

of literature is implemented. At the end of the unit plan a final test (which is the same as

the initial assessment) is administered. Comparisons of both the pre and post tests will

reflect if any change has occurred in student attitudes or beliefs toward their self selected

ads (Thomas 1998).

Data gathering and Instrumentation

Within this framework, I conducted initial observations of the classroom setting,

maintained a journal (field diary) and made audio recordings, conducted group

interviews, and used questionnaires in order to triangulate and verify my findings. The

observations conducted at the onset of the study to set the context of the study used a

non-participant observation model. With this form of observation, researchers do not

participate in the activity being observed, but rather sit and watch Fraenkel & Wallen,

2000).

Questionnaires are often intended to serve as a shortcut for learning about

people’s habits, preferences, and decision-making patterns (Thomas, 1998).

Questionnaires also aid the researcher in placing the respondents in specific categories.

Questionnaires aided this study in that they were administered to a large group of people

at the same time and provide a first hand account of participants’ thoughts toward a

particular question (Fraenkel & Wallen, 2000). The disadvantages of the questionnaire

are that unclear or ambiguous questions can not be clarified and the respondent has no

chance to expand or react verbally to a question of particular interest or importance.

The group interviews and subsequent dialogue were important in order to find out

what is on the minds of students, what they think, or how they feel about advertising. The

group interview serves as a qualitative data gathering technique that relies upon the
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systematic questioning of several individuals simultaneously in a formal or informal

setting (Denzin & Lincoln, 2000). In a group interview, the interviewer directs the

inquiry and the interaction among respondents in a very structured fashion or in a very

unstructured manner, depending on the interview’s purpose (Denzin & Lincoln, 2000).

The group interview made it easy for participants to amplify their answers or to digress

from the central topic in ways that provided useful information to the investigator

(Thomas, 1998). These interviews also provided an in-depth understanding of the

respondents’ motives, patterns of reasoning, and emotional reactions, which are

unattainable through the use of questionnaires. Interviews are an important way for the

researcher to check the accuracy of the impressions he or she has gained through

observation.

The interviews for this study were based on a converging question strategy, as

suggested by Thomas (1998). This method is intended to incorporate the best attributes of

a loose-based questioning strategy, where respondents are asked to interpret broad or

general questions. For example, in the case of this study, the beginning question was

what types of advertising appeals to the respondent? Then a more sharply-focused

question strategy that deals with more specific and finite questions was engaged. For

example, which type of advertising do you find the most appealing: radio, television,

print, or the Internet? A converging questioning strategy has a funnel-like approach, as

broad questions are followed by more sharply focused questions.

The researcher also kept a field guide/journal to record classroom discussions and

events and insights about those events. The journal/field diary serves as a statement of the

researcher’s observations, analysis, feelings, opinions, and perceptions about others

whom the researcher comes in contact during the course of his or her work (Fraenkel &

Wallen, 2000). The journal can show readers the development of the researcher’s

thinking, aid the researcher in his or her own reflection and provide ideas for future

research and practice (Silverman, 2005).

Audio recordings were used to increase the accuracy of the journal and enable the

researcher to capture content in its original form (Thomas, 1998). Audio tapes also

allowed for any other interested parties to have the ability to hear what the researcher has
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observed (Fraenkel & Wallen, 2000). In this fashion, a permanent record of teaching and

learning activities and behaviors is obtained.

The data was coded using a strategy developed by Eisner (1998), which utilizes

prefigured foci and emergent foci to process information. The prefigured focus is where

the researcher enters into a classroom or educational setting with a specific observational

target (Eisner, 1998). For this study the prefigured foci have been established through the

supporting questions which were gleaned based on the review of literature. The emergent

focus is where the educational situation grows beyond what the researcher is looking for

and is allowed to speak for itself wherein the emerging, unanticipated, interests can

command special attention (Eisner, 1998). The emergent foci for this study will be

discussed in chapter 5.

Population and Rationale for Population Choice

This study was conducted with a group of eighth-grade students in Tallahassee,

Florida. Students were eligible for the study if they fell between the ages from 12-14

and/or were in the eighth grade. The students for the study initially were comprised of

fourteen students, consisting of eight girls and 6 boys. Over the course of the study,

several students became ineligible to participate due to too many absences, other school

requirements, or failure to complete the work required for the study. The final number of

students completing the study who are presented as participants is seven.

Around eighth grade is an age where there is a peak in media use and influence

(Dorr & Kunkel, 1990). This is important, because almost all media (T.V., radio, the

Internet and print) serve as vehicles through which advertising is delivered. Some studies

suggest the typical U.S. consumer receives more than 3,000 marketing messages daily,

and by the age of twenty, the average American has seen at least one million ads

(Krayeske, 1999). For most kids, the media are ubiquitous (Roberts, Foehr, Rideout, &

Brodie, 1999). American youth spend more time with media than with any other single

activity, other than sleeping (Roberts, Foehr, Rideout, & Brodie, 1999). Substantial

numbers of youth spend the bulk of their time outside adult presence; almost all of this is

spent with media. Many others spend more media time with other kids than with parents.

Adolescents growing up in industrialized countries use media virtually everyday of their
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lives (Arnett, Larson, & Offer, 1995). Consequently, understanding the meaning and uses

of media is important for a comprehensive understanding of adolescent development.

Approximately one third of adolescents in the United States watch five or more

hours of television per day. As a result of telecommunication, students learn from and

about their visual world through a virtual curriculum. Literal and conceptual intertextual

and intergraphical connections between television, the Web, and other visual

technologies, such as film photography and video are expanding the learning

environment (Freedman, 2000). Today’s children devote a great deal of time to the media

(Roberts, Foehr, Rideout, & Brodie 1999). Media use peaks at about six and three quarter

hours daily, and overall exposure at just over eight hours daily, by about twelve or

thirteen years of age (Roberts, Foehr, Rideout, & Brodie 1999). This makes this age

appropriate for this study.

Procedure

The study took place over the course six weeks from October 26, 2004 to

December 14, 2004. Observations and class meetings were conducted during class time

from 1:20 p.m. to 2:30 p.m. every Tuesday and Thursday, for a total of 12 meetings. The

study began with the researcher entering the selected classroom setting and making initial

observations of the classroom environment, the students, the teacher and the in-class

activities. Students then were told about the study and its goals and then were asked for

their participation. In order for the students to participate in the study they were told that

they must have a signed parental permission form and a subsequent student assent form

(Appendix #2).

During the initial observation period the entire class was given a media

assessment form (Appendix D) in order to ascertain how much media the students were

taking in on a daily basis. This study then assessed the amount of advertising to which

the population is exposed to on a regular basis. This was achieved by looking at the

vehicles by which advertising travels and assessing how much time each student uses a

particular type of media. Following Barthes (1977) example, the study began by

assessing “the channel” by which the students receive advertisements. A questionnaire

was used to ascertain what kind of media students use, and how often (Appendix D). A
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model based on work done by Lee and Browne (1995) was used to assess what kind of

media are available to the students and to see how much exposure each student has to

each type of media (Appendix A). Students were asked to respond to a list of six media

categories: television, magazines, newspapers, Internet/computer, movies, and radio.

Each student then wrote down how many hours he or she devoted to each category on an

average day.

Once the students were able to provide the proper documentation--parental

permission forms (Appendix B) and student assent forms Appendix C--the students for

the study were then selected. When the study began, class time was devoted to working

with the students and implementing the pre-test, the treatment and the post-test. All of the

classes were recorded either through the use of a field journal, audio tapes, or both, in

order to maintain the accuracy of the data. Each class time was approximately 45 minutes

in length.

At the beginning of the study, each student was given a folder to keep as a

journal/workbook to write down his or her responses to the advertisements discussed in

the class. Students were then given the assignment to select an ad from any of the six

media discussed in the previous assessment, and to be prepared to bring it in (if it was a

print advertisement) or be able to describe their electronic media ads in detail. Once the

students made their selections, they were subsequently asked to write a detailed

description of their ad in their folders. This was followed by a questionnaire based on a

model of critical analysis that used the combined strategies suggested in the review of

literature Anderson (1997), Nadaner (1985), Barthes (1977), and Kehl (1983).

Reaction (Elementary Reading)

1. What is the linguistic message (what is the ad saying)?

2. What is the denoted image (what are you actually seeing)?

Description (Inspectional Reading)

1. Identify who is speaking in the ad, and is that person believable?

2. Who is the intended audience of the ad?

3. What is the purpose of the ad?

Interpretation (Analytical Reading)

1. What is the central idea of the ad?
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2. What techniques, tricks, or devices are used in the ad?

3. Whose interests do the ads serve?

4. What is the connoted message (what does the ad suggest)?

Evaluation (Syntopical Reading)

1. How does this change your opinion of the advertisement?

2. What other advertisements does this remind you of?

3. Was it worth examining?

This model was abbreviated to a questionnaire (the pre test) that was more age

appropriate and easier for the students to understand. Once the students were finished

writing their descriptions they were given this questionnaire and asked to record their

responses in their folders.

The questionnaire is as follows:

1. What is the ad saying?

2. Describe what you see in the ad.

3. Who do you think made this ad?

4. Whom do you think this ad was made for?

5. Does this ad remind you of any other ads if so describe the other ad?

6. What is the main theme of the ad?

7. What tricks does the ad use to get your attention?

8. What does the ad suggest?

9. Does this change your opinion of your advertisement?

10. Do you think this ad was worth analyzing?

Once this was complete, class time was devoted to the introduction of key

concepts and to explain each question presented in the model/questionnaire. For each

concept/question that was presented, an advertisement(s) (other than the ones the students

selected for themselves) was used as an example for classroom discussion. Students were

then asked to write down their responses to the specific question in their folders. After

each question from the model had been discussed I asked the students to look at their

self-selected advertisements and had the students reevaluate their ads. The students were
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then given another version of the original questionnaire (the post test) that incorporated

some of the concepts we covered during class time. The questionnaire was as follows:

1. What is the ad saying/what is the linguistic image?

2. Describe what you see in the ad/what is the denoted image?

3. Who do you think made this ad and are they believable (is what is said in the ad

true)?

4. Whom do you think this ad was made for, (remember to consider what the ad is

showing and why)?

5. Does this ad remind you of any other ads if so describe the other ad.

6. What is the main theme of the ad?

7. What tricks does the ad use to get your attention?

8. What does the ad suggest/what is the connoted image?

9. Does this change your opinion of your advertisement?

10. Do you think this ad was worth analyzing?

Once this was complete, the final class was devoted to an informal discussion

about the subject matter, where the students the students were allowed to express their

opinions and attitudes about the material an advertising in general. A detailed outline of

the activities described above follows.

Weekly Lesson Plans

In this section I provide the weekly lesson plans that were used for class meetings.

Students met twice a week on Tuesday and Thursday for approximately 30 – 40 minutes.

Week 1

Title: Introduction to the Study and Advertising

Objectives: The student will complete media assessment form.

The student will select their advertisements for analysis and complete Pre Test.

Materials: Media Assessment Form, writing utensil, student folders, Pre Test

Questionnaire, vocabulary sheet

Vocabulary:
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Advertisements (Ads) - Advertisements are any message produced by businesses

to gain our attention, to influence what we buy or to inform of us of information,

products or consumable commodities. Advertisements are delivered through the

use of several media including: television, radio, film, print, and the internet etc…

through the use of language and imagery.

Media – The vehicles on which advertisements are delivered to the public which

include: Television, the internet, radio, newspapers, magazines, billboards,

movies, and flyers.

Procedure:

Day 1

1. Pass out Media Assessment Form to students.

2. Provide 10 minutes for students to complete form emphasize to the students.

that they should answer as honestly and accurately as possible and to consider

each form of media and how much time they devote to each carefully.

3. Provide definition for advertising and discuss with students.

4. Collect Media Assessment Forms and dismiss students.

Assignment: Be able to describe or bring in an advertisement that you like.

Day 2

1. Pass out student folders and have students put their names on the cover.

2. Review the definition of an advertisement.

3. Have students write in their folders a description of their ad (from their

previous assignment).

4. Pass out Pre Test.

5. Have Students complete Pre Test.

6. When the students have completed their Pre Tests have them place them in

their folders, then collect the folders for review.

7. Dismiss Class.

Week 2

Title: Advertising Discussion and Introduction of Key Definitions and Concepts
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Objectives: The student will be able to identify the linguistic message and the

denoted image in an advertisement.

Materials: student folders, writing utensil, vocabulary sheet and cut outs of

magazine advertisements to be used for class discussion.

Vocabulary:

1. The linguistic message - carries both denoted and connoted messages, is what

the ad actually states or what is seen in the ad.

2. The denoted image - is what you literally see in the advertisement itself. The

surface message, the obvious message.

3. The connoted image - is what is implied or suggested in the image, in what they

show and how they show it.

Procedure:

Day 1

1. Pass out folders and vocabulary sheets to students.

2. Select students to read to the class each of the three definitions.

3. Explain to students that we will be discussing each of these definitions over the

next six weeks.

4. Pass out advertisements. one for each student.

5. Have students write in their folders exactly what the linguistic message states.

6. Continue this exercise (if time allows) by having students trade their

advertisements and write down the linguistic message for their new

advertisements in their folders.

6. Call on random students to show their ad and read to the class what the

linguistic message is in their advertisements.

7. Dismiss students.

Day 2

1. Hand out student folders and cut outs of advertisements.

2. Review what the linguistic message is with students by calling on one to read

the definition from their previous day’s vocabulary.

3. Call on a student to read the definition for the denoted image.
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4. Reemphasize the definition by giving examples of descriptions of people or

things in the classroom (make sure the descriptions are as detailed as possible.

5. Have students describe the denoted image of their advertisements in their

folders as descriptively as possible.

6. Have students trade and repeat step 5 if time allows.

7. Collect folders and dismiss students.

Week 3

Title: Suggestion, Implication and the Connoted Image

Objective: The student will be able to understand the concept of the connoted

image.

Materials: student folders, writing utensil, vocabulary sheet and cut outs of

magazine advertisements to be used for class discussion.

Vocabulary:

1. suggest• verb 1 put forward for consideration. 2 cause one to think that

(something) exists or is the case. 3 state or express indirectly. 4 (suggest itself) (of

an idea) come into one’s mind. — ORIGIN Latin suggerere ‘suggest, prompt’.

2. imply • verb (implies, implied) 1 indicate by suggestion rather than explicit

reference. 2 (of a fact or occurrence) suggest as a logical consequence.

3. suggestion• noun 1 an idea or plan put forward for consideration. 2 the action

of suggesting. 3 something that implies or indicates a certain fact or situation. 4 a

slight trace or indication: a suggestion of a smile. 5 Psychology the influencing of

a person to accept a belief or impulse uncritically.

4. implication• noun 1 the implicit conclusion that can be drawn from something.

2 a likely consequence. 3 the action of implicating or the state of being

implicated.

Procedure:

Day 1

1. Pass out folders and vocabulary sheets to students.

2. Call on a student to read the definition of the connoted image.

3. Then call on other students to read the remaining definitions for suggest, imply,

suggestion and implication.
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4. Use examples of each one of the definitions then relate it to how a connoted

image is meant to imply a certain message or meaning within an advertisement.

5. Choose one advertisement from the advertisement cut outs to use as an example

discuss with the students what the add implies or suggests and ultimately what is

the connoted image (repeat if necessary).

6. Pass out advertising cut outs to students.

7. Have them write in their folders what they think the connoted image of the

advertisement is.

8. Collect folders and dismiss class.

Day 2

1. Pass out folders and cut out advertisements.

2. Have students reread definition for the connoted image.

3. Have students write what they think the connoted image is in their folders

4 Then for review have them write down what the denoted image and linguistic

message of their advertisements and then have students’ trade ads and repeat if

necessary.

5. Collect folders and dismiss students.

Week 4

Title: The Questionnaire and Other Concerns of Advertising

Objectives: The student will be introduced and understand the other concepts

introduced on the questionnaire.

Materials: Student folders, advertising cutouts, and the their questionnaires

Vocabulary: Theme (noun)1: a subject on which one writes or speaks.

Procedure:

Day 1

1. Have the students take out their questionnaires from their folders and pass out

advertisements.

2. Then explain to students that they will not be required to write in their folders

today. However they will be asked to participate in a class discussion.
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3. Review the concepts of the linguistic message, the denoted image and the

connoted image with the students by calling on them to identify one of the three

in the ads that were passed out.

4. Once this is complete ask one of the students to read question # 3 from their

questionnaires: Who do you think made this ad?

5. Hold up one of the advertising cut outs and ask the students to answer the

question as it applies to the example, and to raise their hands when they think they

have the answer.

6. Call on a student to answer the question.

7. Repeat steps 4-6 for questions 4 - 5 on the questionnaire: Whom do you think

this ad was made for? Does this ad remind you of any other ads and if so describe

the other ad.

8. For questions 6 (What is the main theme of the ad?) read the definition for

theme, and lead student discussion on similarities between ads and an individual

ads general idea.

9. Collect folders and dismiss class.

Day 2

Note: Today’s class will be structured very similarly to the previous class in that it

will be a guided discussion based on the questions in the questionnaire.

1. Have the students take out their questionnaires from their folders and pass out

advertisements.

2. Explain to students that today’s class time will be almost identical to the

previous class and that they will not be required to write in their folders but they

will be required to participate in class discussion.

3. Call on a student to read question 7 from their questionnaires: What tricks does

the ad use to get your attention?

4. Discuss question with the class.

5. Repeat steps 3 and 4 for question 8 on the questionnaire: what does this ad

suggest?

6. Collect folders and dismiss class.

Week 5
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Title: Discussion of the Questionnaire Continued

Objectives: The student will be able to comprehend and discuss the remaining

questions on the questionnaire.

Materials: Student folders, advertising cutouts, and the their questionnaires.

Procedure:

Day1

Note: Much like last weeks classes’ students will be required to discuss the

advertisements used in class in relation to the questionnaire.

1. Have the students take out their questionnaires from their folders and pass out

advertisements.

2. Have a student read question 9 aloud: Does this change your opinion of the

advertisement?

3. Hold up one of the ads used in class and have students respond to question 9

while looking at the ad as an example.

4. Repeat steps 2 and 3 in regards to question 10 on the questionnaire: Do you

think this ad was worth analyzing?

5. Collect folders and dismiss class.

Day 2

1. Have the students take out their questionnaires from their folders and pass out

advertisements.

2. Tell the students that at the beginning of next class they will be required to take

the post test and today’s class will serve as a review session for the material we

covered over the course of the past 6 weeks.

3. Hold up an advertising cut out and call on a student to identify the linguistic

message in the ad. Repeat this with the denoted and connoted images.

4. Then read each question on the questionnaire and have students respond (try to

call on each student).

5. If time allows have student select one ad from the cut outs and then emphasize

in order to practice for the upcoming post that we will be practicing responding to

the questionnaire using the ads used in class.

6. Collect folders and dismiss class.
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Week 6

Title: Post Test and Informal Discussion of the Study

Objectives: Students will complete Post Test using their self selected

advertisements and will reflect on the study as a whole

Materials: Student folders, post test, writing utensil, bags of candy and student

self selected advertisements

Procedure:

Day 1

1. Pass out post test and have students either take out their descriptions of their

self selected advertisements or their self selected advertisements (if it is a print

ad).

2. Tell students that they will have the entire class time to work on their post tests

and that they should take their time and consider their responses carefully. Also

emphasize that they should remember the concepts we discussed in class and to

apply them to their own ads. Their answers to the post test should be written in

their folders.

3. Begin post test.

4. Collect post tests.

5. Explain to students that the next class we will be having an informal session

and they will be required to talk about what they thought about their experience.

6. Dismiss class.

Day 2

1. Talk to students about the study, what did they learn if anything? What did they

like about the study, what did they not like about the study and what would make

it better in their opinion.

2. Thank students for their time and hard work.

3. Dismiss class.

In the next chapter I present the data and results taken from my field journals and

recordings in narrative form.
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CHAPTER 4

Rationale

In this chapter I present the data and results of the study, mostly in narrative form.

Normally the data is placed in an Appendix; however in this study I’ll be placing it here

in order to achieve a more narrative approach to the study. A narrative approach claims

that, by abandoning the attempt to treat students’ accounts as the true pictures of reality

we open up for analysis the culturally rich methods through which the interviewer and the

interviewees, in concert, generate plausible accounts of the world (Denzin & Lincoln,

2000). The assembly of narratives in interviews or through conversation is always a two

way process. The interviewer’s questions should be treated, not as gateways to the

authentic account, but as part of the process through which research is collectively

assembled (Silverman, 2005). Narrative codes describe the structure of talk itself. When

informants tell you their stories, they offer an account of their lives framed in a particular

way. If it is in narrative form, what is the structure of the narrative? Where does the story

start, what does the story tell, and where does it conclude? The structures in which

informants choose to organize their stories may tell you something about their beliefs

(Bogdan & Biklen, 2003). Based on this rationale I have chosen to place the narrative

within the body of the text to facilitate the readers congruity in understanding my

account. So I begin the next section with a narrative account, which contextualizes and

frames the qualitative data collected through engaging in the curriculum unit. Then I

present the media survey results and finally the results of the pre and post tests.

Introduction

Raa Middle School sits on the north side of Tallahassee, Florida, sandwiched

between shopping malls and an established residential area. The school is situated in a

high traffic area. The front doors open onto Tharpe Street, a major thoroughfare that runs

perpendicular to Monroe Street, another main artery that leads either past the Florida

State Capital Building or onto Interstate-10. Because of its nearness to traffic and

commerce, the school grounds are surrounded on all sides by outdoor signage.
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Like many inner-city public schools in the United States, Raa is somewhat

rundown. Students walk from class to class, building to building, via an open-air

walkway. The heart of the school, the office, is just at the end of the first section of

walkway, past the indoor basketball court and auditorium. The path continues to the

library and media center, and ends at the art room.

The art room is a large rectangular space hung with two industrial-sized windows.

Off to the left, a sink and some cabinets sit against the back wall. Larger cabinets line the

wall closest to the door. At the front of the room are a series of dry-erase boards and

chalkboards sitting behind the teacher’s desk. The rectangular desk stretches nearly the

width of the room, leaving little access to the chalkboard. The two computers on the desk

separate piles of student work from stacks of blank paper. There is an organized chaos to

the desk that reflects the atmosphere in the room. Everything in the room is painted blue:

the cabinets a dark midnight and the walls a pastel turquoise. A central table bows under

the weight of heaps of handouts, more student work, general paper supplies, and the odd

art tool. Around the table the students’ desks are, like the teachers’, comprised of two

rectangular tables pushed together. Four to six chairs are pushed in around each of the six

desks.

Before the onset of the study, I felt it necessary to start making some initial

observations. This was done in order to gauge the school environment, how their art class

was structured, what was expected of the students, and to get to know the students who

might potentially take part in the study. This brief introduction period also allowed the

students to get used to my presence in the classroom and afforded me the opportunity to

get to know the students. The following information consists of information taken

directly from my field journal as well as classroom recordings. Classes were recorded

during pertinent discussions and almost all of the information contained within them can

be found in the following section.

Presentation of Data and Results

October 26, 2004
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It’s 1:48 in the afternoon. Teresa Coates, art teacher at Raa Middle School, is

taking attendance for her third period class. This is a diverse group of twenty-five restless

seventh and eighth graders just back from lunch break.

The assignment today concerns the concept of abstraction, specifically the

simplification of objects. Mrs. Coates holds up examples of abstract art, showing work by

Picasso and Matisse as well as some work done by former students. As part of the

assignment students are asked to remake an image. They remove a photograph from a

magazine and make an abstract collage of it using construction paper. This activity is

coupled with learning vocabulary that pertains to the artwork. Mrs. Coates explains that

each student will have time to work on her/his collage after a lecture on self-taught

artists. She announces an upcoming exhibition of self-taught artists and artists of the

American South, and hands out an article concerning popular local self-taught artists.

Then it’s on to a slide show with examples of self-taught art. Some of the slides showcase

the work of the artist in the article. Many of the students are interested in the slides;

others glance listlessly out the window. Conscious of student boredom, Mrs. Coates

attempts to engage the students with direct questions pertaining to the slide show and the

article. Many students pay more attention knowing they will be required to answer

questions.

After the presentation, students work on their assignments. Every student works

on something. Some apply themselves to collages while others work on independent

projects or make-up work. Students move around the art room searching for supplies

while Mrs. Coates goes student-to-student checking on progress and task diligence.

At class end, students are quick to put up or turn in their work. Mrs. Coates

releases the class by table with the quietest being dismissed first.

Oct. 28, 2004

Mrs. Coates is going taking attendance and the students reply with a litany of

responses. A couple of students who weren’t here last time are here this time and the

class, though larger, seems tamer, lower key. It is hot outside and the school week is

almost at a close. Some of the students grumble when Mrs. Coates ask the class to

produce their vocabulary from the other day (which was given to the students on the



89

previous day). Several students are without their vocabulary. Mrs. Coates questions them,

somewhat sternly, on their forgetfulness. She asks a student to collect everyone’s work

and re-distribute it to another student for grading. “If you didn’t turn in your vocabulary,”

Mrs. Coates says. “You don’t get to grade one.” The vocabulary centers on specific

ceramic techniques, (which may reflect why some students were working on completing

ceramic coffee cups on my first day of observations). She asked students to read the

definitions from their papers. Some of the responses seem to take new spins on existing

definitions; a student defines bisque wear as a, “type of soup.” Some students are bored

by this tomfoolery and yawn instead of laugh. Mrs. Coates asks the students to tally

incorrect definitions, sign their names at the bottom, and pass the work forward for a final

grade.

Mrs. Coates distributes a handout on self-taught and folk art. She breaks the class

up into pairs; many pairs are assigned (which doesn’t go over too well with some

students), other pairs are not assigned. Each student is to read and highlight the

important facts in the handout, and then generate four questions from the information. At

class end, the students are again allowed to leave in order of quietness.

Nov. 2, 2004

Today, I will introduce myself to the class and pass out parental permission forms

to the students interested in being part of my study. It should be interesting to see how it

goes. The students have been aware of me and somewhat curious. So far they only know

I am a student at FSU, and that I’m interested in their class.

At the start of the class Mrs. Coates asks the students to remove everything from

their desks. She then prepares a Power Point presentation on self-taught artists. It seems

to be a continuation of the lecture she gave last Thursday. The students seem pretty

sedate regarding the projected images on the screen, and some take at as an opportunity

to close their eyes. Mrs. Coates actively engages them in a question-and-answer session.

The artist they are covering today is Clementine Hunter. Some students seem very

interested in her work and it is obvious that they have learned more about self-taught

artists since the last presentation. Many students comment and are able to make

judgments based on their observations. The next artist is Howard Finster. Mrs. Coates
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points out certain techniques the students are already familiar with: perspective, theme,

and composition. A great many students are especially curious about the child-like

quality of the images, and the use of text in Finster’s work.

Mrs. Coates asks her class to write comparisons of art made by self-taught artists

to that of more traditional fine-artists. Students are asked to draw intersecting circles on a

sheet of paper. The space shared by both circles is filled with lists detailing similarities

between self-taught art and fine art. In either side of the individual circles the students are

asked to list the qualities that are unique to each genre.

At the end of their activity Mrs. Coates introduces me to the class. I have made a

list of points to cover in my presentation:

- Introduce myself

- Ask the students: What is advertising?

- Distribute parental consent forms

- Explain that the study is voluntary

- Explain what participating students will be doing for the study

- Explain the amount of work that will be required of them

- Explain student eligibility

I stand up in the center of the room and begin to go over all the points from my

field journal. The students are enthusiastic and curious. Some students want to participate

but wonder if they meet age requirements. Student ages range from eleven to sixteen. I

explain to them that a student must be between twelve and fourteen. The younger

students take the news with general disappointment. I ask those students wishing to

participate to have parental permission forms back to me by our next meeting. I thank

them for their time and sit down. Mrs. Coates takes the remaining minutes of class

explaining how a student will get extra credit if he or she brings in the forms on time. She

settles the class down and prepares them to be dismissed. In the end I can only use seven

students as participants in the study, although more engaged in the curriculum unit.

Nov. 4, 2004

Class starts with Mrs. Coates asking for students’ portfolios. Students scurry

about trying to organize all their work into portfolios made out of two pieces of large
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paper stapled together. This lasts for the ten minutes it takes Mrs. Coates to take roll.

Today I will be handing out student assent forms if the students have turned in their

parental permission forms. I will also be handing out media-use assessment forms to get

an idea of how much media these students see everyday.

Mrs. Coates presents me with a folder containing the parental consent forms.

There are not as many permission forms as I would have liked, only five in total. Some

students tell me they lost their forms. Some left them at home, or are still waiting for their

parents to sign. I announce I will extend the deadline for the parental permission forms

until next time. After that, I will begin the study.

After attending to the parental permission forms, I decide to pass the media

assessment forms to the entire class. The media assessment form asks students to disclose

how much time they give, in hours and minutes, to specific media: television, radio,

computer or internet, magazines, newspapers, and movies. Filling out the form takes

about ten minutes, and I ask two students to assist in handing them back to me. My small

part done, I hand the class back to Mrs. Coates.

Class continues and I begin to peruse the media assessment forms. Some students

did not understand the instructions, others did not take the form seriously. For instance,

some students reported watching over twelve hours of television a day. In an average

day, the majority of the students seem to devote from two-and-a-half to five hours to a

specific media. This number is slightly less than what was reported by Roberts, Foehr,

Rideout, and Brodie (1999). The class ends in the typical fashion except that I have a

brief conversation with Mrs. Coates about the study. Assuming I get enough permission

forms, I want to begin next Tuesday. Mrs. Coates, bless her, has reserved the spare

classroom in the media center for me to conduct my research. It’s a large room with

many tables, and an assortment of useful audiovisual tools.

Nov. 8, 2004

I start the day by going to Mrs. Coates room and gathering up the students who

are participating in the study. Twelve students whom meet the age requirements and have

turned in the permission forms will participate. It’s fewer than I had hoped for, but

enough to complete the study. We relocate to the library’s media room, a large space with
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two offices against the back wall and a television located in the middle of the room. My

routine from now on will be to meet with all the students in Mrs. Coates’ classroom, then

collect the students for the study and walk them over to the empty classroom in the

library.

On this day, I wanted to introduce the study and get to know the participants, so I

planned a couple of activities. I gave students a folder containing an index card and some

paper for them to write their comments and answers on. On the index card I had students

write their name, age, and birthday as well as personal interests. In order to reassess and

validate the students’ answers on the media assessment form, (which I had handed out in

the previous class) I asked students to write down the six categories of media as

suggested by Lee and Brown (1995): television, radio, computer/Internet, movies,

newspapers, and magazines. Then each student told me how much time he/she devoted to

each media category. Their answers differed slightly from their original media

assessments in that the students seemed to take a more serious look at the time they

devoted to each. As a result of this the answers that they provided on the second media

assessment were less exaggerated and seem to fit a more realistic time frame.

The second activity consisted of some introductory vocabulary, for the students,

which they were given some definitions.

Advertisements (Ads) - Advertisements are any message produced by

businesses to gain our attention, to influence what we buy or to inform of us of

information, products, or consumable commodities. Advertisements are delivered

through the use of several media including: television, radio, film, print, and the

Internet through the use of language and imagery.

Media – The vehicles on which advertisements are delivered to the public

which include: television, the Internet, radio, newspapers, magazines, billboards,

movies, and flyers.

I asked the students what could be considered an advertisement; I was very

surprised by some of their answers. Most of the students were able to figure out very

quickly (through group discussion, teacher guidance, and peer interaction) that an
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advertisement could be anything from a t-shirt with a brand logo to a television

commercial. Once they realized the sheer volume of advertising that was in their

immediate environment, they started pointing to signs and logos within the room and

began to recognize almost anything could be an advertisement if it informed the viewer

of a product or thing. For example, when I asked one student to identify an

advertisement in the room, he pointed to his t-shirt, which had the Fender guitar logo on

it. Another student looked at the Fender logo t-shirt, and agreed with his assessment. For

the final activity of the day, I gave the students a study guide designed to assist them in

starting to look critically at ads. The questionnaire consisted of 5 questions:

1. What is the advertisement saying?

2. What do you see in the advertisement?

3. Who do you think made this advertisement?

4. Who do you think the advertisement was made for?

5. Does this advertisement remind you of anything else? If so, please describe.

I then put the students in groups of two or three, and gave each group a magazine print

ad concerning clothing and food. This activity was to take up the remainder of the class

time (about 20 minutes) and the kids seemed eager to participate. It was interesting to

read their reactions to the ads.

When I was able to look at the students’ written response to their fill-in

questionnaires, it was clear that some of the students had a better awareness of

advertising then others. For instance, when asked “What is the advertisement saying?”

the majority of the students were able to identify the surface message or the stated

general theme. Their weakness was in discerning the hidden or connoted message

(Barthes, 1977) or character of the ad. One group of students had an advertisement for

Sketchers shoes ( Figure 1).
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Figure 1. A Skechers sneaker advertisement.

The advertisement said, simply, “We put the ‘S’ in action!” It shows an image of

women in a bikini fleeing an explosion with different action scenes reminiscent of

adventure movies all around the perimeter of the image. The advertisement could double

for a James Bond movie poster. Students who received this ad never commented on what

the ad actually stated: “Skecher’s we put the “S” in action.” One student stated the ad

suggested that people, “buy Sketchers shoes which are the best shoes to wear.” Another

student in this group said the advertisement bragged that, “You will get action with

Sketchers or you will have fun.” Almost all of the students were able to identify the

images in their advertisement. One student described the scene in the Sketchers ad as “A

half-naked woman running in action, with other small pictures around her. Pictures like a

motorcycle man and a girl and a dog.” Another student stated that the advertisement

showed “a lady running through a bomb explosion in her underwear.”

Another student eamining a Hershey’s Kisses caramel filled candies (Figure 2)

advertisement was able to identify the maker as, “the Hershey’s Company.”
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Figure 2. Hershey’s Kiss advertisement.

But, when this same student was asked who the ad was made for, he responded, “The

people and the government, the government wants to send more ads to make money.”

Some students were a little closer to the mark when trying to understand for whom in

particular, the ad was made. One student, when looking at an advertisement for milk,

(Figure 3) stated it was “For kids to want to drink milk.”

Figure 3. Bernie Mac milk advertisement.
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Another student peered at the advertisement for Sketchers and said it was for, “All the

people who are looking to buy a pair of sneakers.” One student was able to make a

connection between the advertisement and the intended audience of the magazine. She

said the ad was for “The people who read the magazine.”

When the students were asked if their advertisement reminded them of anything

else, many responded positively, saying it reminded them of other ads or elements of

popular culture. For example, one student, who was looking at an advertisement for milk,

said, “it reminds me of another ad for milk.” One student stated that a McDonald’s ad

(Figure 4) “looks like an ad for Taco Bell.”

Figure 4. Mcdonald’s advertisement.

The group that analyzed the Sketchers ad picked up on its reference to action movie

posters. One student stated that this advertisement reminded him of Yo-Gi-Ho, a popular

action adventure cartoon. Another student said, “It reminds me of a movie poster.” A

couple of students, however, were unable to draw any associations.

The first class lasted about forty minutes; I expected this be typical for the

duration of the study. At the end of the session I asked the students to find an

advertisement that they like and bring it in for the next class. I reminded the students that
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if they were to choose a television commercial or another form of advertising that they

were unable to bring into class that they would need to be able to describe it to the class

in detail. In retrospect I regret this decision as I will discuss later. The students were

eager. At dismissal time some are already talking about what ads they will bring in.

Nov. 10, 2004

Today, we started our session by reviewing the definitions for media and

advertisements. I asked the students if they have brought in advertisements, either on

paper or in their heads. All of them have, and I ask them to write a description of the ad

in their folders. They have a twenty-minute time limit. This amount of time allows

enough time for the second part of the activity: answering a modified version of the

questionnaire from our last session. Along with the original five questions, I’ve added an

additional five questions which the literature, (Anderson, 1997; Nadaner, 1985; Kehl,

1983; Barthes, 1977) suggests are relevant to advertising analysis:

Original Questions

1. What is the ad saying?

2. Describe what you see in the ad?

3. Who do you think made this ad?

4. Whom do you think this ad was made for?

New Questions

5. Does this ad remind you of any other ads? If so describe the other ad.

6. What is the main theme of the ad?

7. What tricks does the ad use to get your attention?

8. What does the ad suggest?

9. Does what the ad suggest change your opinion of your advertisement?

10. Do you think this ad was worth analyzing?

Students took their time describing ads and I was surprised at some of their

choices. Two boys in the group, who are friends, chose two different commercials for
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Geico Auto Insurance. I find this ironic because neither of the students is able to drive.

Another popular theme among the students were commercials that had anything to do

with the Sponge Bob Movie. I was surprised to find that some students have chosen

advertisements that may not yield much information for this study. For example, one

student decided on a Finding Nemo sticker as her advertisement. Such an ad contains

very little information. The sticker consisted of a picture of two characters in the movie

and the title art. I explained to the student that she might want to rethink her choice

simply because an advertisement with that little information may be difficult to talk and

write about.

The descriptions of their ads were telling. One of the students who chose an

advertisement for Geico said:

My favorite commercial is the Geico commercial where a family is driving

down a mountain side singing, She’ll be Coming Round the Mountain, when

suddenly the Geico Gecko starts singing loudly “Everybody was Kung-Fu

fighting, these cats were fast as lightening.” The narrator starts ranting about

Geico’s low rates, then it shows the car again and now the whole family is

singing, “Everybody was Kung-Fu fighting.”

Under the “What tricks does the ad use to get your attention?” part of the questionnaire,

this student wrote, “The ad uses comedy so you’ll go tell your parent.” Another student,

who picked a different Geico commercial, answered the same question with, “They use

comedy to get your attention.” I found this to be interesting because both students

responded to the entertainment value in the ad. The other student also realized that the ad

was not directed toward the student, yet was able to conclude that he/she should go tell a

parent. When I asked the “who you think this ad was made for” question, the student

responded, “This ad was made for uninsured drivers. Geico said they have the lowest

rates.” Although the student seemed to understand a portion of the ad, he failed to grasp

the other potential audiences suggested in the ad: families, children, insured drivers

looking to switch, and uninsured drivers. The student didn’t realize that the commercial

spoke to him enough that he picked it as his favorite for this study. He picked it even

though he couldn’t legally drive.

Another student said of an Oscar Meyer Bologna ad:
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There are a few young kids and some older people are singing about bologna.

They sing about how they like bologna and how they could tell you about how

much they like it. In the song that they sing they spell out Oscar-Meyer and

bologna. The song talks about how Oscar is the Bologna’s first name and how

Meyer is the second name. In the end it says, “And if you ask me what I’ll say is

Oscar Mayer has a way with B-O-L-O-G-N-A.

Students tend to get the overt message but not the intent. This student was able to

pick up on some key components of the ad but failed to recognize how the components

worked as a whole. For example, when asked, “What is the ad saying?” the student

responded, “The ad is telling you that bologna is really good. It also tells you that many

ages like bologna also.” The student is able to understand the ad’s appeal to different

ages.

When answering the follow-up question, “Describe what you see in the ad,” the

student states, “I see people of many ages and ethnic groups singing. They are singing

about how they like bologna.” This student understands that the ad has an appeal to a

broad audience. When asked, “Who you think the ad was made for?” the student

responded,” I think it was made for kids, also for parents.” This excludes this student’s

earlier observation that many people of various ethnic backgrounds could be targeted by

the ad by showing a variety of people in the ad ranging in age and ethnic background.

When asked, “What techniques does the ad use to get your attention?” the student replied,

“They have different people singing.” This answer shows the student is aware of the

people singing. The answer also suggests awareness of what some could argue is the

most memorable aspect of the ad, the song.

The student responses provide a key to their perception of the ads. Most of the

students are able to identify the individual components in the ad, what it shows or who is

in it, the songs or music it uses, what it is saying, and how these elements relate back to

them. They understand which company is responsible for the product that is being shown.

By making the student aware of this it allows the student to identify with the ad and if the

ad is successful the student often will find it appealing or to a greater extent adopt in

some way into their psyche. Many students seem to be unaware of what an ad suggests

or implies. The students don’t even ask if bologna is good for you, or how it is made or
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what else could be construed from the ad. The students also don’t seem to realize Oscar

Meyer bologna may be owned by a parent company like Kraft Foods and when they see a

commercial for one it may indirectly reference a host of other food products. In most of

the ads, they see something or hear something that is appealing to them. The ability to

question the information they are receiving, and the advertisements suggested

information, is glossed over by the advertisements ability to take direct the students

attention elsewhere and in a more favorable light.

Question eight in the questionnaire asks, “What is suggested in the ad?” The

majority of students were confused by this question, and asked a version of the following

question in reply: “What does it mean by asking what is suggested by the ad?” Their lack

of understanding was also shown in their answers. I used an analogy to help the class

understand the question. I said: “This is like a fill-in-the-blank question where you have a

sentence you can sort of understand but there’s a word missing. The word is what is

suggested by the rest of the sentence, This analogy helped many of the students. But for

next class, when we start introducing techniques to interpret ads, I will bring in some

definitions for suggest as well as imply.

Nov. 14, 2004

I prepared a handout that introduces Barthes’(1977) techniques for reading

advertising. The handout provides definitions for linguistic message, the connoted image,

and the denoted image:

1. The linguistic message - carries both denoted and connoted messages, is what

the ad actually states or what is seen in the ad.

2. The denoted image - is what you literally see in the advertisement itself.

3. The connoted image - is what is implied or suggested in the image, in what

they show and how they show it.

I have also provided definitions for suggest, imply, suggestion, and implication. These

definitions were provided to assist the students in interpreting Barthes’ concepts, and also

(due to the fact that the majority of students had problems understanding these terms) to
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aid them in understanding their questionnaire answers. The definitions for these terms are

as follows:

suggest

• verb 1 put forward for consideration. 2 cause one to think that (something)

exists or is the case. 3 state or express indirectly. 4 (suggest itself) (of an idea)

come into one’s mind.

— ORIGIN Latin suggerere ‘suggest, prompt’.

imply

• verb (implies, implied) 1 indicate by suggestion rather than explicit

reference. 2 (of a fact or occurrence) suggest as a logical consequence.

suggestion

• noun 1 an idea or plan put forward for consideration. 2 the action of

suggesting. 3 something that implies or indicates a certain fact or situation. 4 a

slight trace or indication: a suggestion of a smile. 5 Psychology the influencing

of a person to accept a belief or impulse uncritically.

implication

• noun 1 the implicit conclusion that can be drawn from something. 2 a likely

consequence. 3 the action of implicating or the state of being implicated.

I began the class by having students read definitions from their handouts. I

initiated a discussion of the definitions that I hoped would help the students understand

what advertising does and what Barthes is asking the viewer to observe. I ask the students
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if they remember my analogy: if something is suggested or implied it’s like a fill-in-the-

blank word problem. The students all seem to remember. To reinforce this concept, I ask

the following question: “If I told you the sheet of paper in front of you contained seven

definitions, what kind of handout would you think it was?” Several students answer that

it would be a vocabulary handout. “Correct,” I said. They were able to identify what the

handout was through the power of suggestion, without me telling them what exactly it

was. I then explain the Barthes (1977) definitions to the class.

I ask a student to re-read the definitions then look at one of the first ads they

analyzed. What is the linguistic message in the advertisement? I explain to them that the

linguistic message is what the ad actually says. They must also pay attention to how the

ad says it. The advertisement that I am using as an example is an ad for Kraft Macaroni

and Cheese. (Figure 5)

Figure 5. Kraft Macaronni & Cheese advertisement.
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It says: Calcium, protein, iron, and five other essential nutrients. That’s what all

the hoopla is about. Amazing how much nutritious stuff they get with Kraft Macaroni and

Cheese, isn’t it? A good source of protein, vitamins and minerals, all from one little blue

box. That’s the might of the Cheesiest.

I ask the students to explain to me what the linguistic message is for this ad. One

student explained, “All you have to do is read it.” I told the student that was an excellent

way of looking at it. I then asked him to read the advertisement to the class. I asked the

class, “is that the linguistic message? They all agreed. I had a couple of students pass out

clippings of advertisements and asked each student to write in their folder what the

linguistic message was in each of the ads. In order to keep reinforcing the concept of the

linguistic message, I had them trade with other students and asked them to repeat the

activity. The class ended with the students writing and trading advertisements.

After the session, it was clear that all of the students were able to grasp the

concept of the linguistic message. Some students, however, did not seem to pay close

enough attention to the ads and missed some of the finer print. I will explain to them that

they need to pay closer attention to what an ad says because it may directly affect

meaning next class. Also next class I will address Barthes’ (1977) two other concepts: for

denoted and connoted images.

Nov. 16, 2004

I started the day by having a couple of the students hand out folders. After that I

waited for the students to settle down and get focused. Today’s class was a continuation

of last session when I introduced and reinforced Barthes’ (1977) concepts. After the

folders are handed out, I ask the students to raise their hands if they can tell me what the

linguistic message is in an ad. A good majority of the students raise their hands while

others shuffle through their folders looking for their vocabulary sheets. One student says,

“It’s what an ad says.” The whole class agrees, and so do I.

I asked the students to look at their vocabulary sheet in their folders. One student

volunteers to read the definition for denoted image. I ask the students if they understand

what “denoted image” means? Most of them nod their heads and I break the bad news to

them. They’ll have to pass a test. I explain to the students that this test will help them
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describe what they see in detail. “Not to worry,” I say, “it will be easy to pass.” I then ask

a student to stand up in front of the class. “What does the student look like?” I ask. A

student blurts, “She’s a short girl.” I explain to the student that this is a correct statement.

“However,” I say, “is this all you see?” I then ask the same student if she can tell me

what the girl standing is wearing. The student describes what the standing student is

wearing. I ask the class if they see the same things and they all agree. I then call on

another student to describe what the standing, short girl is doing. “She’s standing in front

of the class,” the student says. “How is she standing?” I ask. For instance, is she leaning

forward or backward? Is she standing straight up or crouching down? “She’s leaning

back with her arms crossed and her right leg is bent at the knee.” I congratulate this

student on his excellent description.

I asked the students if they can see now how important it is to be thorough. A

thorough description gives more information with which to judge. I then ask the students

if it is better to describe her as a girl or a girl standing in front of the class? She is

wearing blue jeans, sneakers with white frilly socks, a baby blue shirt with pink and

white stripes, and square-framed glasses. She is leaning slightly back with her arms

crossed and is trying not to smile. She is standing in front of two chairs and a table. To

her left is a television, and on the wall behind her is a large map of the United States. I

then ask, “Which would be a better description, the first or the second?” The students all

agree that the second is better. “Why?” I ask. “Because it tells us more about her and

what she’s doing” one student answers. “Correct again,” I say. I explain that both of

these descriptions can be examples of a denoted image, however, only one really gives

you a clear idea of what is actually seen.

I ask the students to get out one of the ad clippings they wrote about the other day.

I then ask them to describe in as much detail as possible the denoted image in the ad. I

tell the students to take their time, be thorough. This activity takes about 20 minutes and

uses up the rest of the class time. At the end of the activity I ask a couple of the students

to collect the folders and advertisements. I was hoping to be able to discuss the connoted

image, but that will have to wait until the next class meeting.

After class, I took some time to look at what the students wrote. I wanted to see if

they were able to describe their ads in detail, to see if they understood the denoted image.
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One thing I noticed right away was that many of the students were taking information

from the linguistic message and incorporating it into the denoted image. For example, in

an ad for the U.S. Armed Forces (Figure 6)

Figure 6. advertisement for the United States Armed Forces.

The linguistic message states the woman depicted is named Valerie. When the student is

asked to describe the denoted image she states, “I see Valerie on stage with her band. She

is playing a violin. She is wearing red clothes and at the bottom she is wearing camo

pants with army boots.”

On the whole, when I look over the descriptions I find myself pleasantly

surprised, although most of the descriptions are briefer than I had hoped. For example,

one of the students describes an Orbit chewing gum ad (Figure 7). The student writes:

The denoted image is a woman wearing a white oxford shirt with a brown plaid tie, black

hair, light brown eyes, gray background and a trashcan in her mouth. Then to the right

you see a floating head inside the “O” in orbit and a pack of pink orbit gum.
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Figure 7. Orbit Gum advertisement.

A student describes an advertisement for McDonald’s salads as, “I see a lady pulling

down her glasses with a white shiny smile. On her glasses are tiger stripes and in front of

her is a salad with meat and sour cream.”

Some students are starting to draw conclusions based on the images they see. This

falls more in line with what is suggested by the ad or the connoted image. Although this

should make it easier for the students to understand when we address the topic of

connoted imagery, I hope they will be able to distinguish the difference between what is

connoted and denoted. One student describing a Starburst ad (see Figure 8) says, “They

show three friends (one male and two females around twenty years old) the blonde

female is holding a starburst and smiling about it or it might be because she’s smiling

because the cream starburst is good and she is enjoying it.”
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Figure 8. Starburst advertisement.

What is interesting here is that the student is beginning to speculate on the character’s

state of mind in the ad where he based his insights on her facial expression. Another

student describes a milk advertisement (Figure 3) as, “Bernie Mac with a fake, painted on

milk mustache with a glass of milk in his hand, pointing to the camera.” The student

notices that the milk mustache doesn’t seem to be real. This suggests the student’s

skepticism toward the credibility of the ad, which falls in line more with the connotative

understanding.

Nov. 20, 2004

This session started with a talk about the previous day’s vocabulary sheet. I hold

up an advertisement for Oreo cookies (see Figure 9) and I ask the students what the

denoted image is. Almost all the students raise a hand, and when I call on one he begins

to describe the image in detail.
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Figure 9. Oreo Cookies advertisement.

“There is a stack of Oreos on a plate with the frosting eaten out of the center.” I then ask

the rest of the class if they agree. The students all agree, so I hold up an ad for Orbit gum

(Figure 7) and call on another student to identify the denoted image. I keep repeating this

exercise until I am satisfied that all the students are able to identify the denoted image in

each ad.

After the review, I then tell the students that they are going to learn now about

connoted images. I explain to them that they will need to rely on both the denoted image

and the linguistic message in order to understand what is suggested by the ad. I ask a

student to please re-read the definition for connoted image. The student reads the

definition and I ask each student to re-read especially looking for the words “suggest”

and “imply.” Once they are finished reading, I ask the students if they remember the

example I gave of “suggestion”– how it was like a fill-in-the-blank problem. Most of the

students reply in the affirmative. Unfortunately, a couple of students weren’t there when I

gave the example, so I have to explain it to them.

I ask the students to pull out the ad that they looked at for their denoted image and

I place the folder with the ads on the center of the table. The students pass around the

folder and select an ad. I tell the students to open their folders and listen to me.
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I hold up the same ad for Orbit gum (Figure 7) I used to explain the denoted

images. In the advertisement there is a woman wearing an oxford shirt with a plaid tie

and a grey background. In the woman’s mouth is the lid to a metal garbage can. The

linguistic message in the ad is: “Dirty mouth? Nothing cleans it up like Orbit.” Depicted

in the lower right hand corner of the ad is an image of a smiling blond-haired woman and

an open pack of Orbit gum. The text around this smaller image reads: “A good clean

feeling, no matter what.” I then ask the students what is suggested or implied by this

advertisement. “The girl has a dirty mouth,” one student says. Another says, “The ad is

supposed to make us think she uses bad language.” I ask why he thinks this. A different

student interrupts, “Because she has a trash can in her mouth.” I then ask the class if they

would agree with what the student said. They all agree.

After this I ask the students to read the linguistic message of the Orbit ad again. I

also ask the students to read the definition for the linguistic message again. I beseech

them to pay close attention to the part rife with both denoted and connoted images. I then

ask them to look at what the Orbit gum advertisement states. Next, I ask the students

what the ad says that might make them think she uses foul language. One student points

out the opening question, “Dirty mouth?” This is located at the bottom of the part of the

advertisement. I then asked the students if what the ad says and what it shows are

supposed to support the idea that the woman has a dirty mouth. The students agree. I then

ask if the class concurs, and they all agree. I then ask if they can see how the linguistic

message can also contain information about what is suggested by the ad. The students

agree and I move on to my next point.

I then ask the class what claim the Orbit gum ad makes. One student states,

“Well the ad says it will clean up your mouth.” I then ask the student to point out the part

of the ad that makes that specific claim. The student then repeats the linguistic message at

the bottom. I say this is correct. I ask the rest of the students, “Does the linguistic

message also suggest that Orbit gum will clean up a dirty mouth?” One student states, “It

says it all at the bottom of the ad.” I then ask, “Well, what does the ad say?” The student

reads aloud, “Nothing cleans it up like Orbit.” I ask the students in general, “Are we

supposed to believe that Orbit gum will clean up a trash can in our mouths or that it will

clean up the kind of language we use?” All the students reply “No.” to both questions.” I
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then ask, “What is gum supposed to do?” One student states, “You’re supposed to chew

it.” To which I reply, “Does that have anything to do with foul language or cleaning up

your mouth?” “No,” the student says. “Is this ad believable? I mean do you believe that

Orbit gum will do all the things the ad suggests?” I ask. The students all say “No.” I tell

the students to keep this in mind for future classroom discussion.

The next activity consists of them looking at their individual advertisements and

trying to figure out the connoted image. I ask them first to write down the linguistic

message and denoted images again. I tell them it will help remind them what the

connoted image is. After they have completed the first part of the activity, I ask them to

write what they think the connoted image is. I encourage them to take their time and

really try to think it through.

The students go to work, and are actively engaged for the fifteen minutes of class

remaining. The students work quietly until time runs out, and then I ask them to go

through the routine of collecting the folders and advertisements. As they leave, I tell them

our next class will consist of work on connoted images.

As I look over the day’s work it is obvious that the students rushed their answers

about connotative content. They wrote little, and what they wrote was poor. There are

some interesting results, however. One student responding to a milk ad said, “Like all ads

they want you to buy and drink milk, they think if Bernie Mac made the ad then it must

be good for you.” It seems that this student is picking up on how celebrity endorsement

works. Another student commenting on a U.S. Military ad noticed, “The connoted image

in this ad shows that being in the military can help you accomplish other things you love

to do. It helps you get ready for those things.” Although there isn’t a celebrity in this ad,

it depicts someone that is a “pseudo” celebrity, a military figure – as star on stage.

Nov. 22, 2004

Class started off like any other day. On this day, however, the students know that

a vacation is coming. They’re unruly and talkative. The coming weekend is Thanksgiving

and several of my students are not here. I had eight out of twelve. This posed a problem

because I was hoping to discuss who makes the ads, for whom, and what for. I wanted to

talk about the believability of some ads. I wanted to ask my students if they can identify
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who is speaking, and if this voice is credible.

Because of the absent students, I tell the class there will be a review of the

vocabulary with emphasis on detecting and understanding connoted images. I start the

class by asking a student to read one of their definitions from her vocabulary sheet. The

students go through their sheets one-by-one. I then ask each student to select an ad from

the folder that they have not reviewed before. Once the students have selected an

advertisement from the folder, I then ask them to write down the linguistic message. I tell

them to pay attention to every thing written in the ad, even the small print. It can provide

relevant information. I tell the students that they will have ten minutes to complete their

investigation. The students take their time, and most of them start writing immediately.

Many of the students finish the activity a lot faster than I anticipated. In order to keep

them busy, I have them trade advertisements and repeat the exercise. The students work

hard on these advertisements too. It is exciting to see the students respond so quickly to

the advertisements.

Since this is a review activity I decide to skip denoted images and move on to

pick up where we left off last class on commenting on the connoted image in the ad. I

would like to let the students continue with their denoted images, however because I

expect more time will be required for the students to analyze there ads for its connoted

message I decided to move on.

I ask the students to remember what we did during the last class. I ask one of them

if he can remember what we talked about. “We talked about what a connoted image is,”

the student responds. I tell him he is correct, “What do you think we’re going to write

about next?” All the students respond “the connoted image.” I tell them that as usual they

have ten minutes to try and work out what the ad suggests or implies. The students begin

to analyze their ads.

I begin to notice that there is a pattern emerging in their responses. The students

as a whole seem to be able to say exactly what the connoted message is. They’re able to

give solid descriptions of the connoted message in the ad but seem to compress their

answers into two sentences or less. The answers themselves are not incorrect, just too

succinct. The students are not viewing the ad as a whole; they are grasping the general

information the linguistic message, the denoted image and an abbreviated perception of
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the connoted image. However, the students’ responses still seem to address what is only

seen on the surface of the ad and are still not able to grasp the deeper meanings in the

advertisement. For example, when responding to an advertisement for Starburst fruit

candies one student wrote, “The starbursts connoted message is that the cream kind is

enjoyable and cool.” Another student, in response to an ad for Fun Fuel, wrote, “It is

suggesting that you should buy it because it is nutritious.” The same student, in response

to a Reese’s ad, (Figure 11) wrote, “I think it shows that if you buy it, it will make you

crazy so its telling kids buy it and you’ll get excited.”

There are some things in their responses that I do find interesting and relevant.

Students seem to naturally pick up on the intended audience of the ad. They seem to

know who made the ad and why. It will be interesting to see how they react to analyzing

further advertisements. One student, responding to the Fun Fuel ad (see Figure 10), said

something quite funny and unwittingly perceptive: “The Fun Fuel Company is saying

‘Finally nutritious food they won’t try to hide under their napkin.’ They want you to think

it’s healthy but it looks worse than Taco Bell.”

Figure 10. Lunchables Fun Fuel advertisement.
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The student doesn’t believe what the ad states. This will make a good point to serve as a

transition into the next class discussion, a discussion of overall ad credibility, and the

techniques ads use to embellish their specific product. Another thing I intend to discuss is

to how each component of the ad operates as a whole. Judging from the students’ work,

some of them are already starting to see the ad on multiple levels. But most will have to

be taught how to bring the pieces together.

Nov. 30, 2004

Today, I explain to the students that they will not be doing any writing. They will

be asked to participate in a discussion stimulated by the questionnaire. I ask the students

to take the questionnaires out of their folders and keep them at hand. They seem relieved

to not have to write, and after everyone settles down, we get to work. I also recap for the

students absent from last class what they’ve missed. I begin by asking all the students to

name the three types of messages or images in an advertisement. The students that were

in the last class are eager to answer; the students who missed the last session are slower

on the uptake. My brief review takes about five minutes, and ends with me reminding

students with questions to refer to their vocabulary sheets.

I ask the students to take a look at a particular ad. It is the advertisement for Kraft

Macaroni and Cheese (Figure 5) that we’ve looked at once already. I ask one of the

students to identify and read to the class the linguistic message. The student reads:

Calcium, protein, iron, and five other essential nutrients. That’s what all

the hoopla’s about. Amazing how much nutritious stuff they get with Kraft

Macaroni and Cheese, isn’t it? A good source of protein, vitamins and minerals,

all from one little Blue Box. That’s the might of the Cheesiest.

I call on the students to describe the image in the advertisement, and to talk about

what the literal image in the advertisement is called. Several students raise their hands.

One says, “What you see in the ad is the denoted image.” I then ask, “And what do you

see?” The student answers, “There’s a girl in a hoola-hoop with a yellow background and

a picture of a box of [Kraft] Macaroni and Cheese at the bottom,” I tell her that is a good

answer, but is it all we see? Another student adds, “The background isn’t yellow. It’s

macaroni and cheese.” I agree, and ask, “What else do you notice in the advertisement?”
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The same student says, “The girl in the ad is African–American, she has pig tails, and her

clothes match the cheese in the background.” I then take the ad and pass it around so that

each student can take a good look at it. They all agree on what is depicted in the ad.

I ask the students what the third and final type of message is? Several students raise their

hands. “The connoted one,” a student says. “Yes,” I say. “The connoted image.” I ask the

class to get out their definitions, and pay specific attention to the definitions for “suggest”

and “imply.” The students shuffle through their folders and dutifully take a minute to

look their vocabulary sheet over. I ask the students to take another look at the ad and start

thinking about the connoted image. I pass the ad around the class again, and several

students raise their hands. One tells me the connoted image is that “[Kraft] Macaroni and

Cheese is fun and will make you happy.” I ask the student what evidence she sees to lead

her to that conclusion. “That the girl in the ad is smiling and she’s playing with a hoola-

hoop.” I explain to her that her assessment is correct but the ad suggests even more.

Another student says, “[Kraft] Macaroni and Cheese is good for you and will make you

strong.” I ask what in the ad makes him believe that. “It has all this stuff in it that’s

supposed to be good for you. It also says ‘that’s the might of the cheesiest.’” I tell the

student that is also a part of the connoted image in the advertisement.

I ask the students if they believe what the ad suggests, is Kraft Macaroni and

Cheese really supposed to be good for you. Some students proclaim, “It tastes good.”

Others were more skeptical and claim that they didn’t believe Kraft Macaroni and Cheese

was really healthy. One student said, “It’s like the ad is telling us half the truth. They’re

saying that [Kraft] Macaroni and Cheese has all these good things in it but they are not

telling us what is bad about it.” Several students agree with this, and I explain to the

class that this is an excellent point. The ad doesn’t seem to be telling us the whole story

and that is one of the ways ads can make something like Kraft Macaroni and Cheese, a

meal containing large amounts of carbohydrates and fat, seem better for you than it

actually is.

After going over the three types messages, I have the students take out their

original questionnaire and focus on question number three, “Who do you think made this

ad and is it believable?” I then ask them to take a look at the Kraft Macaroni and Cheese
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ad with this question in mind. The students take more time with this than I thought they

would. I pass the advertisement back to those students who ask for it. Several students

raise their hands, and I call on one: “The people who make [Kraft] Macaroni and

Cheese… and I don’t think the ad is believable because it doesn’t tell you everything

about the [Kraft] Macaroni and Cheese.” I then open up the discussion to the class as a

whole. “Who makes the macaroni and cheese?” I ask. Several students yell, “Kraft.” I

praise them and ask if they agree with what the student said. Most agree. But one student

says, “I don’t think they are believable just because they aren’t telling us everything

about [Kraft] Macaroni and Cheese, maybe they are just telling us what’s good about it so

they can sell more of it.” I congratulate him and ask him to look to question number four,

which deals with such concerns.

I ask the student to read question four, “Who do you think this ad was made for?”

I ask the class to look closely at the image. Again the students take their time, but one

student raises her hand right away. She states that the ad was made for kids. I then ask her

to explain. “The ad shows a girl,” she says. “A girl in a hoola-hoop.” I ask the class if

they think the ad was made specifically for kids. After studying the ad again, the majority

of the class agrees that this ad targets children. However, one student says, “Parents,

because most kids don’t really care what’s good about [Kraft] Macaroni and Cheese.

Kids eat it because it tastes good.” I then if they think the ad was made for parents. I can

tell that some of the students who believed that the ad is targeting children are now

leaning toward parents. “If you believe that this ad was made for kids because it shows a

kid in the ad, raise your hand,” I say. About half of the class raises their hands. “So, the

rest of you believe this ad targets parents?” “Couldn’t it be both?” one student asks. I

encourage the student to explain. “Well, it shows a kid in the ad, so when I look at it I

think there’s someone like me in there so it must be for kids. When I read it I see that

they start talking about nutrition and stuff so it makes me think that my mom should be

reading this.” Could this be true, could it be both?” I challenge the class. By this time

they all agree with the assessment. I tell them that some ads try to reach as many types of

people as possible. This way the advertisers get more attention for the money they spend.

The fifth question asks a student if the ad reminds him of another ad. I pass

around the advertisement for Kraft Macaroni and Cheese again, and ask the students to
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raise their hands and tell me the first thing they think of. One student states that the ad

reminds her of “playing outside.” Another student says it looks similar to all the other ads

we have looked at. I ask the student why she feels his way. “All the ads seem to use the

same bright colors,” she replies. This answer interests me simply because it does seem to

be true. I had not anticipated the student to respond to a specific visual element. Many of

the students respond that it doesn’t remind them of any of the other ads. I then ask the

students to tell me what this ad has in common with other ads. One student states that the

others, “have some writing on them that tells you about what’s in the ad.” Another

student states, “some of the ads we have looked at have kids our age or younger in them.”

Another student gets in her two-cents: “Most of the ads we have looked at have some

kind of food in them.” I explain to the students that these are all good responses. I ask

them to name an ad that is similar to the Kraft Macaroni and Cheese ad. One student cites

the Fun Fuel ad. “Does it have writing about the product, does it show the food and does

it have kids your age in it?” I ask. “Yes,” the student responds. “Would it be safe to think

that the [Kraft] Macaroni and Cheese ad reminds you of the Fun Fuel ad?” I ask. Again

the student agrees. In fact, the entire class is in agreement.

I let the students know that in order to find similarities between advertisements, it

is sometimes best to pay attention to basic elements: colors, the presence of print, or lack

of, and the denoted image. Specifics are confusing. As an example I take out the

Sketcher’s ad. It still looks similar to a movie poster. I ask if the ad reminds them of any

other advertisements. The students agree that it looks like an action movie poster. I then

ask if anyone thinks a movie poster is another type of ad. The students all agree that a

movie poster is an ad. “But why would an advertisement for a shoe want to look like a

movie poster?” I ask. One student says, “Because they want it to look entertaining.” I ask

the student what he means. “That it reminds you of going to the movies,” he says. I ask

the class if going to the movies is entertaining. To which they all reply with an

enthusiastic affirmative. “Is it possible,” I continue, “that Sketchers wants you to think

that like going to see a movie, wearing their shoes will be fun and entertaining too?” I

then explain to them that this could be part of what is connoted by the ad. I ask what

“connoted” means. Some of the students raise their hands. “Suggest?” one asks. “Suggest

is correct,” I say.
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I encourage them to look for how all the components of the Kraft Macaroni and

Cheese ad, (what is said, what is seen, and what is suggested) add up to an overall

impression of what the ad is trying to accomplish. I then explain that this will take us into

our next question. I ask a student to please read the next question, which asks, “What is

the main theme of the ad?” I ask the students if they know about theme. Some raise their

hands while others seem to be a bit confounded by the question. One student says, “a

theme is like an idea.” “That’s a good start,” I tell him. “But there’s more.” Another

student asks, “Can it be a lot of ideas that are alike?” I tell them that is also a good way of

looking at it, but just to be safe, we should push for a better answer for “theme.” I ask one

of the students to go out into the library for a dictionary. I ask the student who fetched the

dictionary to find the definition for “theme:”

Theme (noun)

1: a subject on which one writes or speaks

I ask the students if the definition gives them a better idea of theme. “Yes,” the

students say. I tell them we’re going to see if we can spot the theme in an ad. I begin with

the Kraft Macaroni and Cheese ad. “What’s the theme of this ad?” I ask. Some students

say, simply, “The theme is macaroni and cheese.” Others say the theme is, “Macaroni and

cheese is good for you.” I say both answers are the truth, but not all of the truth. But the

second answer tells me more about the theme because it tells me what the ad is trying to

say about [Kraft] Macaroni and Cheese. I hold up an ad for Hershey’s Kisses. The

students look the ad over and their hands shoot up. One student says, “The theme is that

the insides of Hershey’s kisses are good to eat.” I then ask the rest of the students if they

agree with this, and they say “Yes.”

Class time is almost up, so I tell the students to get ready to go. I also explain to

them that we will be finishing the rest of the questionnaire next time. I then pass around

an ad for Reese’s Snack Bars (see Figure 11).
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Figure 11. Reese’s Snack Bar advertisement.

The students a lot of time on this ad, so I ask a student to do a quick summery of the main

theme. She states, “It’s a candy that’s wholesome.” I ask the class what they think this

means. Several students raise their hands, one says “That Reese’s snack bars are good for

you.” I ask him if the ad remind him of any others. He sees similarities with the [Kraft]

Macaroni and Cheese ad. I tell him it is a similar ad, but I address the rest of the class

when I say that this could be a general theme targeting particular audiences. For example,

an ad designed to reach parents might brag that a product is good for children. The

students seem to understand this, but there is very little time left in the class to push the

point. So, I collect the folders and other materials and tell the students that next class will

be more of the questionnaire. I send the students on their way.

Today the students seemed really excited to be discussing ads as opposed to

writing about them. Some of the students had good insights. I was particularly impressed

with the way they were able to quickly identify themes and how two ads were similar.

The students are perceptive and quick to understand introduced concepts. Some students

however, are still having trouble taking the class seriously. Others are too eager and want
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to dominate the entire discussion. To make sure everyone is getting a chance to respond, I

move around the class a lot. I actively court the quiet students to speak up. Other than

shyness and enthusiasm, class sessions are going well. However, I am going to have to

speed things up if I am going to cover everything by the time the students go to

Christmas Break, only two weeks away.

Dec. 12, 2004

The students seem to be in a good mood today. One student brought in an

advertisement for the new Sponge Bob movie (Figure 12).

Figurre 12. Sponge Bob advertisement.

He asks if we can use it in class. I tell him we will try to incorporate it into the day’s

events. As I look the ad over I see that it will be perfect for the discussion. I put the

Sponge Bob ad aside and ask a couple of students to pass out folders to the class. Today’s

class will be very similar to previous classes. I ask the students to take out their

advertising questionnaires and read question seven. I also explain that we are going to try

and finish the questionnaire.
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Question seven asks, “What tricks does the ad use to get your attention?” I tell the

students that we will be using a Sponge Bob ad. “Can someone tell me what the linguistic

message of the ad is?” I ask. Hands shoot up. I call on a girl who looks at the

advertisement and says, “The ad says ‘’Dare to be Square” I tell her to look closer at the

ad. “Advertisement.” is printed at the top of the ad. It also has logos for Target

department stores, Nickelodeon television network, and the Sponge Bob Square Pants

movie. I ask the class if they agree with this student’s assessment. They do.

Next I call on another student to tell me what the denoted image of the ad is. I

hand the ad to him and he begins describing it. He starts off by saying that the ad looks a

lot like a CD cover, it’s all yellow except for some sporadically placed green circles. It

has Sponge Bob’s face in the middle. It’s a good description and I ask the class if they

agree. Almost all of them do. However, some students say that he forgot about the

message that states “Dare to be Square” at the bottom and the two logos. I remark that

yes, that is part of the image, however for the sake of what we’re doing, is it more the

linguistic message or the denoted message? The students respond by saying it’s the

linguistic message.” What’s the connoted image?” I ask. One student says that because

the ad looks like a CD cover, it might suggest a CD to accompany it. He goes on to say

that because it has the two logos at the bottom for Target and the Sponge Bob movie, this

ad might lead someone to believe it is the cover for the soundtrack. Something like this

could be purchased at Target. I praise the student for the excellent observation, do the

others agree? Each student nods and a couple shout “yes.” I ask the students if there is

anything else that the ad suggests. A usually quiet student notices that the ad says, “Dare

to be Square.” It is actually daring you to be like Sponge Bob (who happens to be

square). By showing the logos down at the bottom that it would lead someone to believe

that Sponge Bob shops at Target and watches Nickelodeon. I give the student kudos for

her observation. The class agrees with her, and I go back to the original question, “What

tricks does this ad use to get your attention?” I explain they have looked at the parts of

the ad, now they should look at each ad as a whole, themselves. What does the Sponge

Bob ad do to get their attention? One student immediately responds, “It makes a dare.” I

ask her, “Does that mean it’s challenging you to do something?” “Uh, ya,” she says.

“What is it challenging?” I ask. “To be like Sponge Bob,” she says. “So,” I go on, “will
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you shop at Target and watch Nickelodeon?” She responds, “Yes, but I don’t want to

dress like Sponge Bob.”

I ask the students to detect more tricks to grab their attention. One student notices

a lot of logos in the ad. I ask the student to explain what this means, “That if you don’t

know what Sponge Bob is you might recognize the Target or Nickelodeon symbols.” I

then ask the rest of the students if they agree. Most students find it unbelievable to not

know who Sponge Bob is. But they agree: if a person didn’t know one logo, he would

probably know another. The ad uses affiliations to connect.

I then ask the students to address the trick they noticed earlier. One student raises

her hand, “It looks like a CD cover.” “Right,” I say. “The CD cover trick.” The ad is in a

pleasing format, nicer than, let’s say, a billboard. Isn’t that a trick? They all say it is. I ask

how many of them have a CD player at home. Each student raises a hand. “Does this ad

remind you of a billboard or CD?” I say. All the students say a CD. I ask which they are

more likely to bring into your home, a billboard or a CD cover? “CD cover they,” say.

“What is the ad doing by taking this format?” I ask. “Making it easier for us to use,” one

says. “But couldn’t that be a kind of trick to get your attention?” I ask. All the students

are in agreement on this point. I tell them I’m very impressed with their responses, and

ask them to move onto the next question on their questionnaires.

Question eight reads, “What does the ad suggest?” I ask the students if this is like

another question we’d addressed. Several raise their hands. One says it asks the same

question as the connoted image. “Super,” I say. “With that in mind, look at the Sponge

Bob advertisement again.” A student reiterates what was said earlier. By challenging us

with the statement “Dare to be Square,” the advertisement suggests that we should be like

Sponge Bob. The advertisement also looks like a CD cover, which suggests another

media format. “Looking at the techniques used by the ad,” I say, “is there an easier way

to figure out what the ad is trying to say?” One student responds, “It’s like the tricks tell

us what the ad is really saying.” “True,” I say. “But not true. Always pay attention to the

imagery and text within the ad, that gives a clearer picture.” I tell them tricks may lead

them in the direction of what the ad suggests, but so will the other information presented

by the ad.

I ask the students one final question regarding question eight: after all the
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analysis, do they feel we have fully covered the Sponge Bob ad? Have we answered all

the questions? The students respond by nodding their heads, yes.

The next question reads, “Does this change your opinion of the advertisement?” I

ask the students to read this question and take a minute to reflect on the Sponge Bob ad. I

ask them, “Do you feel differently now than you did at first? A few minutes pass before a

couple of the students raise their hands.

The first student I call on, says the ad didn’t change her opinion of Sponge Bob.

She states that she will watch the show and go see the movie. She will shop at Target.

She still likes these things. I ask the rest of the class if they agree. One student states that

every time he has to shop at Target he gets “bored.” Several of the students chuckle at

this. I quickly ask one of the students who didn’t raise his hand to speak. He says he

never really liked or disliked Sponge Bob. The advertisement’s pronouncement of “Dare

to be Square” leaves him cold. “Just because the ad dares me to be like Sponge Bob

doesn’t make me want to shop at Target or watch his show. It makes me not want to do

these things. I don’t like taking dares.” A student sitting next to him says that the ad

didn’t change his opinion of Sponge Bob because he already thought he was “stupid.” I

ask the class if anyone feels similar, and a handful of students raise there hands or nod.

Once again, I notice that we are quickly running out of time. We’ll have to move

quickly. I tell the students anything we don’t finish today will be covered next time.

I ask the students if this ad is worth analyzing. Many of the students seem

confused by the question, so I take a minute to explain what it means. By looking at the

ad, taking the time to analyze it, we are justified in judging the relative worth of our

effort. Essentially, did they learn anything about advertising as a whole?

Hands are raised. Right away several students shout out answers, but I quiet them

and pick one who had his hand raised. He says he thought that analyzing the Sponge Bob

ad was worth it but it didn’t change his opinion of the advertisement or the character.

Another student lowers her hand and sort of shakes her head in agreement. She says that

the Sponge Bob ads have made her aware of how most of the ads she’s seen contain more

than one ad. She’d never thought to look at all the “stuff” in an ad. She now looks at ads

more closely. I ask her, “So you think analyzing advertising is worth doing?” She says

yes and she gives the example of the Kraft Macaroni and Cheese ad. She likes knowing
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all the facts. I ask her if she felt better knowing the truth of the ad? “Yes,” She says. “So

you learned what to look for in an advertisement?” I ask. She nods. I ask the class, “Does

anyone feel the same way?” Some shout yes, others, no.

The clock is glaring at me; out of time again. We went slightly over, actually. I

ask the students to quickly gather their things and leave the questionnaires in their

folders. If they have any more questions save them for next class. The session after next,

we will be applying the questionnaire to the ads they’ve selected.

I dismiss the students and they start filing out of the library. I take aside the

student who brought in the Sponge Bob ad, ask her if it’s ok that I hold on to it. I also

thank her for bringing it in because it provided us with some good conversation. She tells

me I can keep it as long as I agree to go see the movie.

Dec. 7, 2004

We start off by gathering in the library, as usual. The students are becoming more

anxious; these are the final days before Christmas break. Today we start by talking about

the last question on the questionnaire. I will give students time to discuss what they think

about the course. I’ll listen to their thoughts, comments, and suggestions on what has

been done. The students take their seats and I ask one to hand out the folders. I ask them

first off if everyone is excited for vacation. Several students are, a couple aren’t. I then

tell the students that we will only be meeting a couple more times before break. We will

take the post-test and they will re-evaluate the advertisements that they selected. I then

ask them to stay focused over the next two classes so we can get through the study and

they can provide me with good answers. Answers that reflect what they think about

advertising and what they’ve learned during our time together. I tell them that after we

discuss the final question, we are going to take the rest of the class time talking about

advertising in general. This is the time they can ask questions, if they like.

I then ask the class if anyone can tell me what question we were discussing at the

end of our last session. A handful of students raise their hands. One tells me we were

going over question number ten. I ask another student if she can tell me what that

question is. She pulls out her questionnaire, “Was this ad worth examining?” I tell the

class that I know we started talking about this last session, but we’re going to talk about it
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again. “So,” I say, “was this ad worth examining? That is to say, did you learn anything

by examining this and other ads? Do you feel like you know something more about ads in

general now?”

Several students raise hands. I call on one of the more vocal students to get the

ball rolling. He says ads are worth examining. Normally he would look at an ad and not

think about its message. But now, after talking about advertising, he realizes that ads

don’t always tell the truth. “It kind of makes it hard to believe what they’re saying,” he

concludes. I then ask him who he thinks is talking in the advertisement. He asks me to

clarify which. “Any of them,” I tell him. He claims the people speaking in the Kraft

Macaroni and Cheese ad are the people who make the food. I then pull out the

advertisement again and hand it to him. I tell him to take a good look and tell me who he

thinks is responsible for making this ad, who is talking? He takes a minute to look it over

then answers, “These guys,” he says pointing at the Kraft logo at the bottom of the ad. I

tell him he is correct. The people that are responsible for making this ad are the people

who make Kraft Macaroni and Cheese. “You’re saying,” I challenge, “that you don’t

think the good people at Kraft are telling the truth?” He says yes, but he doesn’t expect

them to tell us everything that’s bad in Kraft Macaroni and Cheese. “An excellent point,”

I say. I ask the student if he ever considered the truthfulness of an ad before this study.

He says no, he used to think ads were just “funny,” or he didn’t even pay attention to

them.

Has analyzing advertising changed the way you feel about advertising? I asked

the class to think about this for a minute: to really focus on how much information and

meanings we got from the advertisements. They all agreed they would never look at ads

the same way again. “Will you will pay more attention now?” I ask. Each student nodded.

One student says he will, but he expects it will be hard to pay attention to them all. I ask

him what he means by that and he replies, “Because there is so much advertising out

there, it will be hard to look at them all.” I tell him that’s an excellent point. I then ask the

class how many people think there is just too much advertising in their environments?

Almost all the students raise their hands.

One student only realized how many ads there were once she began this project.

“It’s like everywhere you look,” she said. I ask the other students if they feel the same
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way. Several students raise their hands. One student, however, says there’s a lot of

advertising, but you don’t have to look at it all. I tell him that’s true, but asks if he agrees

that there is a lot of advertising in their schools and at home. “Don’t you think that sooner

or later you would have to pay attention?” I ask. He takes a minute to answer, and

concedes that yes, a person would eventually look at an advertisement. But that person

would mostly look at advertisements that get his attention.

“If you look at question seven on the questionnaire,” I say. “You’ll see it asks

‘What tricks does the ad use to get your attention?’” With so much advertising in the

world it is becoming harder and harder for the companies that make advertising that hits

home, so they use tricks to draw eyes. I point out that earlier one of the students stated

that he normally paid attention only to funny ads. Do you think laughter is a way to get

your attention? All the students say yes. I remind them that a couple of students had

chosen Geico car insurance commercials as their chosen advertisements. I ask the class if

they are familiar with these commercials. Almost every student in the class is able to

identify when the Geico Gecko (their mascot) does the robot (a dance). Does everyone

think it’s funny to see a Gecko doing a dance in a car insurance commercial? Several

students go into impromptu descriptions of the ad, some start dancing in their seats.

After everything calms down I ask the students to think about what’s wrong with

this commercial. Do they find it a bit odd that they are drawn to a commercial for car

insurance when they are unable to drive legally? The students stop to think about this for

a second. Why would Geico make a commercial to appeal, on some level, to kids? One

student shouts, “so we can tell our parents about it.” I tell the student that she is

absolutely correct; this may be exactly what the people who made the advertisement were

thinking. I ask them to remember when we were talking about an ad’s target audience.

The people who make ads know you will tell your parents about the commercial if you

think it’s funny. So, the next time your parents are shopping around for car insurance

they might think about how the commercial made you laugh. One student says that

almost all the advertisements we looked at are entertaining and targeted to kids. “Why do

you think that is?” I ask. Several students raise their hand but I keep my attention on the

student who asked the question. “We kids don’t have the money to buy car insurance.” I

then ask him how much money he brought to school today. “About three bucks,” he says.



126

Did he get it from his parents? He says he got it from his parents. And could he save up

the money he receives from his parents? If he could get his parents to buy something he’d

seen in the advertisements, would he? “Yes,” he says. I then tell him it is an advertisers

job to get you to spend money on their product, either your own money or your parents’.

I ask the students how many of them have seen the new Sponge Bob movie? Half

the class raises a hand. I ask how many have not seen it or want to see it again. Almost all

the students raise hands. “Where will you get the money for tickets?” I ask. Almost all

say their parents. I explain that this is a way they can influence how their parents spend

money, and how advertisers can influence parents to part with money. The students who

don’t answer aren’t interested in seeing the movie. “A good ad can affect the way you

spend on a range of products from movies, to clothes, to the food you eat,” I tell them. “It

is good to remember this when looking at advertising because advertising wants you to

do what?” I ask. “Spend our money,” they all say. I clap.

This discussion has gone on a little too long, and we have left our intended topic

which was finishing up the questionnaire. But the conversation is progressing well; we

are covering what I hoped we would cover. My hope was that students would begin to

analyze and question the advertising they suddenly see all around them. I allow the

conversation to continue.

I ask the class if they have other questions they would like to discuss. One student

raises her hand and asks why it is important to study advertising? I tell her it’s a good

question. “First,” I say, “I’ll ask the class’s opinion, then I’ll answer the question

myself.” The class is ready to tackle this question. One student says immediately, “We

study ads so that we know what they’re saying.” I suggest he be more specific. He states

that it’s like we never really look at ads and then when we do, there’s more than we

thought. I agree that there is always more than meets the eye in advertising. Several

students concur, but one student asks if just a logo or a simple image can contain much

information. I then ask him to answer that question for himself. But he gets quiet so I

help him out. “What do you think of when you see a Nike symbol on someone’s shoe?” I

ask. “I think of shoes and athletes, he says. “More specific,” I say. “Do you think of a

specific athlete?” He says he thinks of Michael Jordan. A good answer, indeed Jordan has

his own line of Nike shoes. And what else does he think about when he thinks of Michael
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Jordan? He says he thinks of Hanes underwear and McDonald’s. I then ask him if these

are all products or companies Michael Jordan endorses. “Of course,” the student says. So,

I point out that by seeing a Nike logo he thinks of two other brands. “I guess so,” he says.

I then ask the class if they can see how a logo works. “Just out of curiosity,” I say, “how

many people in here are wearing Nike shoes?” Three students raise their hands. “And

how many people would like to own a pair of Nike shoes?” I continue. “Maybe a pair of

Air Jordans?” Almost all the boys in the class raise hands, and many of the girls as well.

Do they know how much a pair of Air Jordans cost? One student says, “About one-

hundred-dollars.” I ask how many of them can afford a pair of one-hundred-dollar shoes.

No one raises a hand. I point out that one of the purposes of advertising is to create a

desire for things. Sometimes the desire may not be good for us. I tell them they shouldn’t

feel bad about wanting a product because of an advertisement. I am just as gullible. Every

time I see a commercial for a Porsche, I want one. But can I afford one? No.

The students seem to get the point, and I ask if there is anything else they would

like to discuss. I tell them we have about fifteen minutes left in class. I also tell them that

next time there will be very little time for discussion, as I intend to have the students

come in and answer the questionnaire on their own. One student asks me if I think

advertising is a “bad thing”. The question strikes me as oddly honest and I answer the

best I can. I tell her I watch television, I go to the movies, I read the papers and

magazines, and I’m on the Internet at least once a day. Like other people, I take in

advertisements all day through these different kinds of media. How can I not be as

influenced as the next person? I then tell her that I really didn’t start thinking about ads

until I started studying them, and then it totally changed the way I looked at advertising. I

began to see brand names and company logos everywhere. “Yes it bothers me. For

example,” I say, “have you noticed the advertisements before movie previews, which are

themselves advertisements?” The whole class starts talking about how that is common. I

give them time to settle down before asking if any of them watch MTV. Several students

raise their hands. I tell them I remember a time when MTV played videos all the time.

Now MTV is mostly commercials, and rarely videos. “It’s not that I don’t like

advertisements,” I say, “I just find myself annoyed by them.” On a roll, I continue. “I also

find it interesting to watch a commercial where what they are showing has nothing to do
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with what they are selling.” I stare at the class. “What kind of sense does that make?” I

ask.

I ask if anyone can cite an example of what I am talking about. At first the

students look puzzled, so I hand out the ads again and ask the students to take a second

look. A couple of minutes pass and one student raises her hand. She’s looking at the U.S.

Army ad that shows a girl on stage playing a violin. At her feet is a picture covering her

legs showing her bottom half in combat boots. The student states that she doesn’t see how

this ad has anything to do with being in the army. “Exactly,” I say. I ask her to tell the

class what is the first thing she thinks of when she looks at the ad. “It looks like an ad for

American Idol or something,” she says. I tell her I agree with her point of view. Here is

an ad where a career in the military could somehow mesh with a career in music. I then

ask the students if they can find another example of what we are talking about. I notice

that we have very little time left, so I tell them that if we do this we have to make it

quick.

The students start to comb through the advertisements looking for any disconnects

between ad message and image. I tell the students they have three minutes. Within

seconds a student raises her hand. She holds up the ad for Orbit gum. “Would you think

that was a gum ad without the text at the bottom?” I ask. She says no, and I ask why.

“You don’t see her chewing gum, you just see a trash can in her mouth,” she says.

Another student says it might be an ad for trash or a public service announcement against

using foul language. I tell the students that these are both very good observations. The

class agrees with all the points made. I tell them to pass back the advertisements. While

they’re doing that I give them the plan: our next class will consist of looking at the

advertisement they originally picked, and answering all the questions we covered on the

questionnaire. I want them to take plenty of time to consider everything we talked about

over the past six weeks. I ask the students to raise their hands if this class has changed

their opinions about advertising. The majority of the students raise their hands, all but

three. I tell them that I look forward to seeing the results of their questionnaires.

After this session I really feel the students are beginning to ask important

questions about advertising and its purposes.
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Dec. 9, 2004

The day begins by gathering the students and walking down to the library in the

usual fashion. Once we file into our designated room, they take their seats and start to

chitchat. I ask a couple of students to pass out the folders. Once everyone quiets down, I

explain that they will have the entire class time to work on their post-tests. I also tell them

that today I will not be recording class due to the fact that we will not be speaking. I pass

out a new version of the original questionnaire, a version that includes many of the terms

and techniques we discussed in class. Before I pass out the ads I also tell the students that

the quality of my work will depend on the quality of their answers, so to please take the

assignment seriously.

I pass out the new questionnaires and the students get to work analyzing their self

selected advertisements. I walk around the tables making sure each student has what

he/she needs to complete the test. The students seem to be treating it with respect, like a

test.

I walk around the classroom as the students work. My monitoring helps to keep

them focused and serious. Twenty minutes later, I see that students are beginning to put

their pencils down as to indicate that they are finished. I ask them if I can read what they

have written. I find myself pleasantly surprised by some of their answers. Still, it is

obvious they did not consider the questions adequately, and these early-finishers need to

take more time. I hand the folder back and explain to them that they should go back and

think about their questions.

As the hour winds down the students begin to shut their folders and put their

pencils down. I ask them to please remain seated and be considerate to those who are still

working. I also tell them to rest their head on the table until those still working are

finished.

Afterwards I ask the students what they thought of the post-test. Did they have

any questions, comments? Several of the students said it was “easy.” I asked if anyone

had trouble answering the questions, and all the students shook their heads no. Next

Tuesday’s class, will not be a class at all, but an impromptu party, I say. The celebration

will be my way of saying thanks for their participation in the study.

I ask the students to pack up their things and to get ready to leave. “Make sure the
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information cards you filled out at the beginning of the study are inside your folders,” I

say as they file out.

After the students leave I take some time to look at their responses to the

questionnaire. At first glance it appears that the students have taken their time and really

thought about their answers, but there is a bit of laziness in some of the responses. Many

are brief and somewhat uninspired.

Media Survey and Results

The following Table illustrates the amount of time each student devoted to

specific media during an average day.

Table 1

Time Devoted to Specific Media Task Per Day

Student Television Radio Magazines Newspapers Movies Comp./Internet

#1 3 hrs. 30 min 10 min 20 min. 2 hrs. 45 min.
#2 5hrs. 30

min.
0 hrs. 0 hrs. 0 hrs. 0 hrs. 2 hrs.

#3 3 hrs. 45
min.

1hr. 50 min. 10 min. 40 min. 1hr. 50 min.

#4 2 hrs. 30
min.

1 min. 3 min. 2 hrs. 1 hr.

#5 45 min. 30
min.

15 min. 0 hrs. 1 hr. 30
min

2 hrs.

#6 30 min. 30
min.

0 hrs. 30 min. 2 hrs. 2 hrs.

#7 3 hrs. 1 hr. 2 hrs. 10 min. 4 hrs. 2 hrs.

Avg.

Time
per Day

2 hrs. 39
min

34
min.

28 min. 10 min. 1 hr. 44
min.

1 hr. 49 min.

Note: Average Total Media Use per Day: 7 hrs. 24 min.

The results of the media survey show that out of the six media (television, radio,

magazines, newspapers, movies and computers/Internet) students devoted the most time

television averaging 2 hours and 39 minutes daily. In descending order the students

devoted 1 hour and 49 minutes on average to the Internet/computer, 1 hour and 44

minutes on average to watching movies, 34 minutes on average listening to the radio, 28
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minutes on average looking at magazines, and 10 minutes on average reading

newspapers.

Pre-Test/ Post-Test Results

The following section includes the students’ initial media assessment, a

description of their ads, and results from both the initial assessment of their self-selected

advertisements and the final assessment of the other advertisements. The students were

required to answer the following questions regarding their ads on both the pre and post

tests.

1. What is the ad saying/what is the linguistic image?

2. Describe what you see in the ad/what is the denoted image?

3. Who do you think made this ad and are they believable? (is what is said in the

ad true?)

4. Whom do you think this ad was made for? (remember to consider what the ad

is showing and why)

5. Does this ad remind you of any other ads; if so describe the other ad?

6. What is the main theme of the ad?

7. What tricks does the ad use to get your attention?

8. What does the ad suggest/what is the connoted image?

9. Does this change your opinion of your advertisement?

10. Do you think this ad was worth analyzing?

Some of the students who took part in the study were unable to complete both

questionnaires due to absences or school requirements. From the original twelve students

included only seven were able to complete both the initial and final assessments of their

self-selected advertisements. The following section organizes the students’ pre and post

test results by each question on the questionnaire.
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1. What is the ad saying/what is the linguistic image?

Student 1

Pre-Test: The ad is saying buy Geico insurance. The commercial has nothing to

do with insurance.

Post-Test: Buy Geico insurance and by doing this you advertise for them by

telling friends and family.

Student 2

Pre-Test: I see a family in a car singing a song. The yelling could cause a crash

Post-Test: People having fun knowing they’re safe with Geico insurance.

Student 3

Pre-Test: To come see the movie it’s a chance to see an adventure.

Post-Test: Sponge Bob Movie, coming January (or whenever it was out I can’t

remember) Sponge Bob and his friends go on even more underwater adventures.

Student 4

Pre-Test: That these people want you to buy ponies and cobs.

Post-Test: It is saying “Come buy a horse from our farm.”

Student 5

Pre-Test: The ad is saying you need to get cheaper car insurance by switching to

Geico.

Post-Test: It’s saying that you should buy Geico car insurance because it is

cheaper. They make it funny so you will tell your parents about it.

Student 6

Pre-Test: The ad is describing the Sponge Bob movie and what it is about by

acting out a few scenes. They are letting all of the characters talk in the

commercial.

Post-Test: The linguistic message: I have no clue what the commercial exactly

said, but it describes the movie and shows some of the scenes using the words

from the script. It says Sponge Bob a lot, and it also says Patrick, Mr. Crabs, and

Squidward a lot because they are the main characters in the Sponge Bob Movie

Student 7
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Pre-Test: The ad is telling you that bologna is really good. It also tells you that

many ages like bologna.

Post-Test: Oscar Meyer, My bologna has a first name it’s O-S-C-A-R. My

bologna has a second name it’s M-E-Y-E-R. I like to eat it every day so if you ask

me why what I’ll say is Oscar Meyer has a way with B-O-L-O-G-N-A.

2. Describe what you see in the ad/what is the denoted image?

Student 1

Pre-Test: I see a family in a car singing a song. The yelling could cause a crash

Post-Test: People having fun knowing they’re safe with Geico insurance.

Student 2

Pre-Test: It shows an animated man using the system and it shows some writing

explaining what it is.

Post-Test: In the ad I see a background of orange with an animated DJ using the

DN-S3000 and some writing explaining what it is.

Student 3

Pre-Test: The creatures of the T.V. show.

Post-Test: I think it was made by Nickelodeon, the theater people, and Coca-Cola.

Yes they are because everything they said is true except about how it is so

“thrilling” that is an opinion but as far as the date, the characters, the summary

etc… they told the truth.

Student 4

Pre-Test: I see pictures of Ponies and Cobbs, I also see baby pictures of these

horses.

Post-Test: I see pictures of horses. These horses are all different colors. There are

adult horses and young baby horses.

Student 5

Pre-Test: I see a man trying to rap but he does a really bad job.

Post-Test: There is a man up on stage singing to judges for a rap contest. There

are 3 judges all of them are black, one has a doo-rag the other is wearing a white

shirt and the main judge is fat and bald.
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Student 6

Pre-Test: I see the characters, including Sponge Bob Squarepants, Patrick, Sandy

Mr. Crabs, Plankton and Gary. I also see King Neptune and his Palace, the

Plankton coming and stealing his crown and I see Bikini Bottom underwater.

Post-Test: Denoted Message: I see the characters, Sponge Bob (yellow sponge,

brown shorts), Patrick, (pink, fat starfish wearing a green and pink bathing suit)

Mr. Crabs (a red talking crab), Neptune (King, Mermaid) his daughter, (glasses

skinny mermaid) Squidward, (Squid), Gary (Snail) I also see Bikini Bottom, King

Neptune’s palace and shell city.

Student 7

Pre-Test: I see people of many ages and ethnic groups singing.

Post-Test: A white background, seniors, children between four and twelve, a

young lady with a bay at the beginning and Oscar Meyer is in red print, they also

show a pack of bologna.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Student 1

Pre-Test: The “wonderful people at Geico Co.”

Post-Test: I think pretty much everyone working at Geico. Personally I would

trust them.

Student 2

Pre-Test: I think the ad was made by Denon. Denon is a company that makes

electrical stuff.

Post-Test: I think Denon made the ad and they are believable because they show

the system in a close view, and if people find out what is in the advertisement

isn’t true they could return it.

Student 3

Pre-Test: The creatures of the T.V. show.

Post-Test: I think it was made by Nickelodeon, the theater people, and Coca-Cola.

Yes they are because everything they said is true except about how it is so
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“thrilling” that is an opinion but as far as the date, the characters, the summary

etc… they told the truth.

Student 4

Pre-Test: I think that Glenhaven made this ad.

Post-Test: I think this ad was made by Glenhaven Welsh Ponies and Cobbs. I

think they are believable because they use real pictures of horses so you could see

what kind of horses they have.

Student 5

Pre-Test: I think Geico made it. It also has lots of actors in it.

Post-Test: Geico made the commercial and they are always saying it is cheaper

car insurance. But my mom called them a little while ago wondering how much it

was (because we were looking for cheaper car insurance) but it was more

expensive than our other kind.

Student 6

Pre-Test: I think that the creators of the movie made this ad, for instance maybe

Warner Brothers or Dream Works. Maybe children who have previewed the

movie gave ideas for the commercial.

Post-Test: The makers of the movie, yes it’s true.

Student 7

Pre-Test: I think that the Oscar Meyer Company made this ad. They are a meat

company.

Post-Test: I think that Oscar Meyer and its sponsors made this ad.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why).

Student 1

Pre-Test: This ad was made for uninsured drivers. Geico says they have the

lowest rates.

Post-Test: This ad was made for uninsured drivers. Really the ad is trying to say,

buy Geico and have fun.

Student 2
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Pre-Test: I think the ad was made for DJs and it was made for music producers.

Post-Test: I think the ad was made for anyone interested in music.

Student 3

Pre-Test: Sponge Bob lovers.

Post-Test: I think it was an ad made for people who watch the show and people

who watch Nickelodeon; it was made for people who might want to watch a

movie about Sponge Bob Square Pants.

Student 4

Pre-Test: I think it was made for people who would want a horse; also for people

who would buy a horse.

Post-Test: I think this ad was made for people who are looking for a good horse to

buy or train for shows.

Student 5

Pre-Test: It was made for cheaper car insurance, and use comedy to get your

attention.

Post-Test: This ad was made for people who are looking for cheap car insurance

and it’s humorous.

Student 6

I think this ad was made to let people know when the movie is coming out in

theatres and what it is about just in case you want to see it. They describe it in

detail so you can tell if you would like to see it.

Post-Test: It is made to advertise the Movie.

Student 7

Pre-Test: I think it was made for kids, also for parents.

Post-Test: I think this ad was made for people of all ages. It was made for kids

ages 4-12, young moms, and seniors.

5. Does this ad remind you of any other ads if so describe the other ad?

Student 1

Pre-Test: They have other Geico ads but besides that, no it’s a one of a kind

commercial.
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Post-Test: Well they have other Geico insurance commercials but this one is one

of a kind. All of the Geico commercials are different.

Student 2

Pre-Test: No it doesn’t remind me of any other ads.

Post-Test: No it doesn’t remind me of any other ads.

Student 3

Pre-Test: No

Post-Test: No. Sponge Bob is a unique character, and nobody I’ve seen yet has

had anything remotely close to the attitude, look etc… of him.

Student 4

Pre-Test: Yes it reminds me of other horse breeding ads.

Post-Test: No because all horse ads are almost the same.

Student 5

Pre-Test: They have other Geico ads but besides that, no it’s a one of a kind

commercial.

Post-Test: Well they have other Geico insurance commercials but this one is one

of a kind. All of the Geico commercials are different.

Student 6

Pre-Test: It reminds me of many other commercials because they have the same

format. Most movie commercials show scenes.

Post-Test: Yes, all other movie ads they have the same format.

Student 7

Pre-Test: Nothing

Post-Test: This ad doesn’t remind me of any other ads at the moment.

What is the main theme of the ad?

Student 1

Pre-Test: Theme is that even you can get in a crash, so buy Geico.

Post-Test: The theme is a distracted driver driving on a hillside laughing.

Student 2
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Pre-Test: It shows an animated man using the system and it shows some writing

explaining what it is.

Post-Test: In the ad I see a background of orange with an animated DJ using the

DN-S3000 and some writing explaining what it is.

Student 3

Pre-Test: Sponge Bob’s town is in Bikini Bottom underwater.

Post-Test: Underwater and at the movie theatre

Student 4

Pre-Test: To show people the different horses and foals for sale.

Post-Test: The main theme is horses that are for sale and they want you to buy

them.

Student 5

Pre-Test: A guy trying out for a rap contest.

Post-Test: It’s a humorous short commercial that is using humor in order in order

for you to like it. I think humorous commercials really stick to your mind.

Student 6

Pre-Test: The theme of the ad is Sponge Bob and how he is in a movie. His

buddies are also included.

Post-Test: Sponge Bob

Student 7

Pre-Test: Bologna, and how well it is liked.

Post-Test: I would say that the main theme is that people of all ages like Oscar

Meyer Bologna.

7. What tricks does the ad use to get your attention?

Student 1

Pre-Test: The ad uses comedy so you’ll tell your parent.

Post-Test: The ad uses comedy to get your attention, you might tell your parents.

Student 2

Pre-Test: It uses entertainment and it also uses color.
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Post-Test: To get my attention the ad uses color which makes me think it could be

interesting.

Student 3

Pre-Test: It uses funny pictures and big words.

Post-Test: It shows Sponge Bob’s butt and it tells you that is a great movie, full of

action, but mostly it uses big words.

Student 4

Pre-Test: Having my favorite animal on it a horse.

Post-Test: My ad did not have any tricks on it that I know of.

Student 5

Pre-Test: They use comedy

Post-Test: The main trick they use, as I said before, I think almost all commercials

should be funny.

Student 6

Pre-Test: Humor, definitely humorous jokes.

Post-Test: Humor, bright colors, deep and high voices

Student 7

Pre-Test: They have different people singing.

Post-Test: The tricks that this ad uses are people singing a song about meat. They

also use people of different ages so it gets your attention. They try to get your

attention with singing people.

8. What does the ad suggest/what is the connoted image?

Student 1

Pre-Test: The ad suggests that Geico’s rates are lower than others.

Post-Test: The ad suggests to buy car insurance to drive safely well…anywhere

Student 2

Pre-Test: It suggests all DJs should get the DN-S3000.

Post-Test: It suggests that if you’re tired of using records but still want to use the

skills that you do on a regular system you should buy the DN-S3000.

Student 3
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Pre-Test: To go watch the movie.

Post-Test: This ad suggests that the movie is great and you should go see it.

Student 4

Pre-Test: No answer

Post-Test: It suggests you should come and buy welsh pony and Cobbs if you

want a horse.

Student 5

Pre-Test: That you need to get Geico insurance.

Post-Test: They really want you to buy Geico insurance it’s supposedly cheaper

than all the other car insurance companies.

Student 6

Pre-Test: This ad suggests going and watching the movie in theatres.

Post-Test: It suggests going see the movie and pay money to see it.

Student 7

Pre-Test: It suggests that you should eat bologna.

Post-Test: It suggests you should eat bologna.

9. Does this change your opinion of your advertisement?

Student 1

Pre-Test: I personally think the same of this ad. I knew from the start they were just

trying to sell.

Post-Test: No, not really I kind of knew already they weren’t telling the whole

truth.

Student 2

Pre-Test: No it doesn’t because they don’t try to trick the buyer in any way.

Post-Test: No it doesn’t change my opinion.

Student 3

Pre-Test: No it doesn’t change my view at all.

Post-Test: Not really but I’m more cautious about the tricks used by ads.

Student 4
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Pre-Test: No answer

Post-Test: Not really because even though I found out more things about how ads

are it is still pretty much the same ad.

Student 5

Pre-Test: They want to use comedy to get you interested.

Post-Test: I feel used that they try to trick me into buying car insurance.

Student 6

Pre-Test: Yes because it’s kind of rude to just do it for the money

Post-Test: No

Student 7

Pre-Test: No it does not change my opinion.

Post-Test: This kind of changes my mind because they used those people to trick

me into watching this ad.

10. Do you think this ad was worth analyzing?

Student 1

Pre-Test: Yes I do

Post-Test: Yes I do, they may not tell the truth but it was still worth studying it, it

was pretty interesting.

Student 2

Pre-Test: Yes I think it was worth analyzing because they used some interesting

objects and graphics to get the readers attention.

Post-Test: No I don’t think it was worth analyzing because all the information is

right in front of me.

Student 3

Pre-Test: No I think it was a waste of time because it didn’t change my view

about the ad at all. Also I hope to learn something new if I analyze an ad.

Post-Test: I don’t really know why but I’ve learned more about the advertising

world.

Student 4

Pre-Test: No answer
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Post-Test: Yes because now I know a lot more about this ad than I did before and

I learned about advertisements.

Student 5

Pre-Test: No, not really it’s already funny enough.

Post-Test: Yes I feel like I can understand ads a lot better now.

Student 6

Pre-Test: Yes

Post-Test: No, because I already knew what the ad was about, but some of it was

helpful.

Student 7

Pre-Test: It was kind of worth analyzing. It let me know what the ad was really

saying.

Post-Test: I think that this was a good thing to analyze.

Student 1

Initial media input assessment

Television: 3 hours per day

Radio: 30 minutes per day

Magazines: 10 minutes per day

Newspapers: 20 minutes per day

Movies: 2 hours per day

Computer/Internet: 45 minutes per day

Description

My favorite commercial is the Geico commercial where a family driving down a

mountainside singing “She’ll be coming around the mountain when she comes.”

When suddenly the Geico gecko starts yelling “everybody was kung fu fighting, those

kicks were fast as lightning.” The father pulls over and the narrator starts talking about

Geico’s low rates. Then it shows the car driving again and the whole family is singing,

“everybody was kung-fu fighting.”

Test Results

1. What is the ad saying/what is the linguistic image?
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Pre-Test: The ad is saying buy Geico insurance. The commercial has nothing to

do with insurance.

Post-Test: Buy Geico insurance and by doing this you advertise for them by

telling friends and family.

2. Describe what you see in the ad/what is the denoted image?

Pre-Test: I see a family in a car singing a song. The yelling could cause a crash

Post-Test: People having fun knowing they’re safe with Geico insurance.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: The “wonderful people at Geico Co.”

Post-Test: I think pretty much everyone working at Geico. Personally I would

trust them.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

Pre-Test: This ad was made for uninsured drivers. Geico says they have the

lowest rates.

Post-Test: This ad was made for uninsured drivers. Really the ad is trying to say,

buy Geico and have fun.

5. Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: No, not really but I’m sure there is.

Post-Test: Yes, the ad reminds me of a Saturn car commercial I really like.

6. What is the main theme of the ad?

Pre-Test: Theme is that even you can get in a crash, so buy Geico.

Post-Test: The theme is a distracted driver driving on a hillside laughing.

7. What tricks does the ad use to get your attention?

Pre-Test: The ad uses comedy so you’ll tell your parent.

Post-Test: The ad uses comedy to get your attention, you might tell your parents.

8. What does the ad suggest/what is the connoted image?

Pre-Test: The ad suggests that Geico’s rates are lower than others.

Post-Test: The ad suggests to buy car insurance to drive safely well…anywhere.

9. Does this change your opinion of your advertisement?
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Pre-Test: I personally think the same of this ad. I knew from the start they were just

trying to sell.

Post-Test: No, not really I kind of knew already they weren’t telling the whole

truth.

10. Do you think this ad was worth analyzing?

Pre-Test: Yes I do

Post-Test: Yes I do, they may not tell the truth but it was still worth studying it, it

was pretty interesting.

Student 2

Television: 5 hours 30 minutes

Radio: no response

Magazines: no response

Newspapers: no response

Movies: no response

Computer/Internet: 2 hours

Description

The advertisement is for the DN-S3000 which is a DJ system from Denon. It is

the first DJ System to use CDs and still responds as turntables. It explains that nowadays

CDs are more popular, so you use the CDs but do DJ skills with the vinyl on top. The

advertisement calls it the most impressive technology on the market today. The system is

also an MP3 player, which means you can record the CDs you play on the hard drive.

Test Results

1. What is the ad saying/what is the linguistic image?

Pre-Test: The ad is saying that the DN-S3000 is the first DJ system that also

responds as turntables. It is also saying that it is the most advanced piece of

technology on the market.

Post-Test: The ad is saying that the DN-S3000 is the most advanced piece of

technology on the market and you should buy it rather than the other DJ

turntables.
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2. Describe what you see in the ad/what is the denoted image?

Pre-Test: It shows an animated man using the system and it shows some writing

explaining what it is.

Post-Test: In the ad I see a background of orange with an animated DJ using the

DN-S3000 and some writing explaining what it is.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: I think the ad was made by Denon. Denon is a company that makes

electrical stuff.

Post-Test: I think Denon made the ad and they are believable because they show

the system in a close view, and if people find out what is in the advertisement

isn’t true they could return it.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

Pre-Test: I think the ad was made for DJs and it was made for music producers.

Post-Test: I think the ad was made for anyone interested in music.

5. Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: No it doesn’t remind me of any other ads.

Post-Test: No it doesn’t remind me of any other ads.

6. What is the main theme of the ad?

Pre-Test: The main theme of the advertisement is music and the other one is

technology.

Post-Test: The theme of the ad is to answer all the questions that come to the

readers mind.

7. What tricks does the ad use to get your attention?

Pre-Test: It uses entertainment and it also uses color.

Post-Test: To get my attention the ad uses color which makes me think it could be

interesting.

8. What does the ad suggest/what is the connoted image?

Pre-Test: It suggests all DJs should get the DN-S3000.

Post-Test: It suggests that if you’re tired of using records but still want to use the

skills that you do on a regular system you should buy the DN-S3000.
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9. Does this change your opinion of your advertisement?

Pre-Test: No it doesn’t because they don’t try to trick the buyer in any way.

Post-Test: No it doesn’t change my opinion.

10. Do you think this ad was worth analyzing?

Pre-Test: Yes I think it was worth analyzing because they used some interesting

objects and graphics to get the readers attention.

Post-Test: No I don’t think it was worth analyzing because all the information is

right in front of me.

Student 3

Television: 3 hours 45 minutes

Radio: 1 hour

Magazines: 50 minutes

Newspapers: 10 minutes

Movies: 40 minutes

Computer/ Internet: 1 hour 50 minutes

Description

One of my favorite commercials is the commercial about Sponge Bob the Movie.

Characters in the commercial are Sponge Bob, David Hasselhoff and Mr. Krabbs. This

commercial is telling you what movie to watch. It also gives you a summary of the

movie. I like sponge Bob because he is a cute, funny character. I also like the commercial

because it shows more of Patrick who is my favorite character because he is so dumb,

and everything he says and does is a big joke.

Test Results

1. What is the ad saying/what is the linguistic image?

Pre-Test: To come see the movie it’s a chance to see an adventure.

Post-Test: Sponge Bob Movie, coming January (or whenever it was out I can’t

remember) Sponge Bob and his friends go on even more underwater adventures.

2. Describe what you see in the ad/what is the denoted image?

Pre-Test: Sponge Bob, Patrick, Mr.Krabbs and Squidword.
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Post-Test: You see words, logos and characters they are Sponge Bob, Mr. Krabbs,

Squidword and David Hasselhoff. You see the Pineapple that Sponge Bob lives in

and you see water with flowers and clouds.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: The creatures of the T.V. show.

Post-Test: I think it was made by Nickelodeon, the theater people, and Coca-Cola.

Yes they are because everything they said is true except about how it is so

“thrilling” that is an opinion but as far as the date, the characters, the summary

etc… they told the truth.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

Pre-Test: Sponge Bob lovers.

Post-Test: I think it was an ad made for people who watch the show and people

who watch Nickelodeon; it was made for people who might want to watch a

movie about Sponge Bob Square Pants.

5 Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: No

Post-Test: No. Sponge Bob is a unique character, and nobody I’ve seen yet has

had anything remotely close to the attitude, look etc… of him.

6. What is the main theme of the ad?

Pre-Test: Sponge Bob’s town is in Bikini Bottom underwater.

Post-Test: Underwater and at the movie theatre

7. What tricks does the ad use to get your attention?

Pre-Test: It uses funny pictures and big words.

Post-Test: It shows Sponge Bob’s butt and it tells you that is a great movie, full of

action, but mostly it uses big words.

8. What does the ad suggest/what is the connoted image?

Pre-Test: To go watch the movie.

Post-Test: This ad suggests that the movie is great and you should go see it.

9. Does this change your opinion of your advertisement?

Pre-Test: No it doesn’t change my view at all.
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Post-Test: Not really but I’m more cautious about the tricks used by ads.

10. Do you think this ad was worth analyzing?

Pre-Test: No I think it was a waste of time because it didn’t change my view

about the ad at all. Also I hope to learn something new if I analyze an ad.

Post-Test: I don’t really know why but I’ve learned more about the advertising

world.

Student 4

Television: 2 hours

Radio: 30 minutes

Magazines: 1 minute

Newspapers: 3 minutes

Movies: 2 hours

Computer/ Internet: 1 hour

Description

My advertisement is for Glenhaven Welsh ponies and cobs. It is advertising that

horses are for sale. It says that this advertiser is located in Unionwilk, Virginia. It has

pictures that show both foals and adult horses are for sale. It also mentions that

Glenhaven Welsh Ponies and Cobs have a website. It says that Glenhaven is the largest

importer in North America. It also provides the reader with a number and an address.

Test Results

1. What is the ad saying/what is the linguistic image?

Pre-Test: That these people want you to buy ponies and cobs.

Post-Test: It is saying “Come buy a horse from our farm.”

2. Describe what you see in the ad/what is the denoted image?

Pre-Test: I see pictures of Ponies and Cobbs, I also see baby pictures of these

horses.
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Post-Test: I see pictures of horses. These horses are all different colors. There are

adult horses and young baby horses.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: I think that Glenhaven made this ad.

Post-Test: I think this ad was made by Glenhaven Welsh Ponies and Cobbs. I

think they are believable because they use real pictures of horses so you could see

what kind of horses they have.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

Pre-Test: I think it was made for people who would want a horse; also for people

who would buy a horse.

Post-Test: I think this ad was made for people who are looking for a good horse to

buy or train for shows.

5. Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: Yes it reminds me of other horse breeding ads.

Post-Test: No because all horse ads are almost the same.

6. What is the main theme of the ad?

Pre-Test: To show people the different horses and foals for sale.

Post-Test: The main theme is horses that are for sale and they want you to buy

them.

7. What tricks does the ad use to get your attention?

Pre-Test: Having my favorite animal on it a horse.

Post-Test: My ad did not have any tricks on it that I know of.

8. What does the ad suggest/what is the connoted image?

Pre-Test: No answer

Post-Test: It suggests you should come and buy welsh pony and Cobbs if you

want a horse.

9. Does this change your opinion of your advertisement?

Pre-Test: No answer

Post-Test: Not really because even though I found out more things about how ads

are it is still pretty much the same ad.
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10. Do you think this ad was worth analyzing?

Pre-Test: No answer

Post-Test: Yes because now I know a lot more about this ad than I did before and

I learned about advertisements.

Student 5

Television: 30 minutes to 1 hour

Radio: 30 minutes

Magazines: 10 to 20 minutes

Newspaper: -

Movies: Every Friday (sometimes) 1 hour 30 minutes

Computer/ Internet: 2 hours

Description

I like the Geico commercial where a man is singing in front of two or three people

for rap try-outs. He does a really awful job. After he sings, the judges (or one of the

judges say) “Mister Jiggy Fly I have some good news.” Then the guy says, “I did a good

job?” [And the judge says,] “No I just saved a lot of money on car insurance by switching

to Geico.” Then two of the other judges start to crack up. This commercial was

advertising car insurance and I think this commercial was really funny. Geico now has

lots of commercials but this was one of the earlier commercials. The scenery of this

commercial takes place in kind of like a basement or an empty room. The judges were

about 30-40 years old, but the main judge looked older.

Test Results

1. What is the ad saying/what is the linguistic image?

Pre-Test: The ad is saying you need to get cheaper car insurance by switching to

Geico.

Post-Test: It’s saying that you should buy Geico car insurance because it is

cheaper. They make it funny so you will tell your parents about it.

2. Describe what you see in the ad/what is the denoted image?

Pre-Test: I see a man trying to rap but he does a really bad job.
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Post-Test: There is a man up on stage singing to judges for a rap contest. There

are 3 judges all of them are black, one has a doo-rag the other is wearing a white

shirt and the main judge is fat and bald.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: I think Geico made it. It also has lots of actors in it.

Post-Test: Geico made the commercial and they are always saying it is cheaper

car insurance. But my mom called them a little while ago wondering how much it

was (because we were looking for cheaper car insurance) but it was more

expensive than our other kind.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

Pre-Test: It was made for cheaper car insurance, and use comedy to get your

attention.

Post-Test: This ad was made for people who are looking for cheap car insurance

and it’s humorous.

5. Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: They have other Geico ads but besides that, no it’s a one of a kind

commercial.

Post-Test: Well they have other Geico insurance commercials but this one is one

of a kind. All of the Geico commercials are different.

6. What is the main theme of the ad?

Pre-Test: A guy trying out for a rap contest.

Post-Test: It’s a humorous short commercial that is using humor in order in order

for you to like it. I think humorous commercials really stick to your mind.

7. What tricks does the ad use to get your attention?

Pre-Test: They use comedy

Post-Test: The main trick they use, as I said before, I think almost all commercials

should be funny.

8. What does the ad suggest/what is the connoted image?

Pre-Test: That you need to get Geico insurance.
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Post-Test: They really want you to buy Geico insurance it’s supposedly cheaper

than all the other car insurance companies.

9. Does this change your opinion of your advertisement?

Pre-Test: They want to use comedy to get you interested.

Post-Test: I feel used that they try to trick me into buying car insurance.

10. Do you think this ad was worth analyzing?

Pre-Test: No, not really it’s already funny enough.

Post-Test: Yes I feel like I can understand ads a lot better now.

Student 6

Television: 45 minutes (weekday) 30 minutes (weekend)

Radio: 30 minutes

Magazines: -

Newspapers: 30 minutes

Movies: 2 hours a week

Computer/ Internet: 2 hours

Description

The people in the commercial are Sponge Bob, Patrick, Sandy, Mr. Crabs, and

Gary. Sponge Bob and Patrick go on an adventure to go and get King Neptune’s crown

that plankton has stolen. It takes place in Bikini Bottom, which is under the ocean,

underneath an island. This commercial states that Sponge Bob will come to theatres this

Friday. From the commercial the movie seems really funny. This advertisement is trying

to get people from all over the United States to come and see this movie, which well, just

gets the movie makers more money.

Test Results

1. What is the ad saying/what is the linguistic image?

Pre-Test: The ad is describing the Sponge Bob movie and what it is about by

acting out a few scenes. They are letting all of the characters talk in the

commercial.
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Post-Test: The linguistic message: I have no clue what the commercial exactly

said, but it describes the movie and shows some of the scenes using the words

from the script. It says Sponge Bob a lot, and it also says Patrick, Mr. Crabs, and

Squidward a lot because they are the main characters in the Sponge Bob Movie.

2. Describe what you see in the ad/what is the denoted image?

Pre-Test: I see the characters, including Sponge Bob Squarepants, Patrick, Sandy

Mr. Crabs, Plankton and Gary. I also see King Neptune and his Palace, the

Plankton coming and stealing his crown and I see Bikini Bottom underwater.

Post-Test: Denoted Message: I see the characters, Sponge Bob (yellow sponge,

brown shorts), Patrick, (pink, fat starfish wearing a green and pink bathing suit)

Mr. Crabs (a red talking crab), Neptune (King, Mermaid) his daughter, (glasses

skinny mermaid) Squidward, (Squid), Gary (Snail) I also see Bikini Bottom, King

Neptune’s palace and shell city.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: I think that the creators of the movie made this ad, for instance maybe

Warner Brothers or Dream Works. Maybe children who have previewed the

movie gave ideas for the commercial.

Post-Test: The makers of the movie, yes it’s true

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

I think this ad was made to let people know when the movie is coming out in

theatres and what it is about just in case you want to see it. They describe it in

detail so you can tell if you would like to see it.

Post-Test: It is made to advertise the Movie.

5. Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: It reminds me of many other commercials because they have the same

format. Most movie commercials show scenes.

Post-Test: Yes, all other movie ads they have the same format.

6. What is the main theme of the ad?

Pre-Test: The theme of the ad is Sponge Bob and how he is in a movie. His

buddies are also included.
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Post-Test: Sponge Bob

7. What tricks does the ad use to get your attention?

Pre-Test: Humor, definitely humorous jokes.

Post-Test: Humor, bright colors, deep and high voices

8. What does the ad suggest/what is the connoted image?

Pre-Test: This ad suggests going and watching the movie in theatres.

Post-Test: It suggests going see the movie and pay money to see it.

9. Does this change your opinion of your advertisement?

Pre-Test: Yes because it’s kind of rude to just do it for the money

Post-Test: No

10. Do you think this ad was worth analyzing?

Pre-Test: Yes

Post-Test: No, because I already knew what the ad was about, but some of it was

helpful.

Student 7

Television: 3 hours

Radio: 1 hour

Magazines: 2 hours

Movies: 4 hours (a week)

Computer: 2 hours

Description

Oscar Meyer Bologna – There are a few young kids and some older people

singing about bologna. They sing about how they like bologna and about how they could

tell you how much they like it. In the song that they sing they spell out Oscar Meyer

Bologna the song talks about how Oscar is the bologna’s first name and how Meyer is the

second name. In the end it says, “And if you ask me what I’ll say is Oscar Meyer has a

way with B-O-L-O-G-N-A!”

Test Results

1. What is the ad saying/what is the linguistic image?
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Pre-Test: The ad is telling you that bologna is really good. It also tells you that

many ages like bologna.

Post-Test: Oscar Meyer, My bologna has a first name it’s O-S-C-A-R. My

bologna has a second name it’s M-E-Y-E-R. I like to eat it every day so if you ask

me why what I’ll say is Oscar Meyer has a way with B-O-L-O-G-N-A.

2. Describe what you see in the ad/what is the denoted image?

Pre-Test: I see people of many ages and ethnic groups singing.

Post-Test: A white background, seniors, children between four and twelve, a

young lady with a bay at the beginning and Oscar Meyer is in red print, they also

show a pack of bologna.

3. Who do you think made this ad and are they believable? (is what is said in the ad true?)

Pre-Test: I think that the Oscar Meyer Company made this ad. They are a meat

company.

Post-Test: I think that Oscar Meyer and its sponsors made this ad.

4. Whom do you think this ad was made for? (remember to consider what the ad is

showing and why)

Pre-Test: I think it was made for kids, also for parents.

Post-Test: I think this ad was made for people of all ages. It was made for kids

ages 4-12, young moms, and seniors.

5. Does this ad remind you of any other ads if so describe the other ad?

Pre-Test: Nothing

Post-Test: This ad doesn’t remind me of any other ads at the moment.

6. What is the main theme of the ad?

Pre-Test: Bologna, and how well it is liked.

Post-Test: I would say that the main theme is that people of all ages like Oscar

Meyer Bologna.

7. What tricks does the ad use to get your attention?

Pre-Test: They have different people singing.

Post-Test: The tricks that this ad uses are people singing a song about meat. They

also use people of different ages so it gets your attention. They try to get your

attention with singing people.
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8. What does the ad suggest/what is the connoted image?

Pre-Test: It suggests that you should eat bologna.

Post-Test: It suggests you should eat bologna.

9. Does this change your opinion of your advertisement?

Pre-Test: No it does not change my opinion.

Post-Test: This kind of changes my mind because they used those people to trick

me into watching this ad.

10. Do you think this ad was worth analyzing?

Pre-Test: It was kind of worth analyzing. It let me know what the ad was really

saying.

Post-Test: I think that this was a good thing to analyze.

In the following chapter I will answer the supporting questions that frame this

study, address the central question of the study, draw conclusions and suggest

implications for future research.
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CHAPTER 5

Overview

After looking over the material from the study, it was indicated by the pre and

post tests that the students’ attitudes toward advertising changed very little as a result of

the treatment. However the classroom discussion provided more in-depth insight into

students’ attitudes toward advertising reflecting some deepening understanding of the

forms and purposes of advertising and the connotative content of those ads. Through

class discussions, some students (but not all) were able to see the often manipulative

techniques advertising employs to gain their attention. As a result, the class discussion

proved to be the most illuminating component of the study.

In the following sections I address the supporting questions, which frame this

study.

Supporting Questions

Through which forms of media (T.V., radio, internet, print, or film) do students most

commonly receive advertisements?

This question was addressed through having students complete a media use

survey. The results of this study suggest that the most popular medium students engage in

is television. It follows that many of the students chose television commercials as their

self-selected ads. The least popular of the media choices were print-based media

advertisements. The results from this study show that overall individual student media

use ranges from 3 hours and 50 minutes to 10 hours and 10 minutes per day. However,

when the time students devote to going to see movies is factored out, (the average being

two hours in length, assuming one movie a week) student media use drops considerably.

To repeat, out of six types of media that were assessed–television, radio,

newspapers, magazines, movies, and computers–students devoted the most time to

television. Student time devoted to watching television ranges in this study from 45
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minutes per day, to 5 hours and 30 minutes per day. The students who reported devoting

more time to watching television often chose television commercials as their self selected

advertisements.

Students in this study who chose print advertisements often spent more time

reading magazines and newspapers. Student time devoted to magazines ranged from no

time spent to 50 minutes, and student time devoted to newspapers ranged from no time

spent to 30 minutes. Students who spent the most time with print media also devoted the

least amount of time to electronic media. The students who chose print advertisements as

their self selected advertisements had a particular advantage over the students who chose

television commercials, because their ads were right in front of them during the study,

and they were more specific when asked to give the description of their ads. On the

contrary, students who selected television advertisements were unable to access a direct

reference to their self selected ads and as a result had to recall the commercial’s

information strictly from memory.

Movies take up a large amount of time due to their movie format, often 2 hours in

length, and many students devote large amounts of time to viewing them. Student

reported devoted anywhere from 45 minutes to 2 hours a day watching movies. The

average time devoted to movies was 1 hour and 44 minutes. With the inclusion of

advertisements as part of the previews, and the amount of product placement and

promotion, this amount of time becomes significant. However none of the students

selected a movie or movie generated advertisement as their self selected advertisement.

Although the amount of commercial material found in previews was discussed briefly in

class, many of the students seemed unaware of the commercial material found in movies

themselves.

Student responses do not distinguish between movies seen in the theatre and

movies seen at home through VCRs and DVDs. With digital technologies, it becomes

possible to access movies through television. Whether movies are seen at home or in the

theatre, they often carry the same commercial content. DVDs allow a movie to become

an interactive experience; DVDs are loaded with extra features that provide access to

commercial content. This aspect of viewing was not addressed with these students.
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Finally, students were asked to report on how many hours a day they use a

computer or the Internet. Other than movies and television, this medium takes up the

largest daily chunk of time. All of the students are allowed computer and Internet access

in school. Computers are located in the library. What is interesting about the Internet,

unlike any other form of media except DVD, is it allows for interaction. The Internet also

allows the student access to almost every other form of media listed in this study. There

is scarcely an aspect of life not touched by the constant outpouring of information from

the millions of Web sites that crowd the Internet (Henderson, 2001). One would be hard

pressed to name something that isn’t available on the Internet: books, movie tickets,

music, electronics, toys, television clips, and stock quotes. The Internet serves as a catch-

all for all other forms of media, so a student is guaranteed access to all types of media via

computer. All of the students cited the Internet as a form of media they devoted a large

amount of time to during their day, (45 minutes to 2 hours per day) none of the students

chose a website as their self-selected ad. I was curious about this but don’t have a good

guess as to why.

When looking at the student responses to their media assessments, it can be seen

that some students were more serious about the study than others. The students who took

the tests more seriously considered how much time each medium took in relation to how

much time they had in their daily schedules. For example, a couple of students, when

asked to assess how much time they devoted to watching movies, specified that they

watched a movie on a particular day (as opposed to it being a daily practice). Another

student specified his television time by breaking down his television viewing into

weekday and weekend segments.

Some students completely disregard the 24-hour day, and their answers seemed

exaggerated. For example, one student claimed to take in over 10 hours of media in one

day. Yet, some of the literature suggests that this is a possibility when one considers the

types of media that are out there and the students’ ability to access more than one media

at a time. Roberts, Foehr, Rideout, & Brodie (1999) state that many students use media

simultaneously and as a result media use can peak at 8 hours a day which is about 30

minutes more than the average reported by this study.
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A possible shortcoming of this media assessment is that it does not take into

consideration if the student is taking in more than one type of media at a time. For

example, a student may devote two hours in one day to accessing the Internet, and also

may be listening to the radio. The media assessment also does not gauge a media’s ability

to access other media. For example now it is possible through the use of the Internet to

access satellite radio stations as well as watch television clips via that one source.

Another omission by the media assessment is that it doesn’t gauge the amount of

advertising that is carried through each form of media and it doesn’t measure the specific

types of media that students have access to on a daily basis.

What can be implied by the shear volume of time devoted to several types of

media is that students are exposed to a glut of advertising. Many of the students were

aware of advertising’s presence within these forms of media but were but often unaware

of its vast scope and influence. This resonates with what Fox (2001) states that

advertising has become such an overwhelming visual component of our culture, that the

public seldom pays attention to ads. Advertising in this case has become like a thick layer

of varnish coating the media environment: a sheen that we know is there but in the end

saturates itself into the fabric of the different types of media and camouflages itself into

our consciousness. This lack of consciousness is attested to by the pre and post tests

which are presented and discussed next.

What meanings do students ascribe to selected ads?

It is clear that the meanings that students ascribe to their self-selected ads vary.

For some students, the meanings changed a little over the course of study, but in most

cases not much or not at all. Yet the students began to analyze how advertising operates,

it seems their understanding changed and progressed as indicated by class discussion in

spite of the fact that the pre and post test results indicated there was little transfer to the

students own self selected ads.

The students’ initial responses (as seen in their folders) were often based on the

ability of the advertisement to either entertain them or appeal to their individual tastes.

For example, a student who described a commercial for the Sponge Bob movie said:
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I like Sponge Bob because he is a cute funny character. I also like the commercial

because it shows more of Patrick he is my favorite character because he is so

dumb, and everything he says and does is a big joke.

In some cases, the student remained skeptical of the ad claims. The student who

enjoyed Geico’s “Everybody was Kung-Fu Fighting” commercial was responding to the

entertainment value inherent in the song and the alliteration of the animated character. In

his description of his advertisement he stated:

My favorite commercial is the Geico commercial where a family is driving down

a mountainside singing “She’ll be coming around the mountain when she comes.”

When suddenly the Geico gecko starts yelling “everybody was kung fu fighting,

those kicks were fast as lightning.” The father pulls over and the narrator starts

talking about Geico’s low rates. Then it shows the car driving again and the whole

family is singing, “everybody was kung-fu fighting.”

Despite this fact, the student seems quite aware of a disconnection inherent

between the ad and what the ad is trying to sell. When asked to describe the linguistic

message of the ad, he says: “the ad is saying buy Geico insurance. The commercial has

nothing to do with insurance.”

Student response to print advertisements reveals a similar pattern. If print ads

appeal to a student’s interests or entertainment preference, the meaning is not lost. One

student chose an advertisement for Welsh Ponies and Cobs, a horse farm. The appeal of a

horse farm isn’t readily evident. But as soon as the researcher saw the student’s folder

covered with drawings of horses, many things become clear. The student also stated in a

follow-up question: “Having my favorite animal on it, a horse.” In this case the student is

interested in horse culture and therefore the ad’s meaning is reflected in the student’s

interest.

Another student who looked at a print advertisement chose an ad for a DJ system

that was able to use CD’s (as opposed to vinyl). The student’s choice here reflects his

interest in music. In his description he comments on what this DJ system is capable of, he

states:

The advertisement is for the DN-S3000 which is a DJ system from Denon. It is

the first DJ System to use CDs and still responds as turntables. It explains that
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nowadays CDs are more popular, so you use the CDs but do DJ skills with the

vinyl on top. The advertisement calls it the most impressive technology on the

market today. The system is also an MP3 player, which means you can record the

CDs you play on the hard drive.

Like the other student who was responding to the Geico insurance commercial,

the DJ system student responded to an image of an “animated man using the system.”

In all responses meaning seems to be reflected in choice. Every advertisement

reflects an aspect of self, whether horses, music, or cartoons. All of these examples, on

some level, say something about the student.

Later in the study, the students became more aware of how to look at advertising,

and their self-selected ad meanings changed. This happened with most of the students, as

witnessed in the discussions, but not all, and hardly at all as reflected in the pre and post

tests.. In the questionnaire the students were asked, “Does this change your opinion of

your advertisement?” They were also asked, “Do you think this ad was worth analyzing?”

These questions are important because they show whether or not their opinions have

changed. These questions serve to show if meaning has evolved. The majority

of the students said that their ad opinions didn’t change. Some students made comments

like, “No, not really because even though I found out more things about how ads are it is

still pretty much the same ad.” Another student made a similar comment, “Not really but

I’m more cautious about the tricks used by ads.” A few students seemed to become more

aware how advertising functions. One student who changed her opinion of her ad said,

“This kind of changes my mind because they used those people to trick me into watching

the ad.” This answer suggests that the student has been guided to reevaluate the ad’s

meaning and intent. Overall, however, students seemed not to go beyond initial readings

of the advertisements, either on the pre test of the post test. Further, most readings were

of the obvious, superficial, denoted content, Only in guided conversation did some

students address the deep meaning meanings of the ads.

Meaning is imbued in an advertisement (or the commodities that it is trying to

sell). It is capable of saying something about the person pleased with the advertisement.

This mirrors a popular branding idea: that our personalities are reflected in what

commodities we use, and how we rely on products to sell ourselves to others (Berger
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2000).

In this study students were sometimes able to decode the content and acquire

meaning from their advertisements by employing the techniques developed by Barthes

(1977). These components analyze advertising for three components: a) the linguistic

message what an ad actually states, b) the denoted image, what the ad literally shows, and

c) the connoted image, which is what is suggested by both the linguistic message and the

denoted image. Through classroom discussions students were able to understand each of

these components and how it related back to the ads discussed in class, but only in the

abstract. When it came to applying these concepts to their self-selected ad in the post

tests, student were able to address both the linguistic and the denotative content but were

not able to effectively address the connotative content or other deep structure meanings

or implications.

Analysis of the critical technique employed and its applications show that the

students often understood these concepts yet often failed to discern an advertisements’

deeper messages and meanings. Overall, the students did not view the ad as a whole; they

grasped surface idea of the linguistic message and the denoted message and a vague idea

of the connoted image, as witnessed by the guided classroom conversationsd. However,

the students’ responses on the post tests still seemed to address what is only seen on the

surface of the ad and they were unable to grasp the deeper meanings in the advertisement.

For example, when responding to an advertisement for Starburst fruit candies one student

wrote, “The starbursts connoted message is that the cream kind is enjoyable and cool.”

Another student, in response to an ad for Fun Fuel, wrote, “It is suggesting that you

should buy it because it is nutritious.” The same student, in response to a Reese’s ad,

(Figure 11) wrote, “I think it shows that if you buy it, it will make you crazy so its telling

kids buy it and you’ll get excited.”

What is implied by the student responses on the post tests, in relation to pertinent

literature (Sutherland & Thompson, 2003; Ehrenberg, Barnard, Kennedy & Bloom 2002),

is that a young person’s brand repertoire may already be in place by middle school and

affecting their sense of self. The students who took part in this study all chose

advertisements that interested them on some level. Sometimes an ad said something

about the student directly, as in the case of the youths who chose the DJ system and the



164

horses. Some advertisements said something about the student indirectly. For example,

several students chose the same Sponge Bob movie or Geico car insurance ads. In the

case of the Sponge Bob movie, the students were both a part of the same peer group, and

chose the exact same commercial. In the case of the Geico car insurance, both students

were in the same peer group but chose different commercials having to do with Geico

Insurance. This suggests that ad campaigns are directed to and can attract can attract

whole peer groups.

The techniques ads employ is another interesting aspect of the study. An ad

medium is often mirrored in the techniques it uses to get attention. Some techniques are

more basic then others, but all seemed to be more or less effective and convincing for the

students in question. For example, the student who responded to an Oscar Meyer Bologna

commercial said that the commercial’s jingle and multi-age image are what attracted her

to the ad. She stated, “The tricks that this ad uses are they have people singing a song

about this meat. They also use people of different ages so it gets your attention. They try

to get your attention with singing people.” When asked about the main theme, she stated,

“The main theme is that people of all ages like Oscar Meyer Bologna.” The draw for this

student is the many types of people eating bologna. The different aged people made the

product credible to the student.

Humor also drew student attention. One student went as far as to say, “I think

almost all commercials should be funny.” A commercial’s ability to be funny strikes an

emotional chord, which makes it easier for the student to relate to and be attracted to. The

attractiveness of an add to a student seems to be acquired through the commercial’s

ability to connect with the student on an emotional level. The commercials examined

designed for children were adept at this. Some of the commercials, like for the Sponge

Bob movie, focus on children as their target audience. However, several students chose

advertisements aimed at a more adult audience. The students who chose advertisements

for Geico car insurance, for example, should have had no interest in buying car insurance,

since they can’t legally drive a car. But the literature would suggest that by making

humorous appeals to the child, the advertisement is finding an indirect route to the

parent’s pocket book (Veigle, 1999). According to a survey of 1998 consumer spending

by the polling firm Teenage Research Unlimited, some teens earn money with part-time
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jobs, while others are given money by their parents (Veigle, 1999). The polling group

estimates that teens’ influence on family purchase decisions contributed 47 billion dollars

to the economy last year. One student said the ad message was, “To buy Geico insurance

and by doing this you advertise for them by telling your friends and family.”

Interestingly, after the study was completed, the student was able to understand the

purpose of that ad. He realized that his interest would ultimately affect his parent’s choice

in car insurance.

What motivations do students see for the content of the ads?

Many of the students were very quick to understand what an ad is supposed to do

and who makes them. Young people understand that most ads want the individual to buy

something, to see a movie, or to pass on information. But what eluded their

understanding is why the designers of certain ads chose their individual content. For

example, many students noticed that an ad targeting parents displayed kids. This made it

easier for the students to relate to an ad. But they missed the piece about that ad using

kids to get to parents. The discussion went as follows:

“Who do you think made this ad and is it believable?” I then ask them to take a

look at the Kraft Macaroni and Cheese ad with this question in mind. The students

take more time with this than I thought they would. I pass the advertisement back

to those students who ask for it. Several students raise their hands, and I call on

one: “The people who make [Kraft] Macaroni and Cheese… and I don’t think the

ad is believable because it doesn’t tell you everything about the [Kraft] Macaroni

and Cheese.” I then open up the discussion to the class as a whole. “Who makes

the macaroni and cheese?” I ask. Several students yell, “Kraft.” I praise them and

ask if they agree with what the student said. Most agree. But one student says, “I

don’t think they are believable just because they aren’t telling us everything about

[Kraft] Macaroni and Cheese, maybe they are just telling us what’s good about it

so they can sell more of it.”

This ad shows a little girl in a hoola-hoop, smiling and looking fashionable. The

child is a little younger than the students participating in the study but the imagery’s
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appeal is not lost on them. The language in the ad is directed toward parents, citing the

nutritional facts of the product in an effort to prove the benefits of eating a bowl of

macaroni and cheese.This is the selling point. But the students don’t see that they are the

vehicle for the ad’s purpose, a gateway to the parents.

When we discussed this ad in class the students were divided over who the ad was

directed toward and why. Several students believed the ad was directed toward kids

because it showed a little girl. Other students felt it was directed at parents because of the

linguistic message. One student stated, “I think the ad is made for parents because most

kids don’t really care what’s good about macaroni and cheese. Kids eat it because it tastes

good.” This statement seemed to characterize how students regarded the ad’s denoted

image.

One student, however, made an excellent point. The ad could be for both parents

and children because one element of the ad is directed toward one population, and the

other part of the ad is directed toward another. After some discussion many of the

students were able to see how an ad could reach both of these demographics. With this

new-found understanding, some students seemed to begin to grasp the who and why of

ads.

But in the post-test answers for questions three and four, which ask directly,

“Who do you think made this ad and who was made for?” it became apparent that deeper

meanings discovered in discussion didn’t transfer. Many students understood from the

beginning that corporations created the ad, but in the pre-test one student believed that

the Sponge Bob movie commercial was made by the characters in the movie. On her

post-test answer her understanding had evolved somewhat, she said, “I think it was made

by Nickelodeon the theater people and Coca-Cola. Yes they are because everything they

said is true except about how it is so “thrilling.” That is an opinion but as far as the date,

the characters, the summary etc… they told the truth.”

Although some post-test answers revealed that some students’ understanding

behind the motivation of advertising had evolved, the majority of students exhibited little

change. One student on the pre test stated for his answer to question three, “The

wonderful people at Geico.” His post test answer revealed little change other than that he

comments on the ad’s believability, stating, “I think pretty much everyone working at
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Geico. Personally I would trust them.” Another student responded in a similar fashion on

both pre and post test answers. On her pre test she stated, “I think that Oscar Meyer made

this ad. They are a meat company.” On her post test she states, “I think that Oscar Meyer

made this and its sponsors made this ad.” Through classroom discussion the student was

able to realize who made the ad, and which claims were true, and which were false.

Looking at the student responses at the beginning and end of the study reveals

much. For the most part, students seemed aware of an ad’s motivation. The results of

their questionnaires on both the pre and post tests and classroom discussions reveal that

students are often able to identify the voice in the ad. They were able to make

assessments concerning credibility, but only at a superficial level, as well as to

superficially evaluate imagery, and to assess an ad’s content. However it was a rare

student who was able to identify the deeper reasons why the advertisement used specific

content, specifically particular attention getting devices such as the use of humor,

attractive imagery and celebrities.

Evaluating motivations for ad content proved difficult for students, especially if

the specific ad directly (or indirectly) made reference to other content and advertising.

This was illustrated best in a classroom discussion regarding a Sponge Bob print

advertisement that also made reference to Target department stores and Nickelodeon

television network. The ad was made to resemble a CD insert, a direct reference to other

products related to the key message. Initially, students perceived this as an ad for the

Sponge Bob movie. Later, after classroom discussion, they were able to realize it was

actually many ads in one ad. This dictated a discovery pattern: most students started out

with an initial interpretation based on passing impressions. In the beginning, the students

responded to components of an ad but never looked at the whole ad. Through analyzing

the Sponge Bob ad, students began to put the pieces together. But the post test results

suggest that students didn’t transfer this understanding to their own self-selected ads.

However, most students understood, as seen in both their pre and post tests, that

the motivation behind most advertisements was to ultimately sell something. This was

made evident in their answers to the assessment question, “What is the ad saying/ what is

the linguistic message?” Several students made statements that the advertisements

prompted the consumer to buy their product. One student stated on her pre test that her
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advertisement said, "That these people want you to buy ponies and cobs.” Although her

post test results were more specific that the advertisement contains a prompt to buy a

horse from a particular farm. On her post test she wrote that the ad stated, “”Come buy a

horse from our farm.” Another student, in regard to a Geico commercial stated on his pre

test, “the ad is saying buy Geico insurance. The commercial has nothing to do with

insurance.” He stated on his post test, “Buy Geico insurance and by doing this you

advertise for them by telling your friends and family.” Through the linguistic message,

students were often able to identify the company behind the ad and their intent to sell

their particular product.

Addressing the possible motivations for an ad, one student wrote on her pre test

regarding an ad for Oscar Meyer Bologna, “I see people of many ages and ethnic groups

singing.” The same student wrote on her post test that she saw, “a white background,

seniors, children between four and twelve, a young lady with a baby at the beginning and

Oscar Meyer is in red print, they also show a pack of bologna.” In this case, the student

takes notice of people in the ad she relates to. This suggests why the advertisers choose to

show such a wide range of people within the ad. Advertisers are concerned with the

greatest reach for their money.

Another student writing about a Sponge Bob advertisement stated on her pre test,

“I see the characters, including Sponge Bob Squarepants, Patrick, Sandy Mr. Crabs,

Plankton and Gary. I also see King Neptune and his Palace, the Plankton coming and

stealing his crown and I see Bikini Bottom underwater.” Her post test reveals a physical

description of the characters as well as particular attention being paid to the commercials

use of color. She stated,” I see the characters, Sponge Bob (yellow sponge, brown shorts),

Patrick, (pink, fat starfish wearing a green and pink bathing suit) Mr. Crabs (a red talking

crab), Neptune (King, Mermaid) his daughter, (glasses skinny mermaid) Squidward,

(Squid), Gary (Snail) I also see Bikini Bottom, King Neptune’s palace and shell city.

The use of people, color, and these advertisements is something both students

commented on in the results of their post test indicating the appeal of imagery in

advertising. Imagery, that is often targeted to either a specific group of consumers or

imagery that will have a wide appeal. This is something the review of literature agrees

with that specific scenery is just one way advertising can make appeals to our emotions.
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Some advertisements command attention through family, values, gorgeous scenery, sex,

humor, cute children, animals, music, ethics, or some other warm emotion or stimulating

experience (Ehrenberg, Barnard, Kennedy & Bloom, 2002).

As suggested in the literature, the function of advertising is to create the desire for

a product or a cause, not to create something tangible (Anderson & Milbrandt, 2005). The

ability to create desire drives the content in ads. After looking at the results of the study it

is clear that several of the students are oblivious to this aspect of advertising. Some

students remained blind to how deep this created desire runs, and what drives their

motivations, even after critical analyses of advertising. Almost half the students were

attracted to advertising that created the desire for something that was completely

intangible or unattainable financially: car insurance, horses, or DJ systems. The students

were able, in a limited way, to identify the people behind the advertising (and question

their claims), however they didn’t understand how the message was delivered, what the

message was, and most importantly, how the need/desire for these things was created.

On a superficial level, many of the students involved in the study were aware of

the motivations behind advertising that ads were designed to sell something and they

served the interests of the company that produced them. It suggested a certain savvy also

discussed in the review of literature. Adolescents talk with their friends and families

about different kinds of ads, programs, and network choices. These adolescents have

learned about television and other forms of media as symbolic and commercial systems,

not through formal instruction. They know advertising by living their lives and making

sense of the vast media landscape on their own (Fisherkeller, 1998).

It was clear many students already possessed an awareness of media and

advertising before the pre test and the advertisers’ intentions were made evident through

classroom discussion. But again, this understanding seems to be superficial. They

understood ads were there to both make the consumer aware of a product and for the

consumer to ultimately buy it. Through classroom discussion some students were able to

see why ads used specific content to address specific audiences yet many of the students

could only scratch the surface on how ads ultimately create consumer desire.

Students’ initial awareness of advertising’s ends may be explained by the amount

of exposure they have had to advertising. What is interesting is that the majority of the
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students, despite having this media awareness, never seem to give advertising or its ends

a second thought. To the students, advertising is just another part of their environment. It

seems they have grown aware and accustomed to the ads all around them and never seem

to question how a single advertisement can have such a broad and wide reaching effect.

This is illustrated by how actively they make ads and product logos a part of their lives,

allowing them to intertwine into their personalities and self-identities. The students

identifying with the motivations in an ad allows them to be further sucked into the

advertising’s ends. As a result, ad motivations become a student’s motivations.

Who stands to benefit from the ads, and why?

As was stated earlier, many of the students were able to understand who made

ads. Did they think the advertiser was also the prime beneficiary or did they think they

were?

Almost all of the ads we discussed during the study dealt with a product or

specific brand name: for example Kraft, Orbit Gum, Geico, Target, and Nickelodeon. The

students understood that these were the people responsible for making the ads and that by

making the ads these were the people who directly benefited. However, students seemed

completely unaware of the machinery behind the production of ads. They seemed to have

no concept of the different ways ads come into being and the varied media they travel

through. This concept is stated in the review of literature (McChesney & Foster, 2003)

and has particular bearing on how students can be easily overwhelmed by the

multifaceted volume of advertising. A rising trend in advertising that is that marketers

are linking themselves with larger conglomerates and are utilizing massive amounts of

product placement, advertising, and promotional deals across the firm’s entire array of

assets (McChesney & Foster, 2003). For example, in 2002, MasterCard made a deal with

Universal Studios valued at over 100 million dollars. The deal made MasterCard an

integral part of Universal’s theme parks, movies, home videos, and music.

The students failed to realize, at the beginning of the study, that products or brand

names can travel through multiple media. However through analyzing the Sponge Bob ad
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in class some students realized that contained in this one ad were endorsements for

Target, Nickelodeon, Burger King, and Paramount Pictures. One student stated:

That if you don’t know what Sponge Bob is you might recognize the Target or

Nickelodeon symbols.” I then ask the rest of the students if they agree. Most

students find it unbelievable to not know who Sponge Bob is. But they agree: if a

person didn’t know one logo, he would probably know another. The ad uses

affiliations to other companies to connect with its audience.

The secondary companies in this ad also stand to benefit from the main ad, and in turn,

showcase the Sponge Bob movie in their own advertisements. Fast food chains are

especially famous for this type of piggybacking. Unfortunately this understanding was

not tested for in the pre and post tests, since the instruments were constructed before

conducting the study and the notion of multiple media connections was not

conceptualized until it emerged during the course of the curriculum unit.

In conversation students seemed to realize that mixing formats and references to

other media could magnify the effectiveness of the product. The Sponge Bob ad, for

example, was shaped like a CD cover. This allowed for a cross pollination of media

formats aimed at increasing visibility of other advertisements. The point being that an

advertiser understands both how to draw a consumer’s attention, and how to channel it.

Many students failed to understand how often advertisers (the company and the

advertising agencies that create them) strategically map out how one advertisement

(through specific media) can reference another. Often they plan for multiple

advertisements and products related to the main product. The ad shaped like a CD cover

showing three logos can open the door for the soundtrack, action figures, customized bed

sheets, a movie related kid’s meal, or an animated cartoon series.

Looking at both questionnaires for the pre and post tests, the question of who

stands to benefit from advertising and why is never directly addressed. Future research

would have to include questions that directly address this topic. But again, that isn’t

addressed in this study except in classroom discussions and stands as a limitation of this

study. But wth this multilayered, multimedia approach, it is hard for an educated adult to

grasp the scope of how advertising inter-mingles into popular consciousness. Imagine
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how a middle school student sees it. Figuring out who is benefiting from an ad campaign

becomes more and more difficult.

How do students feel they are affected by ads?

In some cases cognizance of advertising techniques and components only

strengthened the students’ dedication to the product or idea. For others this knowledge

changed how they saw their ad. In either case, the students were affected; their opinions

and feelings reflected this. This is reflected in the discussion the class had about a

“Sponge Bob” advertisement.

The next question reads, “Does this change your opinion of the advertisement?” I

ask the students to read this question and take a minute to reflect on the Sponge

Bob ad. I ask them, “Do you feel differently now than you did at first? A few

minutes pass before a couple of the students raise their hands.

The first student I call on, says the ad didn’t change her opinion of Sponge

Bob. She states that she will watch the show and go see the movie. She will shop

at Target. She still likes these things. I ask the rest of the class if they agree. One

student states that every time he has to shop at Target he gets “bored.” Several of

the students chuckle at this. I quickly ask one of the students who didn’t raise his

hand to speak. He says he never really liked or disliked Sponge Bob. The

advertisement’s pronouncement of “Dare to be Square” leaves him cold. “Just

because the ad dares me to be like Sponge Bob doesn’t make me want to shop at

Target or watch his show. It makes me not want to do these things. I don’t like

taking dares.” A student sitting next to him says that the ad didn’t change his

opinion of Sponge Bob because he already thought he was “stupid.” I ask the

class if anyone feels similar, and a handful of students raise there hands or nod.

It was clear early on that students were aware of advertising, but were unaware of

how much a part it played in their lives. In one case a student was wearing an

advertisement (a Fender Guitar logo t-shirt). At the beginning of the study, students

seemed to be unable to see the deeper goal of branding , of consumer self-identification

with the advertisements surrounding them. Almost every student in the class wore some
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kind of name brand clothing, or depicted a product, or a company logo. One student, For

example, came into class wearing apparel advertised by athletes and college basketball

teams. His wardrobe served to keep him clothed, but it also said something fundamental

about how he viewed mainstream advertising culture. This student didn’t see the clothes

on his back as an advertisement; he saw them as his public persona.

At the end of the study, several students seemed to have developed more

skepticism of advertising, as evidenced by the classroom discussions. Several of the

students were put off when they realized advertising makes subtle or not so subtle

attempts to manipulate them. Through analysis a few students were able to discover the

half-truths or omissions that are in most ads. When discussing an ad for [Kraft] Macaroni

and Cheese one student stated, “It’s like the ad is telling us half the truth. They’re saying

that [Kraft] Macaroni and Cheese has all these good things in it but they are not telling us

what is bad about it.” Through identifying the main theme of an ad students were able to

comprehend how advertising uses these half truths to appeal to specific audiences. For

example, an ad designed to reach parents might brag that a product is good for children.

The majority of the students in the study, the ones that seemed more affected by

advertising, reported that there was no change in their opinions about advertising after the

curriculum unit. These students often stated that they found the study informative. They

enjoyed looking at ads more deeply, yet such analysis did not affect the way they viewed

advertising in general. This seems to indicate that students may discredit advertising and

still believe in a specific ad.

These students seemed more affected by advertising simply because they often

believe the ad even when given evidence to the contrary. The general attitude of these

students is that they were learning more about something they are already interested in.

The ad provided more information about a beloved product. For example one student

states on her pre-test, “I think that Glenhaven made this ad.” The answer here reveals the

students’ interest in horses yet fails to address whether the ad is believable or not. On her

post test her answer was more specific she stated,” I think this ad was made by

Glenhaven Welsh Ponies and Cobbs. I think they are believable because they use real

pictures of horses so you could see what kind of horses they have.” Another student

analyzing an ad for a DJ system had similar responses that exhibited little change on his
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pre and post test assessments. On his pre test he states, “I think the ad was made by

Denon. Denon is a company that makes electrical stuff.” Like the previous example the

student fails to acknowledge whether the ad was believable or not. On his post test, too

gives a more specific answer he states,” I think Denon made the ad and they are

believable because they show the system in a close view, and if people find out what is in

the advertisement isn’t true they could return it.”

These students seemed to be emotionally invested in their advertisements and

were unable to see their ads impartially. In the examples cited it almost seems as if the

students are finding reasons for the ad to be believable in that one advertisement shows

pictures of the product or they can return the product if they are dissatisfied with it. The

literature suggests this is a prime goal of advertising, to develop loyalty between a brand

or product and the consumer. A “brand” can be anything from a company logo to an idea

(Baker, 1999). However, before it is seen as a brand advertising must convince the

consumer of the distinct nature of the product. The purpose of advertising is to influence

the consumer’s brand choice. In this sense advertising is simply an attempt to imbue

products with subconscious meaning. Choosing a brand becomes a way for one group of

consumers to differentiate themselves from another” (Durning, 1993). This would

indicate advertising’s effectiveness even in the face of a program devoted to advertising

awareness, at least of six weeks’ duration.

Ads are made to attract not educate. Once the students took a closer look at the

content, whether their opinion of the ad changed or not, most students were able to detect

the components of an ad as well as some of the techniques used by the ad. But at the end

of the study, as exhibited by their pre and post test results, many of the students failed to

exhibit any change in their opinions or feelings directed toward their self selected

advertisements. This lack of change illustrates that students already may possess a deep

psychological connection to the advertisements that they chose as well as the products

they endorse. This coincides with the concept of branding that is discussed in the review

of literature.

It seemed from the classroom discussions that all the students learned something

from the information presented in the study. However they all failed to grasp the deep

meanings and brand identification effect that advertising had on them. Many students
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exhibited very little change on how they viewed their self selected ads even after the

treatment period. This would indicate that advertising already has a firm grip on the

student’s persona. In the students eyes advertising is benign and innocuous. It is used as a

way for the students to inform themselves about something they are interested in or to

bolster an existing interest or aspect of who they are. Very few were able to understand

the wider implications of advertising, the hidden messages that lie within advertisings

content.

Now having addressed the supporting questions that frame this study I arrive at

the driving question of this study.

Addressing the Guiding Question

How do selected eighth grade students assign meaning to self-selected advertisements

before and after a treatment consisting of critical interactive examination?

It is clear through classroom observations, discussions, and the results of the

students’ pre and post tests that the students who took part in this study are exposed to a

large amount of advertising. The pre and post tests reveal that the students weren’t

affected by the treatment or that there was no transfer from the classroom discussions of

other ads to the students’ analysis and understanding of their own self-selected ads. For

example when asked if the treatment had changed his/her opinion of their ad after the

treatment, one student wrote:

Pre-Test: I personally think the same of this ad. I knew from the start they were just

trying to sell.

Post-Test: No, not really I kind of knew already they weren’t telling the whole

truth.

Another student had similar responses in the pre and post tests when he/ she stated:

Pre-Test: No it doesn’t because they don’t try to trick the buyer in any way.

Post-Test: No it doesn’t change my opinion.

However, observations taken from class discussion suggest there is a greater

development in students’ understanding of advertising than the post test results suggest..
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What seemed to work well here was the critique method which incorporated the concepts

of the linguistic message, the denoted image and the connoted image. As shown in

excerpts taken from Chapter 4 all three of these concepts are discussed and understood by

at least some students, at some level. For example:

The linguistic message: I ask one of the students to identify and read to the class

the linguistic message. The student reads:

Calcium, protein, iron, and five other essential nutrients. That’s what all the hoopla’s

about. Amazing how much nutritious stuff they get with Kraft Macaroni and Cheese,

isn’t it? A good source of protein, vitamins and minerals, all from one little Blue Box.

That’s the might of the Cheesiest.

The student stops reading and I ask the class, “is that the linguistic message?” “Yes,”

they all say.

The denoted image: I call on the students to describe the image in the

advertisement, and to talk about what the literal image in the advertisement is called.

Several students raise their hands. One says, “What you see in the ad is the denoted

image.” I then ask, “And what do you see?” The student answers, “There’s a girl in a

hoola-hoop with a yellow background and a picture of a box of [Kraft] Macaroni and

Cheese at the bottom,” I tell her that is a good answer, but is it all we see? Another

student adds, “The background isn’t yellow. It’s macaroni and cheese.” I agree, and ask,

“What else do you notice in the advertisement?” The same student says, “The girl in the

ad is African–American, she has pig tails, and her clothes match the cheese in the

background.” I then take the ad and pass it around so that each student can take a good

look at it. They all agree on what is depicted in the ad.

The connoted image: I ask the students to take another look at the ad and start

thinking about the connoted image. I pass the ad around the class again, and several

students raise their hands. One tells me the connoted image is that “[Kraft] Macaroni and

Cheese is fun and will make you happy.” I ask the student what evidence she sees to lead

her to that conclusion. “That the girl in the ad is smiling and she’s playing with a hoola-

hoop.” I explain to her that her assessment is correct but the ad suggests even more.

Another student says, “[Kraft] Macaroni and Cheese is good for you and will make you

strong.” I ask what in the ad makes him believe that. “It has all this stuff in it that’s
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supposed to be good for you. It also says ‘that’s the might of the cheesiest.’” I tell the

student that is also a part of the connoted image in the advertisement.

With conscientious, directed instruction, then the connoted message can be

attained by middle school students. But such dawning awareness seems not to transfer to

ads other than the one examined, nor does it seem to extend to a greater awareness of the

advertisers, ends, means, and motivations.

Meaning in advertising is derived and assigned to particular products by its ability

to affect a change in behavior in its potential audience. The ability to spur the potential

consumer into action is the goal of advertising. The review of literature supports this

notion by stating that advertising tries to attract the attention, create the desire for, and

stimulate the action that leads to the purchase of the products and services advertised.

Advertisers hope to convince, to persuade, to motivate, and, most importantly, to get

people to act by moving from the desire for products and services to the actual purchase

of products or services (Berger, 2000). The function of advertising is to create the desire

for a product or a cause, not to create something tangible (Anderson & Milbrandt, 2005).

Advertising works on us by making us identify with products, thereby integrating those

products’ qualities into our psyches (Berger, 2000).

Looking at the student responses to the pre and post tests reveals little to no

change in the student’s attitude toward their self selected advertisements or advertising in

general. This would suggest that the students had completely assimilated their

advertisements into their identities and that the treatment yielded little influence on the

way the students perceived advertising. However looking at other results from the

treatment reveals a different outlook. Classroom discussion was able to produce a more in

depth view of advertising within the students. If I were to look at classroom responses

versus the answers given on the pre and post test, I would say that the students had a

better understanding of advertising than what is reflected in their questionnaires. The

students may still be attracted to the advertisements and the products they sell however

there seems to be a greater awareness of how advertising is structured and of the multiple

messages that advertising often conveys. Yet it seems not to change their general

perception of advertising, its purposes, or effects.

As the study came to its conclusion, I began to realize that this study and the
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information presented to the students only scratched the surface of the information

possible to be transmitted about modern advertising and that more class time would need

to be devoted to the study of advertising. However I do believe the treatment was

successful in opening a dialogue about advertising. The initial time frame was set up so

that the study could fit in a standard middle school grading cycle (six weeks). However,

given the sheer scope and immense presence of advertising in students’ lives it became

clear that one could have a class devoted to it.

Conclusions

In this study, the students’ Pre and Post tests revealed very little change regarding

the 10 questions asked on the pre and post tests, but a more vigorous and deeper response

was seen in how the students viewed the ads discussed in class. Through my observations

and looking at student responses to the pre and post tests and media survey, the study

revealed that students are deeply enmeshed in the media and vulnerable to the

multilayered techniques ads employ to embed themselves in our minds. It could even be

stated that many of the students are so indoctrinated into advertising and its functions that

even after a treatment involving how to critically analyze it, they still are unable to grasp

the multiple meanings and functions of the advertisements they chose. Also, it is

important to consider: when the students were asked to choose their ads, the ads were

reflecting an aspect of themselves. The brand relationships that many of the students

participated in were intertwined with their identity. This is reflected in the review of

literature; adolescents have a much deeper relationship with the brands, especially those

they wear, than with any other kind of consumer goods (Lindstrom & Seybold, 2003).

Adolescents adorn themselves with brands that reflect the way they think about

themselves, and the world. They use brands to stand out as well as to fit in with their

peers, and to express what they believe are fundamental elements of their personalities.

This affinity with advertising and brand name goods with the meaning that

students ascribe to them runs very deep. It became clear over the course of the study that

perhaps these connections run so deep that by the time they took part in the study it is
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difficult for the students to separate themselves from the advertising and brand name

products that have become a part of who they are.

What this deep-rooted connection to advertising may indicate is that advertising

has now become so subtly manipulative that the students in this case don’t even know

they have been manipulated. Referring back to the review of literature, manipulation is

defined by Munro (1999) “to have the power of producing an effect without force or

direct authority, especially with the intent to cause one to believe something that is

untrue” (p.1) For example, if an advertisement succeeds in convincing the public they are

in need of a certain product, then, in essence, it has succeeded in causing a consumer to

believe something that may be false or untrue. If this is the case and manipulation drives

certain needs within us then what happens when that need becomes part of who we are.

The need, in this case, isn’t akin to thirst or hunger, but more the equivalent to having

both arms and legs. The need has become one with what we consider to be whole.

The students who took part in this study have been immersed in advertising like

no generation before. They have been trained to appreciate and trust ads through daily

media usage. Advertising uses a wide array of techniques and media to attract viewers to

whatever it’s trying to sell or promote and therein lies the key. Once we are attracted to

something it is very hard to get it out of our minds, and this is when advertisers know

they have us hooked. It’s like that old expression, don’t think about pink elephants, and

then all you can do is think about pink elephants. Once the attraction exists we naturally

want to assimilate or acquire that thing that attracts us and as a result we assign meaning

to it. This is advertising’s goal. By encouraging students to select a favorite ad, this study

directly engaged the heart of this goal and the accompanying advertising strategy of

achieving identification with a product through branding. Brand identification seems to

run so deep in these middle school students, that a six week treatment, consisting of

critical examination of advertising imagery, linguistic, denoted and connoted content, and

ads’ intentions and beneficiaries was largely ineffective.

Some opinions expressed in the review of literature state that with the sheer

amount of advertising that is out there many individuals are becoming numb to it. As a

result advertising has turned up the volume and is constantly seeking new media and new

ways to become relevant to the potential consumer. Advertising then becomes a numbers
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game and the consumer is outnumbered. Sooner or later the consumer is bound to be

attracted to something and once this attraction exists s/he either has the option of

assimilating it or discarding it. If it is assimilated the branding process occurs where

meaning is assigned to the product or object and the longer this bond holds the stronger it

becomes.

In that context, it is clear from the lack of change viewed in the results of this

study that the students who participated in the study are already very bonded to particular

advertisements and the products they endorse. These products possess deep meaning and

as a result are imbued with an even deeper emotional connection that would be very hard

to sever or even alter over the course of a six week program.

An Emergent Focus

As the study progressed, and based on reflection after the study was completed, it was

clear that students were more affected by advertising than they realized, yet were

completely unaware of how it had affected them. Students use advertising and the

products/brands advertising is meant to endorse, by appropriating these products/brands

into their personae. The small amount of time that was devoted to the study was

insignificant to the amount of time that students spend with advertising. In order for the

study to make a change in student perception, moreover alter the way students look at

who they are and what is important to their personalities, more time would need to be

devoted to analyzing the content and structure behind advertising.

A Limitation of the Study

A limitation of this study that should be considered is that the questionnaire never

addressed specifically who benefited from advertising and what they had to gain. For

future studies of this sort, for the sake of connotative understanding, the questionnaire

should include questions that directly ask students to assess who stands to gain from

advertising and what they hope to achieve.
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Suggestions for Future Research

One question this study does not address is why students choose certain ads and

not others. Asking that question could lead to interesting research in the future. Future

research could ask in depth questions about specific ad campaigns, their meanings, and

the emotional affect they have on each student. Attention would need to be given to how

students assimilate advertising into their personae. The question should be asked how

exactly advertising is able to beguile the student into identifying with it.

Future research also could focus on how advertisements are made. This would

include a critical analysis of advertising campaigns and how they are run. It could also

include an in-depth look at the types of media that advertising travels through,

weaknesses and strengths, and how advertising benefits from each. Given the scope of

modern advertising, future studies would need to look at all the parties involved in its

making. This study presents information that helps define and differentiate the

components of an individual ad. It does not directly address the structure and the

mechanisms behind ads.

The future researcher should also consider the type of media feasible for

classroom discussion. Print advertisements seem to be the most appropriate because they

are easily transported and referenced. One of the shortcomings of this study was that the

students who chose television commercials or other non-portable forms of advertising

were not able to reference their commercials directly. The students who chose TV

commercials provided less specific information regarding their self-selected

advertisements than the students who chose print advertisements. Future studies of this

sort should limit student advertising choice to one specific form of media. Also, for the

time being it would seem that print advertisements are the most appropriate form of

advertising for classroom activity and discussion.

The classroom discussions that were an essential part of analyzing advertising

content in class in this study should be considered and possibly carry more weight in

future studies. The information that was extracted from the students during class time

often yielded the most pertinent information as to their insights, attitudes and opinions

toward advertising.
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Some questions for a future study like this one might be: Why do you want this

product? Can you afford it? Why does the company who makes the product feel you

should have it? Some activities that could be utilized in a future study: a student finding

an example of one ad that contains multiple references to brands, or having them do a

product map to illustrate what companies and products are tied into the original ad. Also,

an overview of what advertising agencies do to help companies sell product could be

presented. Students could make their own advertising campaign. This would include

students analyzing and using different formats for getting their advertisements to their

intended audience.
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APPENDIX A

Excerpt from “Effects of Television Advertising on African American Teenagers by E.

Bun Lee and Louis A. Browne
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APPENDIX B

Dear Parent,
I am a graduate student under the direction of Dr. Tom Anderson in the Department of Art

Education at Florida State University. I am conducting research in order to better understand the
ways eighth grade students perceive advertising and what effects it has on them.

Your child’s participation will involve ascertaining the amount of time he/she devotes to
specific media (television, computer use, radio, and print) in a given day. Your child will also be
asked to select a specific advertisement in which they are fond of or gravitate too. Through a
method of interviews and researcher assisted critiques students will be asked to talk about what
meaning they attach and extract from their selected advertisements. Then a curriculum based on
specific techniques on how to read an advertisement will be introduced. After which, students
will be asked to reassess their self selected advertisements to see if their perceptions of the
advertisement have changed or not. This study will be conducted over the course of a single
grading period (nine weeks).Each student will be required to spend 30-45 minutes during class
time twice a week for the duration of the study. Work done during the study will substitute for
work missed during scheduled class time.

Over the course of this study it may be necessary to audio tape your child’s responses in order
to assist in the interviewing process. The tapes will be stored in a secure location for the duration
of this study and then will be destroyed at its conclusion (approximate date 9/1/05)

Your participation, as well as that of your child, in this study is voluntary. If you or your child
chooses not to participate or withdraw from the study at any time, there will be no penalty, (it will
not affect your child’s grade). The results of the research study may be published, but your child’s
name will not be used.

Although there may be no direct benefit to your child, the possible benefit of your child’s
participation is that they may come away from the study with a better understanding of
advertising works, and how it affects there day to day lives.

If you have any questions concerning this research study or your child’s participation in the
study, please call me at (850) 443-6735. Or you may contact my Major Professor Dr.Tom
Anderson
Professor of Art Education
126 MCH
Florida State University
Tallahassee, Fl. 32306-4480
tanderso@mailer.fsu.edu
(850) 644-2331

Sincerely,

Bret Lefler

* * * * * * * * * * * * * *
I give consent for my child ------------------------------------------ to participate in the above study.

Parent’s Name----------------------------------------------------------

Parent’s Signature------------------------------------------------------(Date)---------------------
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If you have any questions about your rights as a subject/participant, or if you feel you have been
placed at risk , you can contact the Chair of the Human Subjects Committee, Institutional Review
Board, through the Vice President for the Office of Research at (850) 644 – 8633.
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APPENDIX C

Student Assent Form

I have been informed that my parent(s) have given permission for me to participate, If I

want to, In a study concerning advertising. This study is designed to see what messages

you are receiving from advertising and how it affects your daily routines. You will be

asked to take part in a class that will teach you about advertising, and how to read these

messages. This will study will be conducted over the course of 6-9 weeks and you will be

required to attend meetings that will last 30-45 minutes twice a week through its duration.

Work done during the study will substitute for work missed during scheduled class time.

I realize my participation in this project is voluntary and I have been told that I may stop

my participation in this study at any time. If I choose not to participate, it will not affect

my grade in any way.

Student Name:--------------------------------------------------------------------------------------

Student Signature:----------------------------------------------------------------------------------
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APPENDIX D

Media Assessment Form

Name: Date:

Media – The vehicles on which advertisements are delivered to the public

which include: Television, the internet, radio, newspapers, magazines,

billboards, movies, and flyers.

This is a worksheet designed to see how much media you are exposed to and how often.

So on the spaces provided below please fill in how much time, (in hours and minutes)

you devote to specific media each day. Please fill this out as honestly and accurately as

possible.

Television- hrs. mins. Radio- hrs. mins.

Movies- hrs. mins. Magazines- hrs. mins.

Internet/Computer- hrs. mins. Newspapers- hrs. mins.
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APPENDIX E

Advertising Questionnaire

1. What is the ad saying/ what is the linguistic image?

2. Describe what you see in the ad/ what is the denoted image?

3. Who/Whom do you think made this ad and are they believable ( is what is said in the

ad true)?

4. Who do you think this ad was made for, (remember to consider what the ad is showing

and why)?

5. Does this ad remind you of any other ads if so describe the other ad.

6. What is the main theme of the ad?

7. What tricks does the ad use to get your attention?

8. What does the ad suggest / what is the connoted image?

9. Does this change your opinion of your advertisement?

10. Do you think this ad was worth analyzing?
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APPENDIX F
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