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ADVERTISING IN CANADA

Russell Jobnston
Brock University

Advertising is a term with many meanings. It is commonly used as a collective noun
1o refer w all advertisements. In communication and cultural studies, it refers to
a system of communication through which goods and services are brought to the
attention of the general public.

Raymond Williams (1987) argues that advertsing has two phases. First, the
content of advertising has insinuated itself into every medium of communication.
Advertisements may be understood as one-way, mediated communication intended
for mass persuasion. They manipulate the shared words, images, and symbols of a
society to create a favourable impression for a product, service, or cause. For this
reason, advertising has been referred to rather poetically as “salesmanship in print.”
Nonetheless, the barriers to communication that separate advertiser and audi-
ence clearly distinguish it from the interpersonal communication that is necessary
between sales clerk and customer.

Second, the business of advertising structures media operations in a capitalist
economy. It is a common perception that the media serve the public by providing
ready access to news and entertainment. In fact, the media serve advertisers first and
the public second. Most media outlets face enormous production and distribution
costs. The modest fees paid by the public do not cover these costs. Indeed, inuch
radio, television, and internet content is available to the public free of charge. To
finance their operations, then, media outlets depend on their ability to attract adver-
tising revenue.

The public is still important to the revenue of media outlers, A media outer
will become financially self-sufficient ar profitable only if it attracts an avdience
desired by advertisers (Smythe, 1981). When an advertiser selects a media outlet to
carry its ads, the outlet’s value is determined by the size and quality of its audience.
“Quality” here is determined iry demographic considerations that have an impact on
purchasing decisions—things such as age, gender, ethnicity, occupation, and life-
style choices. Ultimately, advertsers want to reach the highest number of potential
consumers at the lowest possible cost.

Advertisers do not need the mass media. They can publicize themselves through
event spensorship, telemarketing, direct mall, Myers, catalopues, billboards, or
their own websites. This puts pressure on the mass media o increase their value to
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advertisers. Some media try to produce the largest audiences possible by appealing
to all demographic categories. This is the mass market, and this is the straregy of
mainstream outlets such as family newspapers and national television networks. By
contrast, specialty media outlets try to produce closely defined audiences similar to the
target markets of specific groups of advertisers. For example, 7be Hockey News appeals
to hockey fans and attracts advertisements for sporting gossls arul mwmoraliila. Fither
way, whether they chase the mass market or specific tarpzet markets, every mecdia cutla

tries to produce an audience sought by advertisers. Again, this means that adverdsing
structures media operations, The character and quality of media cutlets and their con-

tent is driven by the kinds of audiences and advertisers they want to attract.

HIITH HISTORICAL BACKGROUND

No one person invented advertising. Unlike film, radio, or television, there is nc.one
person or date to mark its origins. If one accepts that town criers and shop signs are
forms of adverdsing, then advertising is as old as civilizadon. Modern advertsing,
however, is integrated with the mass media. Its funcricns and practices emerged
piecemeal over the last 250 years in step with new media technalogies.

The first newspaper published in Canada, the Halifax Gazstte (founded 1752),
contained ads for a gracer, a job printer, and a tutor. Over the next century, news-
papers acrass British Narth America were filled with ads from similar merchants,
craftsmen, and professionals who used local papers to reach local audiences. The
text of these ads—known as copy—was drafted in a polite style eomman to business
cards, The ads were ofien set in the paper’s own typeface and within waditional
ealumn widths, As a result, they could be indistingnishable fram news arories. These
ads were also indistinguishable from each other.

A second style appeared in the early 1800s. Some companies wanted their ads
to stand out from those of their rivals, and to rumpet their goods and services from
the printed page. To aceamplish this, the polite invitation issued by earlier ads was
replaced by the persuasive techniques of salesmanship. Copy was now infused with
lavish claims, and boasts on behalf of a company's goods or services. These ads
also looked different. They arrested atrention with a single, unique font or a jarring
variety of fonts. The copy mmight be enclosed in borders or aecompanied by simple
iconagraphic images (for example, the silhouette of a locomotive mighe illusmrate a
train schedule.) This style of advertisement grew in popularity as local economies
griew and business rivalries intersifed th Fl.ll'l'gh the middle of che century,

1880-1920

Advertising underwent significant changes during the Industrial Revolution. In
Canada, these developments led to the crgamzavoen of adverusing as 8 system
of communication. The process wok decades o unfold, bur by 1920 there was
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a common set of practices and institutions in place that continue to shape the
industry today.

New manufacturing technologies introduced through the 1800s increased the
productivity of Canadian industry. With increased productivity, companies expanded
their sales territories beyond their local markets into distant regions. Many achieved
national distribution by the 1890s. Production and distribution, however, were quite
different from selling. Advertising bridged the gap between manufacturers and the
public by opening a channel of communication between them. It helped that the
printing trades also industrialized during this same period. New cylinder presses and
improved imaging techniques allowed newspapers to produce thousands of pages of
text per hour with detailed illustratons. Adverusers wok advantage of both develop-
ments to promote their products (Leiss et al., 2005, 98-101).

A new kind of business emerged to connect advertisers with newspapers: the
advertising agency. Nationul advertising campaigns are challenging work. Wherever
a company does business, it must identify local media outlets, assess their utility as
advertising vehicles, and negotiate their rates. This is called “media buying.” When
agencies first appeared, it was their only function. They completed these tasks on
the advertiser’s behalf. In essence, they were and remain consultants with expertise
in media, and broker deals between advertisers and media outlets to place ads before
the greatest number of potential consumers at the lowest possible cost. Newspapers
were the most important advertising medium in Canada until the 1950s, but maga-
zines, catalogues, flyers, posters, transit cards, and billboards were all used as early
as the 1860s.

Agencies did not flourish in Canada until the natdonal economy expanded dra-
matically after 1890. The first known agency, the British American Advertising
Agency of Montreal, opened in 1860 and closed soon after. More successful was the
Mail Advertising Agency of Montreal, founded in 1878. Anson McKim, its manager,
provided astute counsel to the clients of the Toronto Maif newspaper, and through
his personal efforts he gradually developed confidence in the entire agency business.
McKim capitalized on his reputation by opening his own agency in 1889 (Johnston,
2001).

Agencies added a second function in 1900: creative service. By that time, ads
already cluttered the visual landscape of cities, and modest ads were not always
noticeable. The most effective ads featured both memorable copy and imagery.
Agencies supplied these flourishes to their elients” ads hy hiring professional eapy-
writers and artists. ]. J. Gibbons Ltd. (founded 1900, T'aronto) was the first agency
in Canada to offer both media huying and creative work. Itz innovative approach
prompted rival agencies to follow suit by establishing their own creative depart-
ments (Johnston, 2001).

Agencies added 2 third funcdon after 1910: marker research. As manufacrurers
expanded into new markers, their customers grew more remote. Consumer demand
in a national market could be more difficult w interprec than in a local market.
Manufacturers understandably became anxious, since their husiness decisions relied
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on timely, accurate information. Market research addresses these concerns by inves
tigating consumer behaviour. Such information provides reassurance ro adverrisers;
the plans for new products, services, or sales territories can be informed by hard
data rather than hunches. Agencies also use this information te infarm their media
buying and creative services (Leiss et al., 2005).

There are two strands to market research. First, demographic analysiz affers
an empirical, quanttative picture of consumers. Every muclia cutlet knows the size
of its audience, at least roughly. Media buyers, however, want to know how that
audience is composed. Are they male or femaie, young or ald? Where do they live?
What is their disposable income? To answer such questions, periodical publishers
and agencies of the 19105 adapted research rechniques from the social sciences 10
refine the process of media buying. Second, psychological research offers a thearer-
ical, qualitative picture of consumers. American psychologists such as W, D, Scot
sought to creare more potent ads by investigating the links between advertising and
human cognition. In 1910, some believed thar effective ads should alter the public’s
purchasing habits without their knawledge, as if under hypnosis. Today, psycho-
logical research makes less sinister claims, bur the intent remains the same: to tailor
copy and art to the copmitive patterns of eonsomers, Thae eeade magrazine M.::'Mmg
{ﬁ:lundﬁki TEHHE, “Diromio) was an r.::lrly champrion of these new I..'.:'.hlliqllws. By 19210,
all the leading agencies in Canada relied on market research ta shape their clients’
campaigns (Johnston, 2007).

Taken together, media buying, creative services, and market research provided
agencies with a unique ser of skills. ‘They also provided agencies with two significant
legacies. Tirst, the research methods adapted from the social sciences appeared to
IIHVH IIIIIIIlHlIIIIIiI.'MI IIﬂﬂ..‘I.‘-ilHl, Wlli{:ll IIIII.‘“HI'I‘I] Ihl! llgl‘!l\t.‘i! llﬂl‘[ﬂ.‘ﬂi"ll}d] I:r‘!l]ihilil..h'.
This credibility, however, was not entrely secure unul George Gallup developed
reliable public opinion polls in the 19305 (Robinsan, 2000). Second, these skills gave
shape to agency structures, Major agencies organized their uperations Ly function
and divided their care staff inin foar deparrments: acenune management, media
research and buyhlg, creative work, and market research. L his formal structure has
eraded in recent years as agencies maove to clent-specific reams and flexible work-
spaces. Nonetheless, such teams retan some element of each function,

1920-1960

After 1920, the adverusing indusury adapted 1o broadeasung. Radio became popular
after 1922, and Canadlan television began in 1952, Both were quickly integrated
into the existing structures of adverusing.

Nikola Tesla and [‘Euglir}rm Marconi did nat Ar,'w]o'p radio for advert sing.
'l'|:|.'y warnled to eennpeie with IE|:[:|1||!|H..':|:|||: nieszand imiprove the H:lrl.'l}'llrlﬂl"m al
sea, Talented amateurs, however, became fascinated with the echnology and began
huilding sers for their own amusemens, In 1919, eleetronics companies in Canada and
the United States realized these amateurs had become a market unto themselves, By

HFL
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airing free programs, electronics companies drew amateurs to their stations, publi-
cized their products, and inadvertently began commercial broadcasting. The federal
government wanted to outlaw broadcast advertising, at least initially. Events in the
United States changed its mind. There, two major radio networks began soliciting
ad contracts in 1926 to finance their programming. Some Americans complained,
but most did not. Many listeners felt that an hour of entertainment was worth a
few minutes of sales talk. Many Canadian listeners could receive American signals
and they grudgingly agreed. Subsequently, Canadian broadcasters demanded similar
access to advertising dollars in order to finance their own operations. The federal
government acquiesced, and advertising has remained a component of broadeast
financing ever since (Jolmston, 1997).

Advertising agencies adapted their media buying and creative services to radio.
In the periodical press, media buyers pay for space; in broadcasting, they pay for
time. There are two ways to handle time. First, “sponsorship™ associates an adver-
tiser’s name with an entire program. Sponsored programs generally reflect the char-
acter and status that the sponsor wants to cultivate in the public mind. For example,
MacLaren Advertsing (founded 1935, Toronto) developed Hockey Night in Canada
as an advertising vehicle for Imperial Oil in the 1930s. Announcer Foster Hewitt
created a family-friendly atmosphere for fans of the Maple Leafs, while the spon-
sor’s messages portrayed Imperial as a neighbourhood retailer that families trusted
with their home heating. Second, “spots” or “commercials” use a brief segment of
on-air time for sales talks (usually 15 seconds to 2 minutes long). Although spon-
sorship was common until the 1960s, spots are now the predominant form of radio
advertising.

Television continued these practices. Many radio programs and their sponsors
shifted easily to television, including Imperial Oil's Hockey Night in Conada. The
only major adaptation was the development of stage and film techniques to produce
effective visuals in televised ads. Otherwise, media buyers continued vo buy time as
they had in radio, creative staff continued to write persuasive appeals, and marker
researchers continued to investigate consumer habits.

19602000

The functions of the industry have not changed significantly since 1960, That said,
Canadians’ gradual acceptance of the country’s multienlmral heritage altered hoth
media buying and creative services. The change started in Quebec.

Montreal was the country’s commereial centre through much of the 20th cen-
tury. During that time francophones composed roughly 20 to 30 percent of the
Canadian market and 80 percent of the Quebec marker. Surprisingly, francophones
owned and operated few agencies and had lirde influsnce within anglophone agen
cies. This neglece of 2 massive segment of Canadian society reflected poorly an the
entire industry. The situation changed abruptly afier 1960 when Ouebec franco-
phones demanded greater authority in all aspects of public life. Advertisers responded
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with French-language campaigns distinct from their English-language campaigns,
thereby creating opportunities for francophone agencies. Jacques Bouchard an his
agency BCP (founded 1963, Montreal) led the way with a groundbreaking cam-
paign for Labatt’s (Elkin, 1973; Cété and Daigle, 1999). Today, agencies embrace
multiculturalism and tailor ads to any demographic segment that forms a substan-
tial market.

These changes led to an ironic twist of historical fate. Cossene Conmunication-
Marketing (now Cossette Communication Group) was a graphic design studio founded
in 1962 to serve Quebec-based clients. Ten years later, Claude Lessard transformed
the studio into an agency. It found early success doing French-language creative work
for anglophone agencies and Autoiwbiles Renault, It also caught the anenticn of
McDonald’s Restaurants, which conmacted the agency for one francophone region
of Quebec in 1977. Cossette produced several effective campaigns for the chain and
subsequently won the entire national account, in English and French, in 1991. The
same strategy won several other blue-chip clients. By 2000 it was the largest agency in
Canada and among the top 30 in the world (The rankings, 2006; 64th annmal, 2008).

While Q‘uei'luu nationalisis foewaed on :|||w:r|ixin|: conlenl, F:“““Hh Canadizn
nationalists were concerned with media buying. As previowsly noted, advertisers
seek to reach the greatest number of poteatal ecnsumers ar the lowest possible cost.
Cerrain American media outlets are attractive because they reach more Camadians
than their Canadian rivals. For example, a Detroit radio station may draw more
Canadian listeners than similar statons in Windsor. If Canadian adverdsers fallow
listeners to that stadon, its Canadian rivals would lose revenue and possibly close.
Nationalists argue that this tendency necessarily undermines Canadian eulture. The
tederal government agrees and segulates media buying through the Tuosme Tuo Avt
and the Foreign Publishers Advertising Services Act. Caradian companies may claim
the full cost of advertsing in Canadian media outlets as a leginmare business expense
against incoime, By cointiast, Canadian COmpanies may cladim (m]y 50 percent ol the
cost of advertising placed in foreign outlers (Armstrong, 20000,

2000—present

The most significant change in advertising since 2000 is undoubtedly the explosive
growth of digital marketing. In the 1990s, advertisers experimented with the internet
to gange its influence and achieved mixed results. Many compandes established weh-
sites to accompany their traditional advertising. These websites often replicated the
display advertising one might find in a magazine, or the functions of a mail-order
caralogue. One innovation, however, was “viral marketing,” which relies on peer net-
works to promote a produet, service or wehsite in ways that mimic word-of-mouth
recommendations among family and friends. Becanse digital content is easily copied
and shared, it can spread acrass the eountry or aronnd the world in a matter of days.
Knowing this, companies bepan o post entertzining content on their websites o
attract surlers, and 10 embed clickable links 1o facilivae ?'Jlﬂl'illx. Caution, however,

8212




156  Port 11: Media Regulation and Policies in Canada Chopter 8: Advertising in Conoda 157

was still the strongest driver of internet marketing during this time. In 1999, expen-
diture on internet marketing in Canada was $56 million, barely 1 percent of toral
advertising expenditures (Canadian Media Directors’ Council, 2008, 14).

Over the next decade, advertisers threw caution to the wind. As more Canadians
connected to the internet at home, at work, and through mebile devices, adver-
tisers followed wherever they thought they could find petential rustonmers. By 2010,
expenditure on internet advertising had grown to $2.2 lullion, or an inereass of
roughly 3,886 percent. It then represented 19 percent of totzl zdvertising expendi-
tures among all mass media in Canada, a share second only to television (Canadizn
Media Directors’ Council, 2011, 14). Table 8.1 provides a graphic illustration of
thie growth of digital advertising in rviation to all other media. Part of this growth
reflects the increasing number of companies in Canada with o Web presence, buric
is also evident that companies have accepted digital markedng a5 a necessary com-
ponent of their marketing strategies.

Internet marketing was enhznced by the development of social networking sices
such as Blogger, Facebook, Twitter, and You'Tube. Social networking sites pravide
st:!bfe, easi]y navig:ﬂ.l:ll framewarks for internet users o st thetr own content and
invite contrifutions from athers. The ready availability of digital reconding tech-
nology. especially cameras and mobile phones, meant that individuals could eadily
include sound, images, and video in their contributions. These sites epitomize Tim
O'Reilly’s concept of “Web 2.0.” a media environment where the barrizr between
senders and receivers is shattered. This environment is not characterized by pub-
lishing but partcipation, because within it users add value w whatever contenr is
available (O'Reilly, 2005). Any messages “published” by ad agencies and PR firms
n tradittonal marketing campaigns always carcy the stgma of sell-interest; their
work is designed to sell goods. Dy cantrast, conversations among cONSWNETs appear
1o be wrustworthy because the participants uscally gain no reward. These exchanges
are intended w share information :'dlhuugl:l. ut.umiou:llly, llu:y wan reveal some
measure of personal investment in a brand that maves beyond mere purchase and
consumption.

Many companies have rried to make use of these exchanges on their own weh-
sites, One Canadian company that has dune s 15 Canadian "1ire. When the retauler
posts information about a product on its site, it invites castomers te add their own
comments about the product, and these comments remain visible for all to read.
This practice can result in some surprisingly frank but helpful discussions. In a mare
aggressive fashion, Facebook has capitalized upon its members' activities through use
of the “Like” funcrion that allows individuals to shaw their appreciation for spacific
products, services, or companies, Facebook encourages adverdsers o make use of
this function in arder to market themselves through its pages rather than thrangh
raditional advertising. As Facehook notes, “People treat Facshook as an authentie
part of thelr lives, so you can be sure you are connecting with real people with real
interest in your products” (Facebook, 2012). Nowbly, it does not have 3 “Dislike”
funation (though one wis ereated as a Firetos add-on by developer Thammas Moguet),
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BT INSTITUTIONS

The advertising industry is complex. There are many players, they are highly com-
petitive, and they operate across all media. Institutional structures bring order to
this complexity. They were developed as people responded to pressures both inside
and outside the industry. That these institutions are necessary and permanent sug-
gests an important point: the issues they address are crucial to the stability of the
industry’s day-to-day operations (see Table 8.2).

Every sector of the industry has its own association. In each case, rival companies
cooperate to promote their common interests. The Canadian Newspaper Associa-
tion (CNA) is an apt example.! It formed in 1858 when several Ontario newspa-
pers lobbied the federal government for lower postal rates. Over time, other issues
were raised and resolved cooperatively. The appearance of agencies after 1880, for
example, posed several problems for newspapers. The association's handling of
these issues attracted new members, and by 1920 it represented daily newspapers
across Canada. Today, its mandate is to “to speak with a unified voice when pro-
moting newspaper interests to governments, regulators and the general public” and
contribute “to the ongoing evolution of the newspaper industry by raising aware-
ness and promoting the benefits of daily and community newspapers to advertisers,
media planners, creative agencies and newspapers” (Newspapers Canada, 2012). In
other words, it lobbies the government for policies favourable to newspapers and
promotes newspapers as an advertising medium.

The Canadian Community Newspapers Association (CCNA) and Magazines
Canada have similar mandates. Both had their origins in the CNA but broke away in
1919 over their competition for advertising dollars. Dailies and magazines competed
for the same national advertising contracts; dailies and community papers coimnpeted
for retail advertising. Eighty years later, however, all three types of pubiications once
again face a common problem with the development of digital news delivery and the
growth of internet advertising. Hence, there was a new impetus for publishers ro
cooperate. In January 2011, the CNA and CCNA agreed to share resources through
anew umbrella organization called Newspapers Canada. Although both assaciations
are still governed by their own boards, they share a single chiet executive officer who
is also the manager of Newspapers Canada. More importantly, the two associations
now share research, marketing, and lobbying services ro promore all newspapers
with a single voice (Newspapers Canada, 2012). Magazines Canada continues to
provide its own parallel services to the Canadian magazine industry,

After commercial broadcasting ook root in Canada, the Canadian Association
of Broadeasters (CAB) formed o establish labour and copyright standards for broad-
casting. However, it too was concerned with advertising, and it became an advocate
for private-sector commereial llﬂudmxtinu. By 20110, its membership embraced ter-
restrial radio and television stations, and cable, saellite, digital, and pay-per view
channels in the private sector. That year, however, the associadon fracrured when a
dispute arose butween terrestrial broadeasters and the cable and satellite companies
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over a proposed CRTC regulation. The CAB has subsequently reorganized itself
as an umbrella organization that maintains research and marketing services for it
members, but it no longer serves as an industry lobbyist on regulatery affairs.

The internet Advertising Bureau (IAB) and Out-of-Home Marketing Assccia-
tion of Canada (OMAC) formed to represent the collective interests of Canadian
digital media and out-of-home marketing companies, resprectively. “Out-of-home
marketing” refers to any public media form such as billbwsirds, posters, wansit ads,
or point-of-sale devices in retail locations. Like the other associatons, the IAB and
OMAC perform research on the effectiveness of their members’ advertising reach,
support their members’ efforts to attract new business, and lobby all levels of gov-
crnment o produce regulation amenzble to their interests,

The Institute of Communicatior: Agencies (ICA) was founded by Anson McKim
and J. J. Gibbons, among others, in 1903, Mewspapers and advertsers hoth ques
tioned the value of agencies untl 197, when an agreement between the CNA and
ICA formally recognized the value of agents as media buyers. Therzafter, newspa-
pers agreed to accept media buying contracts from the agencies, but in exchange
the agencies had to underpo credit cheeks to demonstrate their fiseal responsibiliny
(]ohmmn, 20013 Apeney acererditation remsins @ service of P gwape uars anada.

TABLE 8.2 Major Trade Associations Related to Advertising in Canoda

Canadian Newspopar Assaciation (CHAJ: frunded 1050; reomanized 1919, recrganited 1996
+ represents daily newspapers
Canadian Community Mewspapors Association (CCNA): founded 1919
* represents weekly newspapers
Mewspapers Canada: founded 2011
& provides reseorch, morketiog, ond loblying services o members of CNA amd CONA
Magazines Canada: feunded 1919
# represenh comuriern, busiiess, and cultarol TR
Conadian Associntion of Broadeasters (CABY: fourded 192¢; morganized 2010-2011
+ reprusents rodio, lekevision, coble, ond satelite chornels
Interactive Advertising Bureau of Canoda (LaB); founded 1997
# represents internet publishers, acveriisers, and service previd
Qut-ol-Home Marketing Asseciation of Caneda [CMACK founded 2005
* qepresents billboand, postes, and transit placamant agencies
Institute of Communication Agencies (WCA) Feursbed 1905; merganized 1925
& piprisents odvenising ogenges
Canadion Public Relations Society (CPRS): founded 1948
* représents PR firms
Assiiotion of Conocian Adverison [ACA) faindsd 1914
+ represents companies with naticnally advertised goods and serv ces
Comeadinm Markeling A [CMAA): Fonancledd 1967
 paprassnts all secirs of this indistry
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‘This means all agencies that handle newspaper advertising in Canada must be rec-
ognized by this media association.

Advertisers formed the Association of Canadian Advertisers (ACA) in 1916.
They wanted proof that advertising actually generated sales. This demand put pres-
sure on media outlets and agencies to produce demonstrable results from their cam-
paigns. This remains the mandate of the association today, to help its members
“in maximizing the value of their investments in all forms of marketing communi-
cations” (Association of Canadian Advertisers, 2012). The association also lobbies
the government on advertising-related issues, particularly to safeguard “commercial
free speech.”

The members of these sector-specilic associatons also belong w the broad-
based Canadian Marketing Association (CMA). It is the largest association linked to
advertising in Canada and provides a forum for all sectors to advance their common
interests. It promotes effective marketing practices and represents the industry
before government and government agencies such as the CRTC and Industry
Canada.

Over the last century, these associations have met with each other to estab-
lish common standards for the industry. Their negotiations have usually focused on
one of two areas: media buying or creative services. The 1907 agreement between
the CNA and ICA was the first of many to regulate media buying; credit checks
were designed to ensure the reliability of agencies as buyers. The development of
audience measurement ensured the reliability of media outlets as sellers (see Table
8.3). Agencies and advertisers are reluctant to take media outlets at their word; they
expect audience research to be verified by an independent auditor. The first such
organization, the Audit Bureau of Circulations (ABC), was founded in the United
States in 1914 through the cooperation of the press, advertisers, and agencies. Cana-
dian companies participated in its establishment, including the Torowro Star, Cana-
dian Pacific Railway, and J. J. Gibbons Advertising. The bureau’s audit procedures
were designed by representatives from all three sectors to ensure their acceprabiliry.
A similar mechanism to measure audience size was developed for each new medium.
Some, like the ABC, were created through industry cooperarion; cxamples include
the Print Measurement Bureau, the Canadian OQur-of-Home Measurement Bureau,
and the Bureau of Broadcast Measurement. Cthers were created by independent
entrepreneurs; these include Canadian Facts, which developed the first radio ratings
in Canada during the 1930s, and ACNielsen Inc., which developed television ratings
in the 1940s and internet ratings in the 19905 (lLaman, 19%4).

On the creative side is Advertising Standards Canada (ASC). This nonprofic
organization functions as a watchdog, monitoring the content of advertsements,
Over the last 40 years, several endes have been developed to govern what advertisers
may claim or depict in their ads. In each case, the code was developed voluntarily by
the industry in response to public complaints or government pressure (see Table 8.4),

Voluntary partcipation is key. "Uhe Canadian constitution protects freedom of
speech. The government and enurts, however, insist that protected frecdoms not
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TABLES.3 Audience Research Agencies Operating in Canoda

Audit Bureau of Circulations, founded 1914
. mdihﬂ\ocirmldﬁmnim;poparsmdnmgﬂzim
Canodion Circulations Audit Board (a division of BPA Worldwide), founded 1936
* audits the circulation of newspapers and mogazines
NADbank, founded 1984
* audits the circulation of daily newspapers
Print Measurement Bureau, founded 1971
* audits the circulation of magazines
Canadian Qut of Homa Macauramant Bursau, founded 1965
* audits the visibility of billboards, posters, and iransit placements
Bureau of Broodcast Measurement, founded 1942
# audib the oudience size of rodie and televisicn oulets
AC Nielsen Canoda, founded 1744
> audits the audience size of television outlets and the use of ineret sites

be abused. For example, Feeleral hate erime leprislagion places restrictions on speeeh,
Simjlaxf.y, the government has Pluct:l restrictions on commercial spcmch] with reg-
uladions governing false advertising and standards of decency. For example, until
the 1940s it was illegal to discuss birth contrel in public; therefore, condom manu-
facturers could not advertise. Today, aleohol ads may not pertray pecple drinking
aleohol. Watch closely—actors may hold open bottles, raise toasts, and clink glasses,
bur they will never acrually drink. The governmenrt argues that such regulations
prmetl Mll\mul'lily Sl.:hiddnii, but IJley are diiven as much by pl'uﬁ.h's as imcials,
Individual ads making false claims or promerting eontroversial hehaviours can affect
the public’s confidence in all advertising. The government ties 1o protect consumer
confidence hy disconraging thase who abuse the system.

The federal govermment has enacted several laws regulating the content of ads.
Some, such as the Foad and Drugs A and the Consumer Packaging and Labelling A,
hold companies liable for misleading claims made about their products. Others, such
as the Trade-marks Act and the Capyright e, protect companies from rivals with
unfair marketing practices. I'wa important laws are designed touphold community
standards. The Broadcasting Act empowers the CRTC to regulate the character
and quandry of all advertsing aired by radio. television, cable, and satellite, while
the Canada Fléctions Act monitars pﬂlih'f‘:l strivcrl'ili{nﬂ' IB_I" all groups riln'ing' federal
election campaigns.

Under Canada’s constitution, the provinces have jurisdiction over trade and
vommueree, This has created 10 separate: legal frameworks thar atfeer advartising.
Apart from laws poverning peneral trade practices, there are J;Apl;rir'i:' lzwes that
regulate the advertising of pharmaceuticals, aleohol, tobaceo, firearms, lotreries,
and consumer credit. Several provinces have regulatons to prevent billbourds
from appearing next tw major highways. Chueber also has two unigue pieces of
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TABLES.A  Selected Laws, Regulations, and Codes for Advertising in Canoda

Government of Canada
* Broodcasting Act, 1992, c. 11
* Canada Corporations Act, R.5. 1970, ¢. C-32
* Canada Elections Act, 2000, ¢. 9
e Pockaging & Labelling Ac, R.S. 1985, ¢. C-38
* Copyright Act, RS. 1985, c. C-42
* Food & Drugs Act, R.S. 1985, ¢. F-27
» Foreign Publishers Adverlising Services Act, 1999, c. 23
* Income Tax Act, R.S. 1985, c. 1, Suppl. 5
& Parsonal Ink ion Fr fen wred Eh it Documents Agl, 2000, ¢ 5
* Telecommunications Act (amendment], 5. 41, 2004-05, C-37
¢+ Trade-marks Act, R.S. 1985, . T-13
+ Guidelines: Privacy and Online Behavioural Adverfising (2011)
Government of Quebec
» Charter of the French language, 1977.¢. 5
* Children's advertising provisions, s. 248-249 of the Consumer Profection Act, 1978, ¢. 9
Advertising Standards Canoda
* Canadian Code of Advertising Standards (2012)
Adverfising Standards Canada and Cancerned Children's Adverfisers
* Broadcast Code for Advertising to Children (2010)
Canadian Markeling Assocition
* Code of Ethics and Standards of Practice [2002)

regulation: guidelines governing advertising to children and the Charzer of the
French Language. The provincial government created the charter 1o protect and
promote the French language in Quebec. Its original provisians banned the use of
any language other than French on signs posted in public space, thereby affecting
the content of billboards, posters, shop signs, and windaw displays. "T'his provi-
sion was struck down by the Supreme Court of Canada in 1988, which held that it
violated the Canadian Charter of Rights and Freedoms, but the Quebee government
invoked section 33 of the Charter, the “netwithstanding”™ clause, to override this
decision and maintain the intent of the pravision. Now, a second language is
permitted on signs only if French appears more prominently.

Advertisers and agents resent state intérvention. ASC provides a mechanism
for the industry to regulate icself, Its key function is to maintain and administer the
Canadian Code of Advertisinig Standards. This document, first drafted in 1963, is
reviewed annually and revised as necessary. Itarneulares 14 principles thar all adver-
tisers should respect. Its chief concerns are the accuracy and clarity of ad copy; the
handling of prices, puarantees, and testmonials; the portrayal of women and visible
minorities; anil the character of :ulw.rlixing tor chilelren. Anyone whis i,lkljl;:'ls tix an
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ad in a Canadian media outlet may lodge a complaint with ASC. In 2011, 180% com-
plaints were received regarding 1153 ads, the majority of which appeared on televi-
sion (38 percent). ASC reviewed 109 of these ads and found that 83 ads (7 percent)
violated the code (Advertising Standards Canada, 2012, 2-4). When this happens,
the advertiser is asked to alter the ad or stop it. However, ASC has no recourse o
the justice system because it is a private-sector organization. Irs sanctions depend on
the voluntary cooperation of advertisers, agencies, and madia outlets,

The most sensitive reviews concern depictien of sexuality within the bounds of
community standards. Two examples may serve as illustrations. In 2010, American
Apparel hired adult film performer Faye Valentine to model a unitard. When the
images were posted on the retailer’s wehsite, they quickly drew a complaing, ASC
reviewed the case and noted that “when advertising undergarments, medels are often
featured in suggestive poses” and “that the muajority of the images displaved on the
advertiser’s webpage did not raise an issue.” The images that drew the comphint,
however, “appeared to be posed in the advertisement less to demonstrate the uni-
tard’s selling features than for the stimulation and gratificadion of the viewer.” Asa
result, the council ruled that the images conwravened public stndards (Advertising
Standards Canada, 2010). The following year, Virgin Badio had a hillboard featring
Usher and the tagline “Shirt On: OMG. Shire Off: OMFG.™ Anyone familiar with
the vernacular of text-messaging understood that the ad included an implicit pro-
fanity. Because the billboard appeared in public spaces and was potentially insensitive
to religious beliefs, ASC ruled that this ad also offended public standards (Advertising
Standards Canada, 2011). Both examples suggest thar aspeers of digital cultre which
are acceptable among private ciuzens will face seratuny when adapted for public use
by markerers, ASC hopes that its precedures continue w demonstrace the indusiry’s
willingness to monitor its vwn practices both in raditional and digital media.

HIIIN CURRENT ISSUES

Globalization

Advertising has long been an internadional indostry. Consumer goods manufacturers
such as Unilever and Lipton sokd their wares throughout the British Empire in the
18003 and advertised aceardingly. 1. Walter Thampsan Advertising, ane of the
largest American agencies througheat the 20th century, established branch offices
wherever its clients sold their goods. By 1930 it waz on three contnents, including
offices in Monweal {established 1%29) and Toronto (1930}, Clients appreciated
that a single agency handled their campaigns worldwide. Other agencies emulated
Thompson's model.

In the 1970s, the pace of international expansion intensified when a major
American agency, MeCann-Erickson, united with a major English ageacy, Lintas
(Mallulurr, 190T), Topether they formal the Int L'.r|'||||||ir. { imllp-ll“-k‘n N{EieE, The
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“agency group” model is significantly different from the “international agency”
model. Groups recognize that every country has its own marketing challenges cre-
ated by differences in language, customs, laws, and media use. When agencies from
different countries form a group, they offer both convenience and cultural cred-
ibility. Through a single company they offer international marketing support that
can be implemented anywhere by a local office. In 2007, the four dominant groups
were Omnicom Group and Interpublic Group of Companies, both of New York;
WPP of Dublin; and Publicis Groupe SA of Paris (Johnson, 2011).

As agency groups extend their reach, they affect smaller, regional agencies. This
is particularly true in Canada. The country composes only one small region in the
plobal marketplace, and ity manufacturing sector is dominated by foreign-owned
companies that produce processed foods, consumer durables, and automobiles—all
high-volume advertisers. When the parent companies of Canadian branch plants
integrate their Canadian campaigns with their global marketing plans, accounts shift
from Canadian agencies to agency groups. For example, McDonald’s transferred its
media-buying account from independent Cossette to OMD Canada, a division of
Omnicom, in 2004,

Few Canadian agencies compete directly with agency groups. Most either join a
group or find a niche for themselves within Canada. Some of Canada’s oldest agen-
cies took the first path. McKim joined Omnicom, MacLaren joined Interpublic, and
BCP sold part of its business to Publicis. Agencies that take the second path gener-
ally provide high-quality creative services geared to Canadian audiences—something
they claim that groups cannot provide. Rethink Communications (founded 1999,
Vancouver) and John St (founded 2001, Toronto) have gone this route. Two notahle
exceptions follow a third path. Cossette has sought to expand on its own terms. In
2010 it established a new division for its business outside Canada (under the name
EDC Communications). By contrast, MDC Partners (founded 1980, Toronto) is a
Canadian-owned holding company that has expanded internationaily by purchasing
relatively small but successful agencies in foreign markets. In 2010, MDC was the
tenth largest agency group in the world with more business in the United States than
in Canada (Johnson, 2011).

The Death of Advertising?

Industry observers such as Sergio Zyman (2003) suggest hig-hudger ad eampaigns
are a casualty of the media-saturated 2 1st century. Two lines of thought inform this
idea. First, the proliferation of new media ocutlers and audience fragmentation has
advantages and disadvantages for advertisers. To remain competitive, media out-
lets dependent on ad revenue must increase their audience share or reduce their ad
rates. This is good for advertisers. Ilowever, new media outlets ypically focus on
narrow target parkets that may he unrespansive to traditional mass marker cam-
paigns. Adverusers and their apencies are then pressured w create unique wds for
each outlet. At the same tume, new marketing stratepics have allowed advertisers
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to abandon the traditional mass media altogether by creating their own magazines,
digital content, or events. For example, Shoppers Drug Mart produces the raagazine
Glow while CIBC has linked its name to the annual Run for the Cure, a fundraiser
for breast cancer research.

Second, the general public has long been cynical of advertising messages.
In the past, it was possible to tune out these messages. Rain listeners clunjel
stations, television viewers left the room, and Web surfers ignored banner adver-
tising. Today, digital devices have provided the rechnology to access media con-
tent without advertising, or to eliminate advertising from the content (as with
personal video recorders). Advertisers and agencies have responded by making ads
more entertaining, controversial, or intrusive in order to capture our attention,
Beer ads crafted for the Stanley Cup playoffs and Super Bowl dllustrate this rend.
Another response is to use technical innovations such 2 pup-up windows on che
infernet.

‘What is the alternative to traditional advertising? Some companies lock to public
relations and guerriila marketing. Public relations as an industry has existed since the
1920s and has its own practitiones sl instivetions, The Canadian Fublie Relaions
Society, founded in 1948, serves PR firms just as the ICA serves advertaing apencies.
Despite their professicnal separaton, however, the function af public relavons is
the same as that of advertising: %0 erhance the public’s appreciation for companies,
their brands, and their products and services. It does this by delivering messages
through channels the public generally trusts (Johansen, 2001). One such channel
is news organizations. Many pevple may question a company’s advertising but may
accept news stories covering that company's affairs, PR firms can generate positive
coverage hy staging press conferences and spectacles in conjunction with corporate
events. PR firms can also boost their clients by sponsoring charitable, cultursl, and
sports organizatons. In tmes of crisis, it is also the PR firm’s responsibility to safe
guard a client’s reputation (Ries and Ries, 2002).

Cuerrilla marketing was a term conceived in the 1980s to deserihe streec-level
alternatives o traditional advertising campaigns. While taditional campaigns fei-
rured formal, planned seraregies and narional media expasure, guerrilla marketing
tends to use unconventional clannels of communication 0 reach local audiences
(Levinson, 1985). This includes packages of coupons delivered door-to-door, “per-
sonal” relephone calls known as telemarketing, and contests, Mewspapers now use
telemarketing and display booths at lacal festivals and fairs to reach new, local sub-
seribers, Other guerrilla tactics include events and stunts in public places. In June
2002, MNike opened a nighrclub in Toronta’s Kensingron Marker dismice. This
neighbourhood, a magner for ardsts and students, has swreer credibility among those
whao appreciate alternative Iiﬂ‘_ﬁt:,rltﬂ and enltural events. The eloh's exterior was not
branded, but the interior design and emplovees aniforms were, I was hoped tha
unsuspecting hipsiers would learn o love Mike apparel (Rumack, 2002). During
the summer in 2010, McDwonald's created beach umbrellas thae looked like enor-
mous lids and straws from milk shake cups and then inalled them tor pulslic ose
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on Toronto beaches. In each of these cases, a company sought to reach its intended
market by linking the setting and the medium with the brand in a memorable way.

One other alternative has emerged to challenge traditional marketing, and that
is social media. As noted earlier in this chapter, the pervasive influence of social
networking sites has provided companies with a structure in which consumers pro-
mote the goods and services they like best. Although this once happened innocently
through personal exchanges among family and friends interacting online, companies
such as Facebook, Twitter, and Klout have found ways to commaodify the experience
to maximize the benefits for advertisers.

Taken together, audience fragmentation, public relations, guerrilla marketing,
and social networking sites have severely challenged the waditonal use of mass
market advertising. Indeed, this trend has affected Canada’s largest agencies. Many
have stopped describing their work as advertising, and prefer the terms “marketing”
or “communication” (Zyman, 2003). The public simply sees more advertising deliv-
ered through more channels than ever before.

Privacy

As noted above, advertising was not welcome on radio when commercial broad-
casting began. Similar concerns have dogged the recent development of new mar-
keting practices. Particularly troublesome is the practice of collecting and selling
databases of personal information. For decades, periodical publishers have main-
tained the names and addresses of everyone who subscribes to their magazines.
These mailing lists are valuable. In effect, they are databases of individuals who self-
identify their lifestyles and spending habits through their choice of reading material.
If a magazine reaches a well-defined target market, certain advertisers will want
to buy space in it. Direct marketers, however, would rather send their own mate-
rials (sometimes called “junk mail”) to each subscriber rather than use the magazine
itself. Publishers sell their mailing lists to direct marketers for this purpose.

Many other organizations generate similar databases. Digital technologies
allow data to be collected across vast networks of businesses. Most prominent is the
Air Miles program operated by LoyaltyOne. The program encourages consumers
to favour certain retailers, products, and services by rewarding them with points
for every purchase. The points can then be used toward air tavel. The Air Miles
database starts with each person’s name and address. It then records each person’s
purchases, and where, when, and how much was spent. After collating this data,
]_,Q}ra[ryong can generate higl‘ﬂj" spizeialized datalises of individuals sorted by their
buying habits. For example, it could generate 1 list of everyone who purchases dog
food. With this list, a dog food manufacrurer could send a brochure and coupons to
everyone on it. Alternarively, the manufacturer could send the same infarmartion by
email (sometimes called spam). Either way, the manufacturer can be confident that
all of the recipients are potenual customers because it already knows they buy dog
food. This is far more efficient than mass media advertsing where 50 1o 73 percent
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of the audience may not even own a dog. Similar databases can be generated by avery
other loyalty program and credit card offered in Canada.

‘These practices have fostered anxiety among Canadians. Although consumers
provide personal data to companies they trust, they are not wiiling to have those
data shared with a third party. This is apparent in the disdain for junk muail, tele-
marketing, and spam. Data sharing is unlikely to stop, hawaver; quite the: opposite,
Facebook has commodified the data its users posr i1 the site to produce one of
the most sophisticated and intensive databases ever created about human consump-
tion practices. The estimated value of the company when its shares went public—
between $75 billion and $100 billion—was based on its ability to collectand organize
personal information for marketing purposes (Avery, 2012). Canadian users were
among the first to realize the consequences of their partcipadon, and a Torante
based campaign encouraged vsers to delere their personal accounts (Lunau, 2010).
More substantially, the federal Office of the Privacy Commissioner investigated
Facebook in 2009 and found its dat practices problematic when assessed against
Canadian privacy law. Facebook subsequently made changes to its global user poli-
cies in response te the commissioner’s repurt (Canada, Office of the Privagy Com-
missioner, 2000; 2011).

Gmglc alan offers services o advertisers. 'l'hl'l'mgh s AdWaonds [ e,
Google will associate specific words or phrases with a specific advertiser’s wehsite,
Then, each time a surfer enters matching words or phrases into the search engine,
the search results will prioritize that advertiser's website. Google can tailar its results
to the geographic locarion of anonymous users based upon their IP addresses and
to known users through their Google log-in information. For example, a lacal pizza
shop can have its ad prionitized for surfers o its area, while a natonal pizza chain
can have its ad prioritized for surfers across the country. Google then bills each
advertiser for every surfer who clicks through from its results page 1o the adver
tiser's website. It is Google's ability to collect, retuin, and analyee data from searclies
and elick-throughs thar raises enncerns for privacy advocates. Anyone who has an
account with Google, and logs in before every search, will have all of his or her
browsing recorded for furure nse. Geogle argues. thar rhis dara is nsed ro improve the
accuracy and quality of tuture searches (Google, 2012). Critics counter that Google
retains an unnecessarily detailed level of personal data on its clients.

Equally troubling is the idea that corporate data systems may not be secure,
Information contained on electronic databases may be divulged by insiders or
hacked by cuisiders, In 1997, the Province of Ontario Savings Bank accidentally
placed its electronic records for 30,000 customers in the public domain — incliding
their names, addresses, phone numbers, account numbers, and social insurance
numbers (Ontario, Information and Privacy Cammissioner, 2000). More rc-ctnil'_r,
prronaps sueh ax Wikileaks amd Anonyimons have demaonstrated their :il'l'llil_l,r 1o ohitain
information from supposedly high-security organizations such as the United States
military and Federal Bureau of Investigaton. Such leaks undermine confidence in
all electronic exchanges,
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The Canadian federal government cooperated with the CMA to develop legisla-
tion governing the use of personal data for advertising and marketing. Both parties
sought positive means to bolster the integrity of these databases and to diminish the
public’s fears. The result of their negotiations is the Personal Information Protec-
tion and Electronic Documents Act (2000, ¢.5), commonly known as PIPEDA. It
requires all organizations to obtain the consent of individuals before they collect,
store, or distribute personal information. Organizations must also ensure their data-
bases are secure from unauthorized use. For example, under PIPEDA all Canadian
periodicals must state whether they sell their subscription lists to other organiza-
tions. If a periodical does, it must let subscribers opt out of the list. It was this law
that prompted the Privacy Commuissioner’s investigation of Facebook.

Although the law did not originally apply to telemarketing, the CMA lob-
bied successfully for its inclusion. Because telecommunications are regulated by
the CRTC, however, the government had to empower that agency to take action
through an amendment to the Telecommunications Act. This passed in 2005. The
CRTC then brought into service a mandatory national “do-not-call list” in 2008
that discourages telemarketers from contacting anyone whose number is registered
(Canada, CRTC, 2007). The CMA now seeks controls on spam, but a disagreement
between the CMA and the government over the implementation of such controls
has delayed passage of the relevant legislation (Geist, 2009).

1l SUMMARY

Advertising in Canada has come a long way from the first newspaper ads in 1752,
The creative content of advertising today is colourful and slickly produced, the tone
is aggressive, and the technology is stunningly complex. Sull, its purpose remains
the same: to persuade the public to buy. Less obvious is the effect that advertising
has upon our public debates and culture. The influence of industry lobbies such as
the ICA, ACA, CPRS, and CMA affects the shape of federal and pravineial law. Just
as importantly, the logic of media buying affects the nature of Canadian eulture as it
is produced and distributed through the mass media.

QUESTIONS
1. What is advertising? Has changed significantly with the advent of digital
media?
2. Who has prompted reforms in the advertising industry, and why?
3. Isself-regulation 1 sound and principled way to regulate the adverdsing indusory?
4. How does media buying affect the content of Canadian radio and television?
5. Why mighr some observers claim thar adverrising is either dead or dying? Are

they correct?
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NOTE

1. Many of the industry associations discussed in this chapter have changed their
names since they were founded. Only their current names are used here.

REFERENCES

Advertising Standards Canada. (2010). Ad complaints reports—Q2 2010,
Retrieved August 11, 2012, from hstp:/‘'www.adstandards.com/en/Standards/
previousReports.asp

————. (2011). Ad complaints reprs—=i)2 2011, Retrieved Augmst 11, 2002, from
http://www.adstandards.com/en/stan dardafadCe anp latnts R-t[‘m VIR AT pe rieud
quarter=2&periodyear=2011

. (2012). 2011 Ad complaints sepore. Toronro: Authar. Retrieved August 16,
2012, from htp//www.adstandards.com/en/ConsumerComplaints/2011Ad
ComplainsReport.pdf

Armstrong, 5. (2000). Magazines, cultural policy and globalization: The farced
retreat of the state? Camadian Public Folicy, 26(3), 369-335.

Association of Canadian Advertisers. (2012). The ACA edge. Retrieved August 11,
2012, from http://www.acaweb.ca/en/the-aca-edge

Avery, S. (2012, February 2). How much is Facebook really worth? The Globs and
Mail, B13.

Canada, CRTC. (2007). Telecom Decision CRTC 2007-48,

Canada, Office of the Privacy Commissianer (2009), Reporr of findings inte: the
complaint field by the Canadian Internet Policy and Public Interest Chmic
(CTPPIC) against Facehook Ine. Ortawa: The Aurhor.

=, (2011). Guidelines: Privacy and online behavioural adverdsing. Rerrieved
August 11, 2012, from htp/fwww priv.ge.casinformation/guide/200 1/gl_
ba_1112_e.cfm

Canadian Media Diirectors’ Council. (2008). Components of net advertising revenue
by medium, p. 14 in Media Diges: 08/0%, Toronto: Marketing Magazine,

. (2011). Met advertising valume, p. 14 in Media Digest 2011712 Torento:
Marketing Magazine.

Coté, L. and Daigle, 1.-G. (1999). Publicité de masse et masse publicataive. Ottawa:
Presses de 'Université d"Ouawa.

Faman, B, (1994}, {hannels rgf':':q‘)umrr. Toronto: University of Torentn Pross.

Elkin, ¥, (1973). Kebels and colleagues. Nontreal: MeGill-Crueen's University Fress,

Facebook. (2012). Facebook adverts: Case studies. Retrieved January 25, 2012, from
hetpu/fwww facebook. com/advertsing/?campaign_id=402 04744918

Geist, M. (2009, 16 October). Canadian Marketing Assocation attacks anti-spam
bill. Retrieved August 11, 2012, from hup//www.michaelgeist.co/content/
view/d4463/125/4.

15y 212



L

170 Port II: Media Regulation and Policies in Canada

Google. (2012). Privacy policy, 1 March 2012. Retrieved March 18, 2012, from
http://www.google.com/intl/en/policies/privacy

Johansen, P. (2001). Professionalism, building respectability, and the birth of the
Canadian Public Relations Society. Journalism Studies, 2(1), 55-71.

Johnson, B. (2011, April 25). Agency report 2011, Advertising Age, $2(17),
p- 24.

Johnston, R. (1997). The emergence of broadeast advertising in Canada, 1919-1932.
Historical Journal of Film, Radio, and Television, 17(1), 29-47.

. (2001). Selling themselves: The emergence of Canadian advertising. Toronto:

University of Toronto Press.

. (2007). “Partisan politics, market rescarch, and media buying in Canada,
1920.” Journalism & Mass Communication Quarterly, 8§3(4), 917-932.

Leiss, W., Kline, S., Jhally, S., & Botterill, J. (2005). Social Communication in
Advertising, 3rd ed. London, UK: Routledge.

Levinson, J. C. (1985). Guerilla marketing. Boston: Houghton Mifflin.

Lunau, K. (2010, June 3). Facebook update: I quit. Macleans.ca. Retrieved August
16, 2012, from http://www2.macleans.ca/2010/06/03/128651

Mattelart, A. (1991). Advertising international (M. Chanan, Trans.). London:
Routledge.

Newspapers Canada (2012). About us. Retrieved January 17, 2012, from www.
newspaperscanada.ca/about-us

Ontario, Information and Privacy Commissioner. (2000). 4 special report to the
legislative assembly of Ontario on the disclosure of personal information by the province
of Ontario Savings Office, Ministry of Finance. Toronto: Province of Ontario.

O'Reilly, T. (2005). What is Web 2.0? Retrieved August 11, 2012, from www.
oreillynet.com/pub/ a/oreilly/tim/news/2005/09/30/what-is-web-20.html

Rankings, The. (2006, June 19). Marketing, 111(22), 29-34.

Ries, A., and Ries, L. (2002). The fall of advertising and the rise of PR. New York:
Harper Business.

Robinson, D. (2000). The measure of democracy. Toronte: University of Toronto
Press.

Rumack, L. (2002, 11 July). Presto! You're cool. Now Mugazine. Retrieved June 1,
2005, from http://www.nowtoronto.com/issues/2002-07-11/news_story6.php

Smythe, D. (1981). Dependency road: Comwrunications, capitalism, consciousness and
Canada. Norwood, NJ: Ablex.

Williams, R. (1987). Advertising—The magic system. In Problems in materialism and
culture (pp. 327-335). Londen: Verso,

Zyman, S., with Brott, A. (2003). The end of advertising ar we know it IToboken, NJ.
John Wiley & Sons.

16/ 212



NOTES:

12

17\ 212



15

Advertising to Captive
Audiences

It will work. I am a
marketing genius.

Paris Hilton

No matter how optimistic (and opportunistic) you might be about advertising,
it's possible that you have limits on where you think ads should be shown, I3 a
bathroom stall okay? What about the tray-tables on airplanes? Whal aboul in
a jail - where someone is arrested and waiting for bail and doesn't have a lawyer?
Or how about on students’ exam papers? (History brovght to you by Tony's
Pizza!) All of these examples actually exist.

If people don’t have much of a choice about secing the advertising — if they
really are a captive audience — does that make a dilference (o how you leel
about the issue? When the airplane captain tells you to fasten your seat belt
because you're about to hit turbulence and you're illogically straining your
brain, looking toward the cockpit, trying ta will the plane into smoath sailing
skies, do you really need to see an advertisement for Advil at that moment?
And, if you had seen the ad, wrmld you B mowws inelined o buy a botlle onee
you have landed safely? The Mollowing essays argue maybe, and then again
maybe not!

Advertixing and Secieiy: An Infroduchion, Bucomd Edition, Bdited by Uarel J. Mardun,
© 2014 John Wiley & Sons, Inc. Published 2014 by John Wiley & Sons, Inc.
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Both authors discuss the validity of the concept of “captive audiences” becanse
advertising is ubiquitous and so, in a sense, we're all captive to all advertising
all the time. But, still, it seems that in certain situations the appropristeness of
advertising is questionable. This issue has been debated for years in the context
of school. Some estimate that about a third of middle and high school students
have access to Channel One - a short news show that is geared toward
teens — and, subsequently, advertising in the school. Sinee Charmel One's inlre-
duction over 20 years ago, the concept has been smbirniled] in conlroveray =
mostly because of the embedded advertising. Same research has indicated that
the students watching the program in schoei remember the ads more than they
remember the news segment. (If vou're interested in learning more, check out
the website at www.channelone.con.)

It's easy to say that the commercialization of schools ia a bad thing, but as
school budgets shrink, it might be hasder to persuade a teacher, ITa math eacher
has a choice to pay for the paper himself or herself in order to print out an exam,
or let Gatorade cover the cost, what's the harm? Maybe school buses wrapped
in messages from Starbucks would provide additional funds to hire bus monitors
to make a stindent’s biis vide to school safer

Just aboul every captive place where advertiaing oceura (or has the podential
to oceur) creates a controversy that eventually can be boiled down to the issue
of whether the funds generated by the ad are worth the hassle [if there is one)
of being exposed to the ad. Which argument wins the day? You decide

Ideas to Get You Thinking . . .

Next time you go to the airport, take node of all the advertisements you see.
What are the products being advertised? Do you think the aivertisers have
pushed the envelope too far? Why, or why mot?

Think of a place that you regard as totally oflimits to advertisers {e.g. a
funeral home, a church nursery). Descnbe the place and explain why you
think it would be irappropriate. Now do some research and see if what the
advertisers think. You mighl make a visil, lalk o someane who works at
the “off-limits” location, or see whar you can find by doing some orline
research, What did you discaver?

(o to a public place and set a tineer (one hour would he appropriate ). Make
a list of all the advertising yon can see withoul moving, Whar have you
ohserved 7

Other Topics to Debate

W an all apdree o areas Uial should e wolally oflimils o advertises,
Advertising should be limited in places where a person feels stress (such as
airplanes, dentist offices, and tax auditors' ciices).
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3 While advertising should not be off-limits anywhere, certain kinds of adver-
tising should be (such as humorous ads in cemeteries, for example).

4 The only way to cut down on advertising clutter is to require advertisers to
limit their advertising budgets.

If You'd Like to Know More . . .
Blank, C. (2007). The newest ad frontier: alrport security lines. Advertising Age T8(10):
439

Phillips, J. and Noble, 8. M. (2007). Simple captivating. Journal of Advertising 36(1)
81-94.

Worsham, A. G. (2009). Presidential elections in the public schools: A frame analysis of
the eoverage of presidential campaign seasons on Channel One TV. Paper presentad
at the Annual Meeting of the International Communication Association, Chicago,

May 20.

> < Argument

Why advertising is acceptable
(almost) everywhere

Angeline G. Close

University of Texas, USA

Without doubt, marketing and advertising can vverstep its bounds, Some bad
apples can ruin the bunch; however, the majority of marketing communications
do add value to peoples’ lives. Advertising and marketing are inereasingly out
of the home (OOH) because consumers are spending less time at home, Consum-
ers are mobile, on the go, on soclal medls, connected, and often unwllling to
take the time to slow duwn (v absorb lraditional advertising Hence, by reaching
consumers — and perhags in e process sdoeating or enteriaining aem - whils
they are out living Tife, wlverti=sems are ml.u:pl.ing [TH) r_'limlt{ﬂs i e rn consumer
behavior. Event marketing and sponsorships are an example of newer forms of
marketing communication that not only get this point, but embrace it. Advertis
ers are not holding consumers hostage; they are entertalning, cducating, and
providing a social backdrop to modein consumer lifestyles.
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While some may argue that advertising takes advantage of unknowing, trapped
consumers, I hope to convince you that advertising is a good thing, The macra
effects to local and global economies alone could be enough evidence to support
the value of advertising. Throughout the past century, the advertising business
model has been an engine of creativity for consumers and success for busi-
ness markets. Achievements in television and radio programming are mainly
financed by ad revenue. The same is true for the wide varety of corporate wel-
sites, social media sites, events, consumer blogs, apps, and magazines/c-znes
that circulate worldwide. In the twenty-first century, modern marketers are
desperately seeking ways to seamlessly intcgrate advertising, events, and spon-
sorships into consumer lifestyles, in order to reach a fragmenting audience that
is increasingly out of the home.

As an author, researcher, and marketingadvertising educator, my goal 1s
usually to present a balanced, nonbiased view of bath the pros and cons of adver
tising, event marketing, and their impacts on consumer behavior both online and
on the ground. Thus, I appreciate the premise of this bock, as the counterargu-
ment provides an important side to the acceptahility of advertising - when it
oversteps its bounds oF venmres to "the dark side” of advertizing.

Here, 1 provide evidence for the argument that “Advertising 1s acceptable:
anywhere,” within the context of the United States. Advertising is beyomd
acceptable - it is necessary, and it enhances the business market. The most
compelling argument for why advertising is necessary is its economic benefits.
Advertising is asmart business eompoeneni and sparks global awarencss beease
it promiotes capitalism, enldances he econeimly, dahd protides fobs. Aside from
macre benefits, consumers can learn, laugh, and reinforee ego, statussceking,
and even extend the self (Belk and Pollay 1985).

It is imperative ta note that advertising has hoth intended (often positive )y and
unintended (both positive and negative) effeds on consuners and sociely., IL s
often these unintended effects or misuse of advertising that lend to advertising
resistance. So we must be careful to separate the issue of advertising’s accept-
ability from the broader market's acceptability. That is, if you believe that
cigarette advertising ig unaceeptable, consider if the broader issue is that the
product (vigarelles) or the surrounding market is what is actually resisbed.

Hence, In this essay, I first discuss advertising's economic benefit, because that
is the most macro beneflt, and one that may trickle down to individual households
and consumers. Second, | disenss advertising and its henefit ta cansumers. After
acklressing bodh the macro aod conswner enefits, Tihen excplain how advertising
i A social backdrop, Althodgh advertiaing i aceeptable - i brings bisiness,
consumer, and socictal benefits - advertising is, and should be, subject to con-
sumer resistance. Thus, | note two arens of risk to the feld of advertizing - privacy
concerns and attitudes of resisance. Some consumers resist markets o too
mueh advertising - especially when they perceive it to be invasive or a threat (o
their privacy (underatandably so), This, Tadd 1o the diseussion of the counterar-
gument (why advertising is not necessary) by including a plausible explanation
of why consumers do not see its value and resist advertising in its entirety,
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Advertising anywhere: Economic Benefits

Advertising and Competition
Advertising Promotes Competition

Why limit advertising opportunities to traditional media, when consumers spend
and consume virtually anywhere these days thanks to technology? Advertising
helps the economy by reinforcing competition. One of the beauties of capitalism
is the notion that competition can drive up quality in the market. This applies
to both goods and services. The competition between Coca-Cola and Pepsi is an
excellent example of this. Since the 19508, Coke and Pepsi have doiminated the
cola market by continuing to be in competition with each other. Since Coke and
Pepsi can easily duplicate each other when it comes to packaging, placement,
and even ingredients, the main focus of their differentiation in the market is
their advertisements - and where they market. Pepsi started with their advertise-
ment. campaign on the “Pepsi Generation™ while Coke used advertisements that
claim to be superior in taste. Pepsi then responded with the “Pepsi Challenge”
campaign — a guerilla marketing campaign that asked cola drinkers to take a
blind taste test of Coke and Pepsi and choose which one tasted better — and so
the cycle continues. Each company continues to improve its product line, pack-
aging, and advertising because of its competition with the other (Yoffie 2007).
And both companies realize the value of taking their marketing to the streets.
No one was forcing consumers to take the Pepsi Challenge - it was fun, interest-
ing, and an experience people lined up for.

Advertising and the Economy
Economic Contributions

The more places to advertise (e.g., in cabs, subways, even (oilets), the belter,
when you consider the economic benefit. Advertising enhances the economy.
Since 2000, advertising has continuously stayed at approximately 2 percent of
the nation’s GDP, which was approximately $15 trillion at the time of writing
(Galbi 2008; US Department of Commeree 2011). That means $300 billion of the
nation’s GDP is a direct result of advertising. With this in mind, do you still find
the ad in the airplane really bothersome?

Further, advertising revenues can predict economic trends, The argument is
that advertising revenue increases when the US GDI increases. Although the
current GDP and advertising revenue are on the rise, it is important to note that
the media outlets of advertising are changing { Kantar Media 201:3).

Advertising Provides Jobs

In eonjunction with enhancing the cconomy, advertising stimulates demand and
provides employment to thousands in the media, creative, and accounting fields,
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Today, about 30 percent of the global job market belongs to the marketing and
advertising industries (Christ 2012). This trend most likely will continue, as
advertising and marketing remain popular majors. These students, like you, will
help shape the future of the field as you progress in your careers

For careers, it is crucial to understand the necessity of advertising - almost
anywhere, both locally and globally, and the globalization of jobs due to virtual
agencies, Virtual ad agencies are teams of industry experts that collaborate virmi-
ally, rather than having a physical bricks-and-mortars thaditional ad ageney with
overheads (Finney and Close 2008). Virtual sgencies will allow the field o
provide employment regardless of physical location, thus opening up the playing
field. Advertising, in sum, helps the ecoromy by hedging capitalism and opening
job markets. These benefits of ubiguitous marketing trickli down ta indivi dual
households and consumers.

Advertising anywhere: Benefit to Consumers

In addition te ita aftrementionad maceo benefils (o e ceonomy and joly croa-
tion, advertising alao holps s as consumers in both atilizaian and hedonie wags.
It provides information to enhance our awareness of new products, seTvices,
and brands, not to mention providing us with entertainment and escape.

Advertising s Accepted in "Captive™ Spaces

Note that capiive spaces do noet include corporate sponsored cvenis (these
events will be addressed later). Although these audiences are also in 2 captive
space, the audiences at. thesa events are there for the actual event and therefore
wre nol focused on reading text or actual advertising. In conlrasd, caplive space
advertisements appear in transit places, where people are normally waiting for
or traveling to a destinadion,

Others may critique the field for taking advantage of consumers who are on
the go — say in a eab or airplane, at an event, or waiting in line. Yer, this is justc
snarl exposure. Adveriising in caplive spaces and ansil media is acoepled
such places as airplanes, subways, buses, and raxicabs. According to Bura RECG
4D (a digital marketing agency), “consumers sesmlessly navigate from aware-
ness o prirchase to advoeacy at their (often quick) pace, and they expect ther
hrands to do the same” (Springer 2000). Advertsing in captive areas has become
atandard and 14 not only aceepted by consumers, but convenient and helpful.
Most recently, digital adventisements were placed in New York City's subways
to keep consumers interssted and to customize advertizemaents to the lecation
and times of the subway {Donohoe 2002}, This is helpful, and the corsumer ean
always tune it out, as some rightfulls choose to do at times.

Consider these sueeess storkes of advertksing in o captve aren. The fivst
example is a successful campaign from Volkswagen in a subway station, The
campaign goals were to show the ecoanomic side of Volkswagen, So their agency
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turned the stairs that led to a subway station into a keyboard in order to
promote the use of stairs over escalators. The staged event was recorded and
became extremely successful online (Taylor 2009). The campaign, referred to
as “The Fun Theory,” went viral and is available to watch at YouTube (Fun
Theory 2009).

A second success story involves taxi advertising in general. For taxi advertis-
ing, research has found that most people see taxi advertising often or very often,
and more people tend to like it than dislike it. They also help reinforce brand
recall and recognition (Veloutsou and O'Donnell 2005). This includes external
taxi advertising (taxi tents and autowrapping), and ads in the back of the cab
for travelers to see. These work especially well for destination-related products
and services. In Las Vegas, these cab ads can let tourists coming from the airport
know what shows are in town, where the dinner hotspots are, and other tourist
attractions, Again, the ads are not holding consumers hostage — just informing
them about opportunities they may be interested in.

Advertising as Product and Brand Information
Advertising Educates

Advertising, in its informative state, can educate. Advertising “educates buyers
about the quality of matches” and about “relevant technologies” that help them
make informed choices about their purchases and their environment (Meurer
and Stahl 1994). Further, advertising also educates the government about
company products, business plans, and personnel (Meurer and Stahl 1924). In
addition, advertising also can enhance brand image.

Advertising Enhances Brands

Advertising provides information, and “plays a pivotal role in increasing brand
awareness as well as creating strong brand association” (Yoo et al, 2000), Un
being exposed to such advertising, consumers begin ta learn about what they
may later demand. As an example, consider the last time you saw a prescription
medicine advertised. Has it ever sparked vou or a loved one to seek medical
attention or more information on svinpioms nated in an ad? Direct-to-consumer
(DTC) advertising (i.e., ads for pregeription-only medicines going directly to the
consumer) may inform consumers of an unknown health ssue, With the advent
of DTC advertising, even the pharmaceutical industry plans integrated commu-
nication strategies around creating awareness of discase or health conditions.
DTC advertising may ralse doubt about unintended consequences (eg., sell-
diagnosing, dector-patient condlict), but these may be outwelighed by iis alerting
someone (o seek medical care for a health problem.

Of conrse, DTC ads often tout bramded solutions, Branding s a helpful way
for conswners to identify and process service and produet information. Product
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knowledge allows the consumer to distinguish between competing brands (Ray
and Cornwell 2004). For a consumer to consider purchasing a product, iw or
she must possess some product knowledge — and often this stems from advertis-
ing. Advertising can activate product knowledge. Consumers interpret product
information based on knowledge they activated during comprehension (Lee and
Olshavsky 1994). Furthermore, advertising and coexisting product knowledge
influence consumer behavior (e.g., Brucks 1985; Alba and Hulehinson 1657; Kim
et al. 2008). These studies find that a consumer’s level of prosloct kooewledde and
involvement influences his or her information-processing (from the ad or the
product experience). Consumers often evaluate the value of high-involverment
products by concrete attributes that satisfy utilitarian needs (Park and Moon
2003). A basic informational ad can help communiears the amribubes tar salisly
the consumer’s utilitarian needs.

An informational ad ecan aiso enhance consumer attitudes towards a brand.
Consumer research indicates a mere exposure effect; that is, as a consumer
becomes aware of a product (eg., via advertising), his or her attitude toward
that product becomes more positive (Zajone and Markus 1982). Advertising,
sponsorship, and cvent marketng may betler aquip tagel consumers with ml-
evant infermation, feellngs, and expericnees that ean inereass teir knowledge
about a sponsor’s brands in an expesiential fashion (Pine and Gilmore 1895).

Advertising Entertains
Advertising s Entertainment

Enterainment refers tn the extent that experiences {e.g., walching a sporta
prograim) are enjoyable. Entertainment is impoitant, bécaiuse a consuiner’s per-
ceived entertainment level may transfer to his or her assessments of the ad or
brand advertised during the program, Ouiside of the home, entertainment favo-
rably influences attendee attitudes toward an event, which may transter to the
sponsor (Close et al. 2006, It is a good idea to expose consumers to ads under
favorable conditions where there is enthusiasm, excitement, and enjoyment, so
that aronsal and awarcness are heightened.

Advertising as Humaor

Humaor in advertising persuades consumers 40 have positive atitudes toward
advertisements, which can often transfer to the brand (Zhang 199683 Humor in
advertising also increases consumer attention and comprehensicn of ads (Wein-
berger and Gulas 18982), This belicl has grown popular over the years and it may
be hard to find an advertiserment that does not use humor. Think of your favorite
television commercial. Does it bave a talking shark in a focus group? Or Betty
White petting tackled? Or a baby trading siencks on his iPad? Likely, the md that
you call your favorite is memorable because of a humorous element
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Advertising anywhere as a Social Backdrop

Again, the main reasons that advertising is acceptable - almost anywhere - are
that it enhances capitalism and that it informs consumers while heightening
awareness. Ultimately, there is a more aesthetic reason that advertising is accept-
able. Advertising is a social backdrop to our everyday lives. At the same time,
advertising leverages live events in society via sponsorship investments and
event marketing investments.

Advertising serves as eye candy, for brand logos and models showing the
latest fashions and designers are alluring images. Perhaps the next question is
to what extent these images beautify an otherwise dull space, juxtaposed against
the way in which they overshadow natural beauty and produce excess waste
in the environment. Advertising may bring some aesthetic value to an area, or
offer a place to provide information to someone outside the home. In this way,
when it is done tastefully and in accordance with industry and community
standards, advertising serves as an artistic backdrop to our lives.

In modern US society, advertising is acceptable — even expected — almost
anywhere. From advertising in toilets (yes, toilets), on grocery carts, or on
parking spaces, advertisers are constantly thinking up new ways to reach con-
sumers with brand messages outside of the home. Today, the sky is literally the
limit for OOH advertising and continues to increase in popularity and in advertis-
ing spending.

There are few limits to where advertising is acceptable in the United States
and other Westernized, brand-oriented cultures. This is partly because of adver-
tising's emerging role as a backdrop for our society. Advertising provides art and
information, and it can even spark creativity in one’s mind and soul. Advertising
sparks ideas and dreams, and encourages us to take the next step (e.£., toward
education, learning, listening to music, computing, etc.).

Event Sponsorships

Reaching consumers through event sponsorships is an accepled means of adver-
tising, and consumers tend to appreciate that a corporate sponsor is helping
host their experience (Close et al. 20066). If a corporate sponsor is successful at
pulling off a great event, then the sponsorship will maost likely be accepted.
These days most people expect thal companias sponsor major sporting, coliural,
or charitable events. They =ew event sponaomship a3 a positive beeanse it
decreases the cost to the participants (Murphy et al. 2011). Again, this is smart
marketing. People who attend an event are invested in the actual event. The
sponsor makes the event possible for this invested audience and, therefore,
has a low risk of being perceived negatively by the audience (Close et al. 2006).,
For a spoiaorahip o e succensatul, the brand touch points need to be articulated
threughout the entire event — and this can be virtually anywhere from a cab to
the event to a mobile site to recap the event.
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Whether advertising is acceptable is worthy of debate because of its evolving
roles in contemporary society, culture, and interpersonal and family relafics-
ships. Advertising can reinforce socially and culturally accepted nomms.
Advertising sparks consumption, which is an active force in the construction of
culture (Wallendorf and Arould 1991). In special events and gift markets, adver-
tising plays an extremely important function. In the United States, gift-giving is
a common ritual, accounting for much of holiday spepding. Corpaorale America
appears to play an increasing role in the consumer eultury hial is assonsialed
with advertised brands and fashions. Furthermere, advertising can help consum-
ers learn about politicians (if they can see through the attack ads). Some forms
of advertising, such as political advertising, are a source of resistance to consum-
ers (Holt 2002).

Advertising Resistance and Market Resistance

Despite the macro and micro benefits of advertising, there are some unintended
potential effects of ndvertising anywherc. While my objective here 15 to point
out why advertising is acceptable almost anywhere, 1 do have some concerms
regarding uncthical advertising Exploltive ads or ads that speak to vulnerable
populations (e.g., children, the eldexly, the poor) are the mcst notable. Oiher
times, advertising is blamed for a materialistic society or even one that is too
fat (as in the movie Super Size Me (2004)) or too thin, Of course, my premise
is that responsible advertising, which abides by industry standards, is acceptable
almost anywhere and s necessary In the capliali=tie market system in the United
States, However, resistance to advertising and marketing is a concem to the
field, as the field depends on comsumer attitudes and hehaviors toward adver-
Lised goods and services,

Market Resistance

While advertising provides us with the many benefits mentioned earlier, some
consumers resist advertising in more captive places ar OOFL More specifically,
resistance occurs after too much or poor adverlising, because of a lack of
perceived need (Rumbo 2002). This key challenge to advertising (and privacy
concerns) is the notion of market resistance. | suggest that the field exaccrbates
the resistance by focusing on behavioral rather than atfitidinal resistance,
Market resistance, as 1 aee b, enlails o behovioral apposilion to sleveolgped
stadus quu behaviors and rituals,

Voluntary Simplicity and Advertising

Sometimes consumers do not want fo see ads = they want to uze their tune in
a cab time or on a fight for some peace and quiet, Voluntary sunphicity, intro-
duced in 1936, has remained a topic of interest o advertisers (Leonard-Barton
1981; Belk 2001; Craig-Lees and Hill 2002; Shaw and Newhaolm 2002; Zavesroski
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2002; Close and Zinkhan 2009). Voluntary simplicity manifests itself in a set of
behaviors indicative of a selfsufficient, low-consumption, and economically
neutral lifestyle (Leonard-Barton 1981). It entails self-determination, material
simplicity, human scale, personal growth, and ecological awareness (Elgin 1981).
With this trend, consumers resist the dominant markets (i.e., advertised markets)
for a simpler, often more intimate solution (e.g., trading, making a product)
(Close and Zinkhan 2009). Market resistance may be associated with a shift
in the sphere of exchange and consumption from the traditional marketplace to
the virtual marketplace and the home.

This is important to explore as it relates to advertising. It would make sense
that those seeking voluntary simplicity would avoid and resist traditional adver-
tising efforts as well as OOH or captive approaches. Traditional advertising
is not acceptable to everyone; however, most consumers do not seem to mind
sponsorships, promotions, or other less invasive approaches. Invasion and
privacy associated with some traditional or online advertising are legitimate
concerns for consumers.

Privacy Concerns and Advertising

Further, technology can fuel resistance toward advertising, as some online con-
sumers feel that mobile advertising is too invasive and violates privacy. For
instance, some free apps on Facebook and other social media sites sell informa-
tion to advertisers. This is usually set out in the terms and conditions, but of
course most consumers do not read these lengthy legal disclaimers. Thus online
consumers are exposed to privacy issues in a previously unknown way through
applications embedded with emerging marketplace technologies. Since the
mobile phone network is still a relatively new advertising medium, the effects
of purportedly invasive applications remains inconclusive, and more research is
required {Labrecque et al. 2011; Markos et al. 2012).

Advertising as a field evolves constantly with developments in technology.
This is good for the field, and eventually for consumers; however, resistant atti-
tudes and behaviors have been noted as a result of privacy and security concerns
related to Internet and mobile advertising and cyberidentity theft (Close and
Zinkhan 2006). For resistance to diminish, consumer trust must be regained at
the intersection of business, advertising, and technology. Changing from doing
things on paper to doing them online is a huge change for businesses and con-
sumers alike, and consumers are resistant to change. S0, some may claim that
advertising, or more accurately overadvertising, is nol paricolarly necessary,
As macro marketing experl W. L. Wilkie (2012) has said, “Ii can also oversiep
its bounds, but in general brings wonder and real improvements to peoples’ daily
lives.” Hence it is important.

Advertising (almost) anywhere Is Important

In canclnsion, despite resisted aspects of advertising and marketing, T reinforce
the peind, thal adveriising Calmost) anywhers is important, 0 the sconomy amnd
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to you as the consumer. Meanwhile, it serves as a social backdrop that can he
aesthetically pleasing and informative. If consumers resist traditional advilis-
ing because it is disruptive for programming, consider incorporating event
marketing and sponsorship into a communications strategy. This is especially
effective when the event attracts enthusiastic and active people in a domain that
is synergistic with the sponsor (Close et al. 2006). Advertising and live event
sponsorship presents a synergistic way to engage the cenaumer, eapecially when
the sponsors create value for the consumer’s benefil.

However, consumers can be especially sensitive to any sense of corporate
invasion of privacy or security. Advertisers face key challenges regarding privacy
(e.g., how to maintain security while publishing GPS-based ads) and consumers’
advertising and market resistance. With aulvancaments in techinology and in the
field, advertising may strengthen i3 alalus nal only a8 an ecosomis #imilos,
but as something that helps bring live events t an audience, improves our lives,
and makes us laugh - and laughter is always necessary.
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Counterargument <

Who wants to be held captive by
advertisers? Not me!

Charles Pearce

Fansas State Universily, USA

Al the end of 2 shorl bul wearying Fanily Leip, T was g very longd line going
through AlFPOrt sccurty at 5.30 in the morning at the Nashville alrport. The four
of us - all in separate lines - got to the metal detectors, the conveyer belt, and
the sterm-looking uniformed staff, and [ picked up one of those plastic tubs in
which o emply my pockets, place my belt, my iPhone, and my shoes, Tt wasn't
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until I had cleared the conveyer belt, the metal detector, and the body scanner
and was putting things back in my pockets that I noticed the ad at the bottom
of the tub. The ad was printed on the paper sanitary protection placed in every
tub. Sitting down at a row of chairs to put my shoes on, [ looked up, and there
across the wall opposite me was a row of poster ads, aimed directly at people
trying to get their shoes back on.

There were four people in our party, and no one except me remembers even
seeing the ads. I remember seeing them because 1 was livid at having an ad
forced on me in a high-stress situation when [ was trying to make sure that I
was reunited with my possessions and no longer had to walk through the airport
in my socks. Here's the thing: I remember there being ads, but I' can't remember
what they were for.

The question being debated is whether or not it is appropriate to bombard
people with advertising in environments where they don't have the freedom to
ignore the advertising. Three words jump out at me from that question: “appro-
priate,” “bombard,” and “freedom.”

Is it appropriate? Or, to ask it the other way around: Is it inappropriate to
bombard people? Any measure of what is or isn’t appropriate shifts and changes
such that what is inappropriate at one time is, if not appropriate, acceptable at
other times. This is especially true in advertising where, for instance, at one
time it was considered inappropriate to use the word “period” in feminine
hygiene ads, and models for underwear and foundation garments in TV ads
wore them on top of leotards because it was considered inappropriate to show
them next to the skin. When it comes to showing skin and lace, advertising has
long been held to a different standard than, say, the daytime television pro-
grams that carried the ads. And the debate over the appropriateness of adver
tising sugar-laden breakfast cereals, fast foods, and toys to children has yet to
be resolved.

“Bombard” is a word that can easily be applied to all advertising. Ads are so
much with us these days that, for the most part, we hardly even notice them.
I've always been amused at statements by textbook writers and pundits who say
that Americans are exposed to some 600, 3,000, ar 10,000 (ar whatever number
has the most shock value) advertising messages a day, I'm amused because [
don’t think anyone has a way of really knowing. Try counting the ads that you
see in a day, and you'll probably grow tired of the exereise after a few minutes,
or simply forget. There's little deabt that advertising is pervasive, but much of
it goes unseen or unregistered by people,

Clutter in advertising is nol only @ problam for consumers as they are bom-
barded with sheer tonnage of advertising; It Is a huge problem for advertsers.
The conventional wisdom says that the more ads an advertlser has out there,
the more likely the ads will be seen by a good proportion of the target audicnce,
at the least cost. That's the double punch of reach and (requency. Bul, as Adver-
tiser A ralchels up reach amd Mequency in order W rise above the cluliern
Advertizers B, C, and D are ratcheting up their reach and frequency o rise above
the increased level of clutter, which causes Advertiser A to escalate, which leads
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to more clutter. In other words, advertisers fight clutter with more advertising,
which, of course, increases the clutter,

Given this barrage of advertising, people are simply awash in it and it has
become background - a continuous white noise, as it were, People have leamed
to tune much of it out — unless, that is, it is intrusive to the degree that it stands
out from the background noise of competing messages or media contenr.

The intrusive nature of advertising has been complained abour, probably for
as long as there's been advertising. Advertising intermipta our television pro-
grams - even on channels that are subscribed to, such as on cable or satellive
TV. For every page of editorial material in most consumer magazines there are
at least two pages of advertising. Commercial radio interrupts a steady stream
of music or talk. Even music delivered through the Intermet thiough services
like Pandora, are interrupted oceasionally by commercial measages — unless the
listener pays to upgrade from fiee aceess to the subseription version, Highways
may be less cluttered with billboards than before the Highway Beautification
Act, but outdoor boards are still very much with us. Early adopters of the World
Wide Web decried the day that the web went commercial, and it didn't take long
before the Weh was picked with ads. And 5o it gocea, Anytine a new medium
arises, adveitiacrs are among the first to try to exploit it

Commercial message avoidance has becomre routine with television viewers.
The remote control was the first device that allowed viewers 1o conveniently
skip channels when the commerrials came on, Viewers used the remote to cycle
through the channels during the commereial, and it beeame a game (at leasi for
me) to judge how long to pause on each channel to get back to the ariginal
channel just when the program retumed, With DVRs becoming more commen,
people find that skipping conunercials is easier than ever, sither by fast-lorward-
ing, or skipping over them. Some advertisers have attemptad to defeat the fast-
Torwarding by keeping the logo slationary on the sereen (hrough e comanereial,
Even if the viewer skims the commercial by fast-forwarding. at least the logo
geis seen. There Is some speculation that viewers' attentlon to skimmed mes
sages may be heightened as they walch for the commercials to end.

Ome key to underatanding audence members’ avnidanee response o intmsive
advertising on lelevision is in Qe name of Uw device tat they bave adopbed o
counter it - the remote control. The operant word is “control.” It is the netwarks
and adverilsers thai conircl when commercials interrupt our television pro-
grams. Peaple don't like intrusions, and they want control. The power of eontral
over the media being conaumed is often manifested in who controls the remote
control. Many televisions these days ean't even be operated without the rinote,
thus giving the one who controls the remote the power to control the medium.
Take that, advertisers!

Dut we all know that this control doesn't give us the power to controld all of
the advertising coming at us. After a while, trying to skip the commercials
beeomes like work: it takes constant vigilanes and ready necess to the remete,
30 most folks give in and let the commercials simply wash over them agafn.
Advertisers know that, and know that winle consumers may be able to duck
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some messages, they can't duck them all - if, that is, there are enough messages
out there,

The so-called new media have become advertising-laden, as iPod and iPad
apps carry ads to keep the apps low-cost or even free. When Apple launched the
App Store, it announced that the apps could carry advertising, called iAds. Apple
sells the ads and keeps 40 percent of the revenue, the remaining 60 percent going
to the developers. At the time, Apple was looking beyond simple banners toward
“totally immersive and interactive” ads within the apps.

Computer game developers include ads to generate revenue, but also because
they think the ads give the games more of a sense of realism. Or, to look at it
another way, advertising is so present in our world that a computer or video
game wouldn't look realistic unless there are ads in the background. A new
category of advertising has been created called “advergames.” These are games
that are offered free online, especially on social media sites, such as Facebook,
which generally revolve around a product or service being advertised. Before
one can play a popular game like “Farmville” on Facebook, for instance, the
player has to agree to give up all of the information in his or her personal profile,
including profile picture, gender, networks, user ID, list of friends, and any other
information they have made public. Ads for products or services targeted at
people with certain kinds of interests shown in their profile will soon appear on
their user page.

Ads have even been placed above and inside urinals in public restrooms. Los
Angeles County has proposed selling space at the public beach, such as lifeguard
stands, trash cans, and volleyball nets - even allowing (paying) companies to
stamp their logo in the sands. And, of course, nearly every professional sporting
event is sponsored by advertising, and ads surround the fields of play - some
are inserted electronically so that people watching the event at hame will see
ads directed at them, while the people in the stands see others.

The Internet is certainly not free of ads. Banners, interstitials, pop-ups, pop-
unders, overlays, audio on web pages that starts when the page opens, adware,
cookies, and so on are prevalent on the Web. Pop-ip blockers ¢ome built in to
most web browsers these days, but advertisers quickly found a way around that
with pop-unders - ads that appear below the browser window and are seen only
when the user closes the window. Banner ads are animated so that they are hard
to ignore while they insistently bounce or flash or jiggle, The search engine
Google makes most of its money with advertising and tracks users to check their
browsing history and gather information that. may be useful to advertizers.

And it wasn't long after email went public (as opposed w0 baing channels used
only by universities and government agencies) that email inboxes began filling
up with unwanted ezl sdvertizing, otherwise known a2 “spam,” Compounding
people’s aggravation with spam is the dubious nature of many of the products
or services being offered. Almost as soon as one's spam-blocker or filter is
trained 1o look for certain pattems of language o cortaln keywords, the “spam-
mers” find other ways to sncak through.
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In short, instead of trying to count all the places and ways that advertising is
aimed at us, we would find it easier to think of places where ads are not. Fiw
places come to mind where one is not confronted with advertising. What about
churches, you ask? Some churches have found that they can offset the cost of
printing the service bulletin by including “safe” and “noncentroversial” ads.
What about schools? Schools have become prime targets for advertisers. Some
even offer free educational programming to the schoeis in return for allowing
advertising into the classroom. Kids are so brand-conscious that even if ads n
schools were banned, logos would show up anyway on apparel, backpacks,
lunch boxes, notebooks, and so on.

Universities are not above selling ad space inside student unicns, on informa-
tion boards, kiosks, and other high-traffic areas. Ads are =old on concert. and
theater programs, museum guides, and anywhere o Iogo of Mmessnge can be
printed. Sporting teams are often sponsorced by athletle apparel and footwear
companies, such as Nike and Reebok to the extent that many teams have agree-
ments to use the goods of one company only. Many universities are “Coke
campuses,” while others are “Pepsi campuses,” as universities enter into exclua-
sive agreements to allow only ore: brand or the other to sell and vend on canmpus,

To ask the question again: Where can one 2o to completely eseape advertisng?
The enly places that come to mind are deep wilderness, or the middle of an
ocean (not on a cruise ship, of course). The bombardment is so continuoas and
s0 ubiquitous that one finds it challenging, if not impossible, to imagine a world
devaold of advertdsing, So, whether it is appropriate for advertisers o bombard
people with messages 15 a moot point, because we're already continually Peing
bombarded and it isn't likely to slow down, much less stop.

Bul whal aboul my [reedom, or lack of il, o avoid inbrusive messages? Pro-
pements of unfettered advertising will say that noe ome has a gur to the public's
collective heads, no one s making people waleh, listen o, or read ads, And,
while that's true, what it ignores is the advertisers’ grawing adeptness ab putting
messages precisely where it is difflcult, if not impessible, to ignore them. As we
stated above, advertisers fight advertising clutter with more advertising, which
learls to more elutter, which is fought with more advertising, and on it goes.

However, consumers are also becoming adept at advertising avoidance. The
DVR, the remote control, the page flip, the mouse click, give consumers the
freedom to duck many, if not most, ads, But, even these methods require some
wark by consumers and can't eliminate all advertising. Some of @ 18 going to get
through whatever barriers eonsumers put up. And the fact that advertising is so
miich with us means that it is inevitable that ads are going to reach us n envi-
romments and spaces that make avoiding them impossible.

It can b argoed that maost introsive adverbisng s anwanied aovertisongg; i has
little or no value W the consumers who don't wand it and didn’t ask for it For
instance, anyone above the age of, say, three has seen commercials for Viagra
and Clalis, but only & tny pordon of the audience find those ads of any value,
And the same can be sald of nearly all the presoription drug advertising that
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uses mass advertising to reach a small number of people. Those advertisers use
a shotgun where a rifle would be more effective.

Those who don't find value in some advertisements are likely to consider the
ads annoying interruptions, intrusive, and wasteful. But people who find some
value in some ads don't find those ads intrusive, wasteful, or annoying. People
often seek out advertising when faced with making a purchase decision that has
some risk to it, when they feel that the information they possess is limited or
outdated, or when new products enter the marketplace (in order to learn about
them). People seek out, or are receptive to, advertising that has entertainment
value.

Ads have gone viral on YouTube, leading to these ads being seen by millions
of sels of eyes — eves that want to see the ads. Many people watch the Super
Bowl as much for the ads as for the game - especially if their team isn't one of
the two playing. People like talking about ads they've encountered that they
enjoy, that entertain or inform them. In short, people tend to hate advertising,
but love ads.

Even ads that are enjoyed by people may work against the advertiser. The
advertiser runs the risk of making the ad too entertaining, so that people remem-
ber the ad, but forget the advertiser. Or, what entertains some people - even in
the target audience — may annoy others, even if they're all in the same target
audience. And ads that initially entertain people may quickly wear out, once
people know the premise and the punch line. No one likes to hear the same joke
over and over, so even entertaining ads that run too long run the risk of wearing
thin and annoying people.

Thus, my argument is that most ads, almost by definition, are intrusive, Second,
ads are inescapable. And, third, while people may have some freedom (o
avoid ads, avoiding all of them is nearly impossible. This makes nearly all of us
audiences, captive audiences.

It is not inappropriate. Out of necessity, advertisers find themselves in an
environment where everyone is shouting at the same time, and the adver
tiser that shouts the loudest and longest just might gdet noticed. It could be
argued that every advertising budget for nationally advertised consumer prod-
ucts or service could be cut in half, or more, and the cacophuny may quieien
down by half. But it would take every advertiser to cut their budgets simultane-
ously, and that is not likely ever to happen.

As a consumer, I may become annoyed when | am bombarded with advertising
in an environment where I den'i. have the freedom o ignore i ot that's aboat
the worst thing that will happsen. T anything i3 remsmbareed Trom tis onpleasant
encounter, it probably will be the annoyance and not the advertiser. Even if the
advertiser is remembered, 1 have now associated a negative feeling toward
the brand and may go out of my way to avold not only future advertising for it,
but the brand altogether. Finally, while it may not be inappropriate for these
advertisera o trget a captive audience, it might work, it might not work, or it
just might boomerang. 5o, why do it?
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3
CONSUMER BEHAVIOR

What is consumer behavior?

Consumer behavior is defined as “the mental and smotional
processes and the physical activities of people who purchase
and use goods and services to satisfy particular needs and
wants.”! Let’s break this down a bit. “Mental and emotional
processes” means that consumer behavior—how we buy, what
we buy, when we buy, and how we dispose of & product—is
based on how we think and feel about it. Thoughts and feel-
ings about a product can be manipulated through marketing
techniques; that's the whole point of this business function
and it is the premise behind branding. Physical activities are
the various ways that people spend their time in relation-
ship to the market, including haw we buy products; how we
talk about products; and now, because of social media, when,
why, and how we share product information. Understanding
who people are emotionally, psychologically, and physi-
cally enables markelers o use the 4Fs lo creale |3rnr]u|_“ls
and promote them in ways that will most resonate with the
consumer, meaning you and me. Finally, the ullimate goal
here is to “satisfy needs and wants” through the purchase of

1. William ©, Bearden, Thomae M, Ingram, and Raymond W Lalorgze,
Marketing Principles and Perspectioes, 2nd ed. (Boston: Irwin/McGrav-Hill,
1997), p. 99
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consumer goods and services. The idea that the market is the
best mechanism through which to fulfill our individual needs
and wants is a fundamental tenet of late capitalism and neo-
liberalism. This is also the basis for much advertising criticism
due to three key reasons: 1) it turns happiness/ fulfillment into
a goal (and now happiness itself is widely marketed) rather
than more socially responsible or ethical pursuits, 2) achieving
this happiness is based on individual wants and needs rather
than what is good for communities or the wider society, and 3)
many wants, and even some needs, have been artificially pro-
duced by advertisers.

When did advertising become based in psychology?

During the age of mass media (read: TV) and mass marketing
in the 1950s and 1960s, there were two competing schools of
thought: one promoted a rational sell (known as the head sell
or the hard sell) and the other an emotional sell (the heart, or
soft, sell).

The hard sell was based on the Unique Selling Proposition
(USP), a concept devised by Rosser Reeves of the Ted Dates
agency. A USP defined products by a unique attribute and then
proceeded to hammer that message into consumers’ minds
over and over and over again. M&M's “melts in your mouth,
not in your hand” is a good example, as is Geico’s “Tifteen
minutes can save you 15 percent or more on car insurance,”
The rational sell assumes that there is something new to say
and that products have significant differences they can pro-
mote. Marketers call this “new news.” A hard sell works well
for large companies like P& and Unilever that spend signif-
icant sums on research and development in order to garner
new ideas and products. This approach also works well when
consumers are in the market for a product that will serve a spe
cific purpose, What medicine is best for cough and flu? What
car gets more gas mileage? And so on. Most products have
some level of a rational sales component and some produicts
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will continue to be best sold using this message strategy. I'm
thinking here of laundry detergents that tell you how clean
your clothes can get or Walmart that tells you about its low,
low prices.

Far more prevalent is the soft sell, which means using smo-
tions to induce consumer interest and attention. This method
was advanced by David Ogilvy as well as Leo Burnett, both
of whom were influenced by motivation research, which sug-
gested that archetypal images would unconsciously attract
consumers to brands. Pulling comsumers to the brand through
image and emotion is at the heart of the soft sell.* As we saw,
Ogilvy did this with Dove and other brands. Lea Burnett
became known for creating characters in conjunction with
its clients” products—the Jelly Green Gilant for Green Glant
vegetables, Charlie the Tuna for Starkist, and the Marlboro
Man. Tying the product to a person helps. to evoke emotion.
People relate to people (even animated ones) more than they
can relate to a cigarette or a can of tuna. We see this idea con
tinue today with characters like the Geico Gekko and Flo for
Progressive Insurance as well as in corporate CEOs who are
almost indistinguishable from the brands, like Steve Jobs and
Apple. In social media, CEQOs or celebrities or Vine stars or
someone with lots of Facebook friends or Twitter followers are
influencers, individuals who sell the brand to others. Online
this is crucial because the sales pitch is one-to-one, not mass
marketing. Expect to see an increasing number of “spokescrea-
tures,” animated characters like Charlie the Tuna. They pro-
vide marketers with the ability to embed their message in a
character (something they cannot do with a celebrity) while
mainlaining, control of 1the brand narralive.

The emotional sell gained traction through the 19605 and
into the 19705 during the time of the crealive revolulicn on

2. T.E. Holt (2002), “Why Do Brands Cause Trouble? A Thalectical
Theory of Consumer Culture and Branding,” Journal of Corsumer
Research 29(1): 70~
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Madison Avenue. The baby boomer population was more
highly educated than previous generations, and the industry
responded with more sophisticated messages using urbane
humor and emotional images and promoting lifestyle ben-
efits rather than the frankly dumbed-down ideas of the USP.
Behavioral psychologists became integral to industry prac-
tices. “Advertising agencies started to talk about ‘end end
benefits’ as opposed to just ‘end benefits,” meaning the final
consumer satisfaction in emotional terms rather than the
physical satisfaction to be gained on the way there,” accord-
ing to Saatchi & Saatchi executives Pringle and Thompson.®
In order to learn what emotional benefits were most relevant
to consumers, it became of paramount importance to under-
stand who the consumers are, what concerns them most, and
what will fulfill their lifestyle aspirations. McDonald’s “You
deserve a break today” ads from the 1970s is a good example
here. Instead of touting their fries or the value of their food
or even specifically telling Mom she didn’t need to cook, the
commercial highlights that McDonald's is a place to get away
from the everyday, almost as if it was a vacation destination.
With a catchy jingle sung over images of a happy family going
to the restaurant are the words “You deserve a break today. 5o
get up and get away to McDonald’s.” The agency used this
emotional appeal because it resonated with women who were
increasingly in the workplace, and finding themselves jug-
gling jobs and kids and home. They weren't thinking about
giving their kids a healthy meal or locking to get something
on the go. They told the agency in focus groups that they saw
McDonald’s as “a break.”

Evolving communications theories were alao inatrumen-
tal in moving advertising toward a psychulogical sell. Older
commuinicationa theories worked under the idea that what-
ever message was sent to a mass audience was received

3. H. Pringle and M. Thompson. Brand Spirit: How Cause Marketing
Builds Brands (New York; John Wiley, 1999), p. 72.
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and understood verbatim by everyone in the same way. The
Hypodermic Needle Theory, for example, suggested that com-
munications worked like giving the audience a vaccination—
shoot them up with the content and they will accept whatever's
placed in front of them. We think this is silly now, but the idea
had developed as a model to explain the success of Hitler’s
propaganda tactics. By the 1970s that notion had been put to
rest, Rather, new communication frameworks posited that a
message (TV show, movie, or adverlisement) is encaded by a
source, the message is sent through a communication channel,
and then it is decoded on the other end by the receiver of the
message. The receiver—that is, the audience—may or may not
interpret the message In the same way it was encoded. This
makes maore sense as a working theory. The audience is not a
homogeneous, indistinguishable mass, and who we are and
what our life experience has been affect how we respond to
advertising messages, movies, or a TV show. Knowing this, it
became incumbent upon advertisers to learn wha their con-
sumers were and what drove them, nat only from a demo-
graphic perspective but from a psychological one.

How do advertlsers discover these consumer insights?

Have you ever watched a conunercial and had thoughts like
“How does Prudential know [ haven’t saved enough for retire-
ment?” or “How do Nike and Under Armour understand that
I'like to picture myself as an Olympic sprinter when I'm run-
ning (even if I know it will never happen)?” or “Boy, Purina
really gets that Oliver the caf is a family member.” The adver-
tising connects so completely with your thoughts of yourself
or your emotional slale that you get almust an eerie fecling
that the advertiser has been peering in your window,

Well, advertisers have not been doing that, but they have
been accumulating a tremendous amount of research to
underatand how we think about and interact with thelr prod-
ucts. Research begins with examining what is understood
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about consumers through existing data, known as second-
ary research. Secondary research is information from outside
sources, and it is helpful in getting a broad overview of what is
going on in a product category. For example, a major supplier
of consumer data is Nielsen, the same company that does the
TV ratings. When you go to a supermarket or drugstore and
your purchases are scanned, that information—scanner data—
i5 picked up by Niclsen. Advertisers can use this informa
tion to see who their competitors are as well as which are the
most popular brands in a category. So, for example, Coca-Cola
would see that sales are declining. The brand manager would
then look to see if people are drinking competitors’ products
instead, or if they are turning to alternatives, such as water,
tea, or juices. Other companies that generate large-scale con-
sumer research are Simmons and GfK MRI. These companies
have been surveying American consumers for decades about
product and media usage, all of which can be analyzed across
demographic groups. If a company wanted to find out who eats
frozen pizzas and what kind of television programming they
watch, these surveys would provide those answers. It would
also tell them which brands were most popular acress different
genders and age groups. Secondary data is a starting peint to
determine the target audience and to decide if there are niche
targets, to identify sales trends as well as cultural trends, and
to assess the competition. Information based on surveys that
generate numerical outcomes is called quantitative data.

In addition to companies like Simmans and Nielsen that
examine consumers broadly, many research companies spe-
cialize in topics such as social lrends or in underslanding
important demographic groups that advertisers want to know
about. Trend Walching (lrendwalching.com) looks al con-
sumer insights from around the world. A recent report, called
The Future of Betterment, looks at the trends shaping health and
wellness. Standing desks have become the rage, dict fads come
and go, and meditation apps have become almost as ubiquitous
as music apps. In and of itself, this is all noise. The underlying
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insight is that people are concerned about health and fitness
in a way that has not been true before. Driving this trend is a
push toward self-actualization, an idealized version of self that
sits atop Abraham Maslow’s hierarchy of needs. Saya Trenl
Watching, “In 2016, consumerism is the primary mcans by
which people pursue that search [for self-actualization]. The
brands they’ll notice, engage with, love, are those that help them
be the prople they want to be.”* The very idea of this is horrifying
and confirms this as a main point of criticiam as discussed at
the beginning of the chapter. However, marketers take this to
heart and use it as a means to sell health and wellness to us.
For example, one aspect Trend Watching notes is that while
we want to be healthy, actually sticking to o healthy lifestyle
is quite difficult—less than 3 percent of Americans fulfill mini-
mum requirements for doing so. Marketers, therefore, are told
to build healthy aspects into the environment, to create ambi-
ent health opportunities, so that health can occur with little
effort on the part of the consumer. Starkucks teamed up with
Philips to create “EnergyUp cales” in the Netherlands where
lamps that mimic natural daylight are placed in the stores.
These lamps improve mood and revitalize cuslomers aller
twenty minutes. Think about that; you go into Starbucks and
feel betler aller having spent ling there because of a sun lamp.
Either way, you are likely to go back to the store because you
want to experience that good feeling again. In another exan-
ple Headspace, a meditation app company, is working with
an architectural firm to creale Headspace Meditation Pods Lo
be placed in airports, schools, and parks. Waiting for a plane,
why not use the time to meditate? And if you da it with your
Headspace app, all the better.

Millennials are a demographic group of particular inter.
est to advertisers, and several companies specialize in this

4. Trendwalching (April 2016), “The Fuluie of Bellermenl.” Relrieved
April 30, 2016 from http:/ / trendwatching.com /trends/ the-futore-
uf-betterment/.
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generational cohort. The Cassandra Report has for twenty
years provided marketers with insights into the millennial
generation. One insight, for example, is that they are socially
conscious and expect companies to demonstrate this in their
brands. Thus, TOMS Shoes and Warby Parker are popular
with these consumers because of their socially responsible
corporate ethos to give away shoes or eyeglasses with each
pair purchased. The report has now expanded to cover the
emerging Gen Z, those born between 1998 and 2008 (demo-
graphic cohorts are covered in more detail below). While these
are children aged 8 to 17, they have considerable influence on
household purchases and therefore are of interest to market-
ers. Another company that focuses on millennials is Ypulse, an
aggregator of research as well as a producer of demographic
studies. This company provides ongoing insights into what
appeals to young adults, from fast food to Coachella to the
emerging trend of the return of the vinyl record. From their
own studies, they have looked at social media usage among
this group and found that “only 2% say they don’t use any
social platform,” and they spend “11 hours and 26 minutes
with smartphones daily” mostly messaging or using social
media.® Insights like these direct marketers’ thinking aboul
what products to develop, what images to put into advertis-
ing, and what media to use to convey their messages.

These are just a few examples of the many places where
marketers can find secondary data.® Secondary research can
also be found in academic journals, particularly the Journal
of Consumer Research, the Journal of Markeling, or the Journal of
Advertising, which contain work done by marketing profes-
sors from top business achonsla, Cenais dala iz an important

5. Ypuise (April 26, 2016}, 5 Stats On Millenndals, Teens & Social
Media.” Retrieved April 26, 2016 from www.ypulse.com/ pust/
view /B-slals-on-millennials-teens-social-media.

f. Others widely usid sources include The Pew Research Center
{http:/ /www.pewresearch.org/), Forrester, and eMarketer. See
appendix for additional resources,

source for information about changing population trends.
Increasingly, consulting companies are providing research
white papers as a way to induce business-to-business custom-
ers. They promote these items for free as a lead genwrator so
that they can capture emails from prospective customers.
Secondary data, particularly research from the larger com-
panies, tends to be quantitatively based. This information is
helpful for understanding broad trends and competitive infor-
mation. However, in order to get more in-depth understand-
ing about consumers, particularly consumers of individual
products, marketers need to use qualitative research methods.
Qualitative research is information that cannot be quanti-
fied by numbers. You can ask people in a survey how many
times a week they use a pruduct. It is much more difficult to
ask them why they picked Ben & Jerry’'s over Hiagen-Dazs.
For those sorts of insights, companies will use focus groups.
These are groups of ten to twelve people who are in the demo-
graphic range of the marketer. The group is led by a modera-
tor who asks a series of queslions thal have been determined
based on what the client and the account team need to know:
Mayhe there is another kind of ice cream that consumers have
begun lo discover, or the group voices concerns about health
and calorie counts, or maybe they don’l like the company’s
politics. The focus group is all about sussing out these types of
insights. In addition to product information, focus groups are
used to test advertising concepts before a commercial is pro-
duced. Participants are shown a concept statement and asked
whal it means to them, or they might be shown a rough version
of what a commercial might lock like wsing existing footage
and a volceover, Then they will be asked what the message con-
veyed. Based on the group's responses, the final commercial
can be tweaked accordingly. In-depth interviews are another
form of quantitative research. These interviews can be several
hours in length and are used for research into topics that are not
easily discussed within a group, death and life insurance being
a good example. Finally, marketers can also use observational
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research. This entails monitoring consumers within a specific
environment, perhaps a mall or a restaurant. The most extreme
form of this type of research is ethnographic studies, which
entail observing consumers within their “natural habitat,”
which is usually their home but could be at parties or the gym.
Ethnographic studies differ from observational studies in that
the researchers interact with the subjects. Researchers from the
kids’ channel Nickelodeon have been known to move in with
subjects to find out what they really buy and what media they
really watch as opposed to what they say they buy and watch.
A growing number of research companies specialize in market-
ing ethnography. These firms are able to generate rich insights
into consumer behavior, such as why people select one vodka
over another when purchasing for the home versus in a bar or
what hinders people in motivating themselves to work out”
These studies are not limited to the real world. Researchers also
execute these studies online, which is known as netnography.

How do we decide what to buy?

When determining what it is we want to buy, we go through
the consumer decision-making process. Thiz entails five
steps: need recognition, information gathering, evaluation of
alternatives, purchase, and post-purchase behavior. Need rec-
ognition is realizing that our current state of being is not what
we would like it to be. The need might be as simple as “I feel
hungry” or it might be “I nced a new computer because my old
one is taking twenty minutes to load up.” Once we recognize

7. Graeme Wood (2013), "Anthropology Inc.,” The Aflantic. Retrieved
March 20, 2013 from http:/ /www.theatlantic.com /magazine/
archive/2013/03/anthropology-ine /309218 /; Herzong Naurach
(August 24, 2013), “The Adidas Method. A German Firm's Unusual
Approach to Designing its Products,” The Econemist, Retrieved
February 10, 2015 from http:/ /www economist.com /news,/ busl-
ness/ 21584002-german-Hrma-unusual-approach-designing-its-
products-adidas-method.
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this need, we can go about fulfilling it. Note here that this may
be a true need (I'm hungry) or a want generated by advertising
(I've got to have the latest Frappuccino or Xbox or lipstick from
Sephora). Next, we begin to look for information about prod-
ucts that might create equilibrium. If we are hungry, we don't
need this information-gathering step, but if we are buying a
computer, we most certainly do. A snack is a low-involvement
product, while a computer is a high-invelvement product that
requires more attention and consideration. We might look
online to see reviews of possible cumputers, or go to a Best
Buy or the Apple store and try out a few models, or ask friends
about their computers. We might even loak at advertising.
Once we have exhausted the information search, we evaluate
alternatives. Do T want something salty to =at or something
sweet? Do [ need a laptop or a desktop? In the latter case, am
I willing to give up computing power for portability? After
sorting out the options, we make our purchase. But it dcesn’t
end there. The last siep, and what some would argue has now
become the most important, is pest-purchase behavior. That is,
what is the company going Lo do to keep you as a loyal cus-
tomer and what are you going to do in terms of your purchase?
While in the past this might have entailed getting penple lo
sign up for a warranty, today the goal is to get pesple to go
online and talk about the product on social media, Online sites
like Facebook, Twitter, and Instagram have been increasingly
important in the in.t'ormaﬁm—gatl-tering step of this process,
and the more people get recommendations from their friends
about a product, the more likely they are tobelieve it is a wor-
thy product. Today, moving from need recognition to purchase
can take place in moments and all in the palm of vour hand
This has been facilitated by companies being able to interact
with you al multiple “touch points” throughout the process.
Parallel to the consumer’s decision making is the mar-
keter's sales funnel, which consists of awareness (alerting
customers to a product, often th rough advertising), consid-
eration (similar lo evaluation of alternatives), preference
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(deciding for one product over another), and action (pur-
chase). Traditionally, the only place advertisers would be able
to influence purchase decisions was at the point of aware-
ness, and if someone was shopping in a store, preferences
could be influenced by a salesperson. With online shopping,
marketers can constantly put sales messages in front of us.
You've probably experienced this when you put a pair of
jeans into an online shopping cart and then, after you decided
you didn’t really need them, the jeans started following you
from your computer to your phone to your iPad. Because of
the ability to interact with us at multiple points throughout
the decision-making process, the path to buying has become
more of a spiral than a straight line. So, for example, we
might be ready to buy a computer, but then we see a friend
post on Facebook that she loves her new Microsoll Surface,
which sends us back to the information-gathering stage and
evaluating still more alternatives.

What influences our purchase choices?

Social and psychological factors affect the products we buy.
Social factors may be personal factors, such as family and cul-
ture, which are demographic characteristics, or nonpersonal
influences, such as time, place, or environment. Psychological
factors are tied to emotions and cultural factors that are con-
nected to psychographic characteristics.

What are demographics?

Demographics {or “demos”) are statisiical information aboul
who we are such as age, income, ethnicity, education level, and
gender. How old we are, what kind of work we do, our edu-
cation level, our religious background, and how many chil-
dren we have all factor into purchase decisions. If you work in
addvertising, you dress as if every day is casual Friday; on Wall
Street, suits are the norm. If you have kids, backpacks, snack

Consumer Behavior 67

packs, and school supplies are on your list. And, if you aren’t
Jewish, you may not have ever tried (or bought) gefilte fish.

Cultural factors come into play here as well. Some basic
tenets of being an American, for example, are the idea of the
pursuit of happiness, abiding individualism, and the American
Dream. In addition, we all belong to subcultures, which might
relate to religion or life stages or areas of interest. College stu-
dents are a subculture that purchases backpacks and electron-
ics; surfers buy board shorts arul sunscreen; country-western
fans buy ten-gallon hats and cowboy bootz. These subcultures
are what sociologists call our reference groups, and they influ-
ence our buying behavicr.

What are some of the key demographic cohorts?

Generational groups have similar lifetime experiences and
advertisers tap into these shared experiences in an attempt to
relate a product with thelr target audience. Generation eohorts
active today are baby boomers, Generation X, millennials (also
called Gen Y and Echo Bnomers}, and Gen Z.

Baby boomers are pecple who were born between 1446 and
1964, Just after World War I, the birth rate skyrocketed: by
the time it started to taper off in 1964, there were more than
seventy-four million boomers représenting 40 peércent of the
population.® As this generation grew, sa did the move to the
suburbs. Soldiers returning affer the war were supported
by the G.I. Bill, which gave them access to free college and

8. Researchers put different Himelrames on these gencrational cohorts,
s reports disagres about which generation @ biggrest. All agres
that Generation X is the smallest group, and millennials are becom-
ing the largest population groap, while boomers are declining.
Some sources are claiming that Gen £ is the largest group; not yet,
But this is likely to be the case within a few vears, These numbers
are from the LLS. Census (June 25, 2015}, “Millennials Outnumber
Baby Boomers and Are Far More Tiverss, Census Bureau Reports.”
Retrieved May 2, 2010 from hitps:/ /www.census.gov, newsroom /
press-releases,/ 2015/ ch15-113.html.
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funding for mortgages so that living in a house was suddenly
less expensive than residing in an apartment. They grew up
in a time of political and social unrest. Civil rights, the wom-
en’s movement, and the Vietnam War defined this generation,
as does the fact that they are more educated than previous
generations.

Baby boomers were the first generation to be defined as
a consumer generation. They grew up with Barbie dolls and
Disney’s Mouseketeers, and Frisbees. They continue to be
avid consumers in their fifties and sixties, but they are also
still defined by their experiences. Many still see themselves as
activists fighting for social change; they don’t like to think of
themselves as aging even while they are entering into retire-
ment. You can see this idea in many commercials targeting this
age group. Financial services and healthcare are the top cat-
egories for this group, so we see commercials for Cialis that
show active couples still interested in participating in regular
sexual activity, or Depends ads showing Lisa Rinna, star of
Days of Our Lives and Melrose Place, looking utterly glamor-
ous and sporting these undergarments as if they were Spanx
and not adult diapers. Importantly, they do not like to think of
themselves as having aged. Hallmark cards made the mistake
of creating a special line of cards for baby boomers. It failed
miserably because boomers didn’t want to look for cards “in
the old people’s section.” Their attention is on their children
and grandchildren and staying active and healthy to enjoy
their time with them. Whiie advertisers have tended to stay
away from consumers over the age of [ifty, loday they are
beginning to notice that this group has considerable dispuos-
able income—jyn percent of il, in facl. mhy Boomera have an
estimated spending power of 83 trillion. Many of their favorite
brands are Hed to their youthful rools and Ideas of individual-
ism and breaking free from the establishment. These include
brands such as Levi‘s, anknwafpn, and Harley Davidson.
They also like brands they established relationships with in
the 19605 and 19705, such as Frye boots, Absolut vodka, and
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Clairol hair color.” Areas where they tend to spend are related
to health and financial services, but they outspend other demos
in coffee, diet sodas, and magazines; they lead in technology
adoption; and because they have time on their hands, they are
the biggest consumers of media.!®

Generation X is defined as those born between 1965 and
1981. They are the sandwich generation—not as interesting as
the boomers and past the age when advertisers are interested
in them. Also, this group is smaller (66 million) than boamers
(74.9 million) and millennials (754 million), who in the last year
have now surpassed boomers in size." Unlike the cohorts that
surround them, there are not many ways in which this group
is particularly distinet, whether we are lalking aboul politics,
religious values, ethnic makeup, or economic circumatances.
Cultural icons that defined this generation are MTV, AIDS, The
Simpsons, “Space Invaders,” and The Breakfast Club. They do
tend to be more conservative (Republican) and more ecoromi-
cally pessimistic. This is, perhaps, justified. They are the gen-
eration of the “MeJob.” Thev hit their prime earning years at
the time of September 11th, which was quickly followed by the
Great Recession, and many got caught in the housing bubhle,
buying properties when they were at the height of the market
and then ending up underwater when values crashed. They
grew up during a lime of increasing divorce rates and many

9. CNBC (n.d.). “Favorite Brands of the Boomer Generation.”
Retrieved May 15, 2016 fzom hitp:/ /www.enbe.gom/2010/03 /01 /
Favorite-Brands-of-the-Boomes-Gencration. htmi?slide=10

10. Huffington Post (noa) (Aagust 17, 2012), “Boomers Are “The Most
Valuable Generation’ For Marketers, Nielsen Report Finds.”
Retrieved May 3, 2016 from http:/ /www.huffingtonpost.com/
2012/08/17 /marketing-to-boomers-most-valuable-generation_
n_1791361.html.

11. Richard Fry (April 25, 2016), “Millennials Ovestake Baby Doomers
as America’s Largest Gereration,” Pew Resarch Center, Rutrieved
May 3, 2016 from http:/ fwww.pewresearch.org, fact-tank /20106,
04 /25 /millennials-overtake-baby-boomers. /
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were “latchkey kids,” which may account for their tendency to
be very family oriented."

As a group they have been ignored by marketers. Boomers
have more disposable income. Millennials are establishing buy-
ing habits and pride themselves on being influencers. While
Gen Xers are making more money than millennials, as a group
they are not as important to understand, if for no other rea-
son than simply because of thelr size. There are a few product
categories, however, that buck this trend. Movies that harken
back to their youth are a great example. Films like Pitch Perfect
that use the current musical trends of group singing insert gen-
erationally targeted songs and movies (Breakfast Club!) into the
film'’s plotline. Amazon grew its business by focusing on the
core values of Gen Xers. This generation is tech savvy, pessi-
mistic, and incredibly busy. Amazon created a site that tapped
into their tech capabilities, gave them lots of information to
help assuage their pessimistic tendencies, and made shopping
easy, reliable, and less expensive.’

Millennials are those born between the early 1980s and the
early 2000s." As a group they are disconnected from politics
and religion, connected via social media, overloaded with debt,
and distrustful of people, and they are postpening marriage,

12. Jon D. Miller (Fall 2011), “Active, Balanced, and Happy,” The
Generation X Report. Retrieved May 3, 2016 from http:/ /home isr.
umich.edu/ files /2011,/10/GenX_Report Fall2011.pdf.

13. Paul Taylor and George Gae (June 5, 2014), “Generation
X: America’s Neglected "Middle Child”,” Pew Research Center.
Retrieved May 3, 2016 from hitp: / /www.pewrescarch.org/ fact.
tank /2014 /06,115 e 1 i prlested-middle-child /

; McDonald Marketing (2012), "Gen X Marketing Guide.” Ketrieved
May 15, 2016 from https:/ /www.independentagent.com/Resources /
StaftDevelopment/ Diversity /SlieAssets / Diversity TralningSerles /
training=serivs=materials / Gen=X%20Marketing %20Guide, pdf,

14. There is disagreement about what dales to use to define this gen-
eratiom. T've seen it described as 1977-1994, Most typical, however,
15 early 19805 to early 2000s. No matter which way the dates are
selected, however, this demographic is large and growing
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according to the Pew Research Center."” They have been widelv
characterized as having a prolonged adolescence, leading
to feelings of entitlement, self-centered behavior, and digital
addiction. An MTV study noted that their principal concerns
are getting a job, graduating college, and moving out of their
parents” house: not much different from previous generations.
Where they diverge, however, is that they are “later to launch”—
that is, they are inclined to put off adulthood (and marriage) for
as long as possible. Some of this was fueled by helicopter par-
enting, wherein they were special, everyone got an award for
sporting events whether they won or lost, and rarely did they
hear the word “no.”"* Societally, they grew up in a time of abun-
dance. Yet that world was shattered by September 11th and
economic recessions in 2000 ancl 2008, These are the “digital
natives,” who only know a world with or-demand technclogy,
and they fluidly move through their online and offline lives."”

15. Pew Research Center (March 7, 2014), “Millernials in Adulthood:
Detached from Institutions, Networked with Priends.” Retrieved
September 13, 2015 from hitp://www.pewsocialirends.org / files /2014 /
03,/ 2014-00-07_generations- or-for-web pdf.

16. Mary Burns (September 26, 2013), “The Milleriial Generation
at Work," lecture presented at the Kellogg Alumni Career &
Professional Development,

17. There i an angoing academic debste about whether digital tech-
nologies are improving social relalions or miaking us more alom-
ized and disconnected. Those belizving in the positive aspects of
this include Lee Rainie and Barry ‘Wellman, Nefworked: The New
Social Cperating System (Cambridge, MA: MIT Press, 2012); danah
boyd, It's Complicated: The Social Lives of Netrworked Tedis (New
Haven, CT: Yale University Press, 2014); and H. Jenking, 5. Ford,
and |. Green, Spreadable Medie: Creating Value and Meaning in
Networked Culture (Mew York: New York University Press, 2012).
Less sanguine about this are Clay Sharky, Here Comes Everybody: The
Power of Organizing Without Crgunizations (Mew ork: Fenguin,
2008); Astra Taylo, The People's Platform: Taking Eack Power ard
Culture in the Digital Age (Mew York: Metropolitan, 2004); Robert
MecChesney, Digital Disconnecd: How Capitalism Is Trning the Internet
Againrst Democracy (Mew York: The MNew 'ress, 2013); and Siva
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Advertisers are interested in this group for a number of impor-
tant reasons.” First, they are young and have not established
brand loyalties with many product categories. Associated with
finding new brands is that the members of this generation are at
the time of their lives where they are moving away from home
and starting their own families—even if they are doing it at an
age that is older than their parents were. This life cycle stage is
one in which people tend to spend more money. They are getting
married, having children, and buying or renting homes. Moving
to a new address generates considerably more spending over
the first six months than established homeowners spend in two
years, with money being spent on furniture, cleaning supplies,
and neighborhood services such as banks, hair salons, and restau-
rants.” Second, millennials account for 24 percent of the US pop-
ulation, making them the biggest generational cohort. Finally,
they are a generation immersed in brand culture, readily interact-
ing with brands, talking about them, and recommending them
to friends both online and off.?! Selfies, FOMO (fear of missing

Vaidhyanathan, The Googlization of Everything (And Why We Should
Worry) (Berkeley: University of California Press, 2011).

18. Micah Solomon (December 24, 2014), “2015 is the Year of the
Millennial Customer: 5 Key Traits These 80 Millian Cansumers
Share,” Forbes. Retrieved March 11, 2015 from http:/ /www.forbes.
com/sites/ micahsolomon/2014/12/29/5-tralts-that-define-
the-80-million-millennial-customers-coming-your-way/ ; Jeff
Fromm, Celeste Lindell, and Lainie Decker (2011), “American
Millennials: Deciphering the Enigma Generation.” Retrieved March
11, 2015 from https:/ /barkley.s3.amazonaws.com/barkleyus/
AmericanMillennials.pdf.

19. Experian Marketing Services (nd.), "Life-Event Triggers.” Retrieved
September 13, 2015 from http:/ /www.experian.com/ marketings
services/ life-eveni-markeling himl.

20. US. Conmuns data.

21. MarketingCharts Staff (September 16, 2014), “Millennials Mostly
Talk About Brands Offline. Which Madia Dirive Their WeO)-M
Impressions?” Retrieved March 25, 2015 trom hitp:/ /www.market-
ingcharts.com/ traditional / millennials-mostly-talk-about-brands-
offline which-media-drive-their-w-o-m-impressions-46011 /.
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out), and crowdsourcing drive the members of this group, whe
pride themselves on knowing about the latest product and being
able to tell others about it. Millennials are more likely than boom-
ers to share brand preferences via social media (57 percent versus
31 percent) and they are more likely to claim that “peaple seck
me for knowledge and brand opinion” (52 percent versus. 35 per-
cent).? A stunning 81 percent recommend brands to people by
word of mouth, according to MTYV, and 74 percent believe they
influence the purchase decisions of their peers, according o
research from Intel.® And, they influence rot only cach other but
also other generations. Baby boomers have embraced Facebook
in no small part o connect with their millennial offspring; the
same is true of Instagram, texting, and pretty soon Snapchat,

Membeta of Generation Z, the nevest cahort, ave beginning,
to garmer considerable attention from advertisers. Just as mar-
keters keyed in on millennials at a young age, this group is
no different. Part of this had to do with marketers targeting
younger and younger audiences. Having tapped out existing
consumers, in the search for new markets advertisers look to
different age groups, and kids had heen an untapped mar-
ket. Over the last few decades we have seen kids’ marketing
explode from loys to movies lo food lo makeup (the lasl two
having negative consequences such as childhood obesity and
possible hormonal risks from using makeup).

Even so, marketers want to tap into this market because
these youths significantly influence household purchases, One
study found that these tweens and teens have at least some say

22, Christine Barton, Lara Koslow, and Christine Beauchamp (January
15, 2014), "How Millennials Are Changing the Face of Marketing
Forever,” BCG Perspectives. Retrieved March 25, 2015 from hrtps:/ /
wwiwbcgperspectives.com/content / acticles / marketing_center_
consumer_customer_insight_how_millernials_changing_market-
ing_forever/.

23, Ypulse Conference (June 17, 2013), presentation by Ber Kazanjan,
51" Ad Sales, Consumer Insights, and Research, MTV; Sandra
Lopez, Marketing Strategy [Nrector for Mew Business, Intel.
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in g3 percent of family purchases.” This can be anything from
cars to computers to food choices and family vacations. It can
also be media selection, a reason why movies that appeal to
kids and families have done so well at the box office; Marvel
films and The Lego Movie are good examples. Members of Gen
Z also have their own money to spend—an average of $16.go
per week, which translates into $44 billion in the aggregate.”
Simply because of their age and lack of experience, they are
going to differ from other age groups. However, since millennials
were previously studied, marketers are able to make generational
comparisons. Notably, feelings about money and politics are very
different for this group because they were raised during the Great
Recession and they have never known a world without the “war
on terror.” This likely accounts for the members of Gen Z being
more focused on money, with 6o percent (versus 44 percent of
millennials) claiming that having a lot of money is a measure
of success. They have traditional ideas of ownership in terms of
homes and cars, which may not bode well for the “sharing econ-
omy” in the long term. They have bought into the entrepreneusr-
ial ideology: 62 percent want to start their own companies rather
than working for an established enterprise. To that end, they have
begun (already!) to build their skill set, including using their free
time to develop general business skills (58 percent) as well as
tech-based skills, such as graphic design (51 percent), shooting
and editing videos (50 percent), and creating apps (50 percent).*

24. EY (2015), “What If the Next Big Disruptor Isn't a What But
A Who?” Retrieved May 10, 2016 from hutp:/ /www.ey.com/
Publication/vwLUAss¢ts/ EY rise-of gen-znew-challenge for
retailers /SFILE/ EYoriss-of-gem-snew-challenge-for-retailers.pd £

. Sylvan Lane (August 20, 2014), "Beyond Millennials: How to Keach
Generation Z,” Mashable. Retrieved May 2, 2016 from http://mash-
able.com/2014 /08 /20/ generation-z-marketing / #lZ8n3Z0T50q 0.

. Dieep Focus (March 30, 2015), “Deep Focus” Cassandra Report: Gen Z
Uncovers Massive Attitude Shifts Toward Money, Work and Com-
munication Preferences.” Retrieved May 2, 2016 from htp:/ S www,
marketwired.com, press-release / deep-focus-cassandra-report-gen-z-
uncoverg-massive-attitude-shifts-toward-money-work-2004889 htm.
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This factors into this group being the ultimate multitaskers, hav-
ing truly grown up as digital natives. Research shows they use
five screens to millennials’ two.” They communicate more with
visuals than verbiage and their attention span is limited, Note,
however, that current research suggests that attenticn spans are at
eight seconds for all groups, which is less than that of a goldfish.
Two other defining factors are that this group is truly multicul-
tural and accepting of a varicty of lifestyle choices, and they are
protective of their privacy and prefer secrecy in thelr eommuinica-
tions (Snapchat and Whisper versus Facehook).

This generation’s practicality translates into what they
expect from brands. They are pragmatic, so they want
narratives wilh realistic endings (A7 percent). This search
for the “real” means that members of Gen Z are big fans
of YouTube, which they use more than any other type of
social media (85 percent), and they prefer brands to rom-
municate with them through this platform.”® For now, there
are no “Gen £ brands” other than the technologies they
engage with.

Are women mare important to advertisers than men?

Overall, yes.

Women are a more important demographic group because
they account for $4.3 trillion (72 percent) of US spending.
Globally, that number jumps to $2c trillion. Women still do
the majority ot household shopping, but they also decide
on purchases such as home furnishings (g4 percent), vaca-
lions {92 percent), cars (6o percent), and consumer eleclronics

27. Sparks and Honey (June 17, 2014), “Meel Generation £ Forgel
Everything You Learned About Millennials.” Re'rieved May 2, 201¢
from hittp:/ / www.slidesharenet fsparksandhoney / generation-2-
final-june-17 /56.

28. Deep Focus, Cassandra Report.
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(51 percent).”” Women account for 78 percent of consumer
purchases.®

Creators and advertisers of individual products, however,
are only interested in reaching their particular target audi-
ence. So while women are an extremely important group and
the focus of the vast majority of advertising (which makes
the study of advertising and consumerism a feminist issue),
for some brands like Budweiser or Axe men will be more
important.

What are psychographics?

Psychographics divide consumers into groups based on
their personality, values, and lifestyle rather than their
age, income, and gender. The earliest framing in this way
was called VALS, which segments adults into eight types
based on motivations and resources, which are important
determinants of what a person will choose to buy. For
example, high-resourced “Achievers” are goal-oriented
(achievement motivated), committed to their job and fam-
ily, and particularly conscious of their peers. “Makers” (low
resources and motivated by self-expression} distrusi pov-
ernment, like the outdoors, and believe in defined gender
roles. “Innovators” are people who always like to be in the
know, like to experiment by trying new things, are skepti-
cal of advertising, but have faith in science and research
and development (R&D).*

29. Michael J. Silverstein and Kate Sayre (September 2009), “The
Female Econemy,” Harvard Buginess Review, Retrieved May 4, 2016
from https:/ /hbr.org/2008/09/ the-female-economy.

30. Carl Bialik (April 22, 2011), “Do Women Really Control 80% of
Houschold Spending?™ Wall Streel Journal, Retrieved May 3, 2016
from hitp:/ /blogs, wej.com/numbens / do-women-really-control-50-
ol-household-spending-1054/.

31. Strateyic Business Insights (n.d.), “TS Framework and VATS™T
Types.” Retrieved May 3, 2010 from http:/ /www.strategicbusines-
sinsights com/valg/ustypes shtml.
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You might be familiar with the term “early adopters.” This
term is usually applied to the adoption of technologies, and
this group is in many ways similar to Innovators. Early adopt-
ers have to have the latest gadget or gizmo before anyone clse.
They like to feel like they are on the cutting edge and enjoy tell-
ing others about what they know because it feeds their sense of
self as being the “go-to” person. “Alpha Moms” are a specific
example of an early adopter group. According to LISA Today,
these women are “educated, tech-savvy, Type A moms with
a common goal: mommy excellence. She is a multitasker. She
is kidcentric. She is hands-on. She may or may not work out-
side the home, but at home, she views motherhood as a job
that can be mastered with diligent research.”® So, an Alpha
Mom might be a young millennial mom,/ part-time stucdent, or
a career-driven, late-in-life Gen ¥ mom: different demographic
profiles with similar psychological motivations to purchase.
Marketers tap into these moms’ self-perception of being on the
cutting edge, even if it only has to do with what organic foods
are best or which tutor can really help their kid. Nintendo
launched its Wii gaming system by promating the product
as an exercise tool and a means to bring the family together.
Nintendo recruited Alpha Moms for parties and let them iry
the system before it was released to the public. This promotion
was so successful that the Wii outsold Sany's Playstation—the
industry leader—by close to 56 percent.™ Mintendo used psy-
chographics to launch its product while feeding its prospective
consumers’ motivation to be trendsetters. More important for
Nintendo is that the company took advantage of the fact that
Alpha Moms would want to tell others about the product. This
is known as word-of-mouth (WOM) marketing, It is the most

32, Bruce Horovitz (March 27, 2007), “Alpha Moms Leap te Top of
Trendsetters; Multitasking, Tech-Savvy Women Are Expected To Be
Next To Watch,” USA Ty, 1B,

33, Offie Award Intry: “Wii Want to Flay” (Gold Award Winner),
Ketrieved February 7, 2009 from hitp:/ /53.amazonaws.com, effie_
assets /200872331 /2008_2331 _pdf_1.pdf
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effective marketing there is because people trust their friends
and family more than they trust advertisers. In this case, it was
particularly effective because it is reported that if Alpha Moms
endorse a product, they tell ten people; if they don't, they tell
three hundred.*

This is just one example of a psychographic group. There
are many, and they can be created as primary or secondary
data, Miclsen, the same research company that tracks TV,
online ratings, and scanner data, has sixty-six different con-
sumer groups based on lifestyles and purchase behavior. For
example, “Money & Brains” is a psychographic group defined
as people who are wealthy, urban, and aged 45 to 64 and may
or may not have kids in the home. More tellingly in terms of
describing who they are is the information that they shop at
Banana Republic, travel for business, read the New York Tintes,
and drive a Mercedes E-Class. Alternatively, “Old Milltowns”
is a downscale group defined as mostly retired people of vari-
ous ethnicities over the age of fifty-five. They order from JC
Penney, belong to a veterans’ club, read Hunting, watch the
Judge Joe Brown show, and drive a Ford Focus.* Brand compa-
nies can evaluate these psychographic groups and determine
which ones are most likely to relate to their preduct, and then
they can target their message accordingly.

Bear in mind, too, that any large group can be broken down
in this way. Millennials, for example, are not homogeneous
even though the media talk about them as if they are. Millennial
marketer Ypulse divided this generational group into five
groups. Muted Millennials live at home and are risk-averse;
Supremes are high social achievers, lhey are the best-educated
of the groups, and the majority of them are influenced by word

34. “The Fowers of the Alpha Mom.” May 17, 2007, CBS News.
Retrieved June 5, 2016 from http:/ S www.ebsnews.com /viden/
watch /fid=2621119n.

35. To see a full list of psychographic profiles, go to Nielsen,
MyHestSegmentz. hilps:/ /segmentationsolutions. niclsen.com/
mybestsegments/ Default jsp?ID=0&menuOption=hume&pageNa
me=Home.

Consumer Behavior 79

of mouth; the Moralistic Middle group have old-fashioned val-
ues and shy away from thrills; Alt Idealists are cause-oriented
and highly value individuality; and Beta Dogs are very pas-
sionate, like to network, are most open to advertising, aned are
driven by appearance.® Supremes and Beta Doga are the influ-
encers, the people whom others turn to online for ideas about
products and trends.

Why do advertisers break up the population into groups?

Advertisers are not interested in getting their message in front
of everyone. They want to interact with specific groups of
people whom Il'u;-y have determined lhmuah research 1o be
most interested in their product, and they want to develop the
“right message” for this group. This is the target audience that
we discussed in the first chapter.

Marketers break up the population into groups, which is
known as segmentation. One way af deing that is by demo-
graphics. As we saw, our age, gender, and occupation affect
our product purchases. With peychographics, marketers tap
into our values, beliefs, and lifestyles. Other ways marketers
break us up into segments are by behavieral characteristics
and geography. Do you live in a hot er cold climate? Is it urban
or rural? Economically depressed or well-io-do? These are
geographic issues affecting purchase behavior.

Behavioral characteristics take into consideralion a nuime-
ber of factors. Is this a product that is a regular purchase or
only for special occasions? Are you a heavy or lighl user ol
the product? (The rule of thumb is that 2o percent of users
are rp-z.lmm;ihlq Tor Ho peteent of ['.-mdmﬂl purphn._qps, a0 this
information is particularly important.} Where are you on the
sales funnel—are you ready 1o buy or still just getting, to know
the product? Are you a non-user, an ex-user, a prospect, or a

30. Ypulse Conference (June 17, 2013), presentation by All Driesman,
Diirector of Insights & Inspiration at Ypulse.
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regular user? Other factors are benefit sought (convenience or
prestige), loyalty status, and marketing sensitivity (price ver-
sus quality, for example).

If we look more closely at user status, we can see how this
has an impact on message strategy. Current users do not need
a lot of explanation about a product, so reminder advertising
such as a billboard or an online banner ad might be all that is
needed. For prospects, however, advertising is a bit more con-
voluted. As [ say to my students, the most expensive customer
is a new customer. Here's why. If the pmdud is in an ewist—ing
category, the objective becomes to persuade that prospect to
select your brand. Fair enough. For people who already use a
competitor’s product, the advertiser has to provide an incen-
tive, such as a coupon or a free sample, to get them to switch.
Unless the product is significantly superior, this strategy will
have mixed results since without the incentive the product is
no longer appealing. Non-users need to be convinced of not
only the superiority of your brand but also the value of using
the product to begin with.

Know, too, that companies use either an aggregation strat-
egy or a segmentation strategy. An aggregation strategy
addresses the market with the same message, expecting that
it will appeal equally across segments. This type of strategy is
used with products like ice cream or Lite Savers or other low-
involvement products. The Gap has also used this strategy in
its campaigns using celebrities and their children to appeal
to multiple generations of consumers. This is atypical. Most
brands utilize a segmentation strategy where they divide the
population into groups and select one or more of them to be
their target audience. The examples | have been using through-
out the book do this, whether we are talking about Red Bull
targeting: millennials or Dove targeting women or cereals tar-
geting kids and their moms. Know, too, that target audiences
can change over time, When the iPod was intreduced, Apple
wanted to reach early adopters and in particular young peo-
ple in order to project an image of hipness. Once the product
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became more mainstream, the advertising changed to show
all kinds of people using the device. After all, baby boomers
with money to spend could buy the product not only for them-
selves, but for their grandchildren. Thus the company moved
from a very defined target audience to an aggregalion sirategy,

Is that why media are designed for different audiences?

Exactly. Advertisers want to reach certain Eroups of people,
Media outlets need to attract advertising. Thus, cable TV net-
works and magazines are designed to attract the audiences
that advertisers most want to reach.

What are target audiences?

The target audience is, quite simply, the people advertisers
want to reach. This starts with gender. Is the company target-
ing men or women ar both? Nextis age: is the product right for
adults or kids or everybody? Trom there, this can become more
finely tuned based on an increasing number of demographic
factors as well as psychographics and product usage. After
they have segmented the markel, they leok at which segment
or segments are appropriate for their brand.

In some cases, the target audience can be very similar. Axe
is for men, and because of its overpowering scent, it tends to
appeal to young men. Old Spice is also a male-vriented prod-
uct, but the campaign “The Man You Want Your Man to Be”
is targeted to women (though the ads are clever enough to
appeal lo men as waell).

Other products can have different appesls to different peo-
ple, all ef which might be presented in a single advertisernent.
The iFad is a perfect example of this. In their commercials,
Apple shows lots of different people using the product for lots
of different activities. Teens might use the iPad to take pichures
of watermelons being thrown from a building, and moms use
the device to read with their children or find a recipe, and
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grandparents use it to FaceTime with their progeny or to share
pictures of their grandchildren so they can brag with other
grandparents. Teens and moms and grandparents are different
market segments, but as a group they make up (at least some
of) the target audience for iPads. Knowing the target audience
helps with not only creating the advertising, but selecting the
media through which to reach them. For example, you won’t
find men reading Glamour, and paying for Sports Hlustrated (o
reach women would be wasting a client’s money.

Don’t get confused, however. Marketers are interested in
their targets and are not so concerned about what other groups
might think. For example, I don’t relate at all to Mountain Dew
advertising, and for PepsiCo, the parent company, that's just
fine. On the other hand, Banana Republic wants my business
and so they promote messages of classical style and business-
appropriate clothing. But don’t ask my Gen Z daughter about
BR. She wouldn't be caught dead in that store.

Do marketers only want to reach buyers?

No. Marketers are interested in buyers, users, prospective
users, and product influencers. These are important distinctions
because the buyer of the product may or may not be the user.
While you pick up Grape-Nuts or granola for yoursell, child-
ren can’t. In this case, an advertiser might choose to target the
mother or child or both. In targeting the mother, the emphasis is
likely to be on the nutritional value of the cereal. Kids could care
less about that, so markelers lalk aboul lasle or a loy surprise
when targeting themn with hopes they will nag their mother to
go shopping. It is mosl dilficult 1o nppml o both. This is why
the “Mikey” Life cereals are still held up as one of the great ads
of all ime. It got kids to pay attention while letting moms know
it was a nutritional cereal that kids would actually eat.

Az we see in this example, kida can be influencers on houge-
hold purchases, but they are not the only ones. While men typ-
ically purchase the family car, moms are significant influcncers
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if there are children in the home. A recent ad demonstrates this
without actually showing the mother in the advertising. The
commercial starts with a garage door being opened to reveal
an Infiniti QX60. The man behind the wheel is expenaively
dressed and obviously upscale. As the car pulls out af the
driveway, we see the dashboard with high-end features, and
the man opens the moon roof and then tugs at the cuff of his
sleeve as he moves his head in time with the music. We begin to
hear the lyrics of the song that has been playing: “T'm the bad-
dest man alive.” The car comes to a halt, the man switches off
the music, and a group of young girls climb into the back seat
as he asks, “How was the pool?” Then an announcer comes
on to say, “Buili for families. Dﬂ.r.lﬁnm:l for drivers.” The com-
mercial communicates that the car is good for families (which
mothers want) but has all the technology and performarnce of
a high-end car (which fathers want). Another example people
might remember is the Michelin tire ads that showed babies
sitting on a pile of tires. This, too, was obviously meant to grab
the attention of mothers, whao in turn would suggest these tires
to their husbands.
There are five consumer buying roles:

User: This is self-explanatory. A user is the consumer of the
product, whether it is toothpaste or a download from
iTunes.

Influencers: Anyone wha can affect the purchase decision.

Buyers: The person who purchases the product.

Initiators: The person who recognizes the need and begins to
find a solution lo the unmef need.

Deciders; Whoever has the ultitnate say-s0 when it comes o
buying a product.

We can quickly see that the role someone plays in the buying
decision affects how a marketer will need to address that per

son. If someone ia all of these reles in one, that makes things
a bit easier. A woman buys appare] for herself, a teen buys
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his or her own soda or salty snack, and so forth. Determining
how best to talk to consumers becomes more complex when
there are multiple players in the mix. The buyer and user may
or may not be the same person. Moms buy toys for kids. Men
buy flowers for Mother’s Day. Children influence a myriad of
household purchases, women influence decisions on cars and
healthcare, and so on. Children’s cereal often uses a dual tar-
get of moms (buyeis) and kids (influencers) and this can be
covered in the same ad. However, if the product is a bicycle
helmet, the message to the mother would be one of safety and
for kids it is going to be the “cool factor,” so different mes-
sage strategies will have to be applied. College selection is
particularly complex—the user is the student, there are mul-
tiple influencers, and the final decider could be the student or
the parents, who will end up with the bill. Given these roles,
the marketer must determine not only whom to focus on but
what role the consumer plays and if multiple players should
be targeted.

What is the ultimate goal of prying into our personal lives?

Remember, advertisers want to get the right message to the
right person at the right time and place—so that person will
ultimately go out and buy the product. Understanding who
consumers are enables advertisers to craft a message that gets
their attention. In order to insert the message in the correct
media so that the target wiil see it, the marketer has to under-
stand who the consumer is. This was more important when
advertising was primarily bought in legacy media dependent
on demographicsa delined I'.-y Nielsen—women 18 0 49, men
18 to 25, or kids 2 to 11, for example. Today, with online media,
targeting, using, these demos takes a back seal 1o one-on-one
marketing.

Paychographics had been the norm for marketers, and
while it is still being used, that is changing because of the vast
amounts of data available about consumers through online
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tracking. Because of digital media and big data, companies
now retain upwards of 1500 data points on every American.”
This does not mean that research will go away. Far from it!
What it does mean is that research will be more fine-tuned and
more individually directed, raising serious concerns about
surveillance and privacy.

37. Katy Bachman (Magch 25, 2004), "Conlessions of a Data Droker.”
Adweek, Retriwved August 18, 2015 from http:/ /wwwadweek.com/
news/ technology / confessions data-broker-156437.
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CONSUMER
CULTURE,
BRANDING AND
ADVERTISING

ERANDPING IS A CRITICAL COMMUNICATIVE PROCESS
IN OUR CULTURE, MEDIA AND EVERYDAY LIVES.

* What is branding?

* Who builds brands?

* How are brands embedded in culture?

* How do brands claim to be meaningful and ethical?

In this chapter we:

» Define branding as a social process

« Consider the relationship between brands and culture

« Examine the labour of branding

= Explore the relationships between brands, social spaces and interactive media
« Consider the role of branding in the ethics and practices of everyday life.

WHAT IS A BRAND?

Brands are woven into our everyday life  inscribed on objecrs thar we use, prined on our clothes,

visible on buildings, and cmbedded in nearly every media text we read, watch or interact with. If

brands were first found on products. packaging and advertisements, they now roam much further.

CONSUMER CUITURE, BRANDING AND ADVERTISING

They are also much more than just symbols that convey meanings. In this chapeer we will examine
how branding works as a social process. That is, brands aren’t just loges that suggest particular
attributes. Brands are continuously ercated and circulated within culrure. They are: created out of
inleractions between cultural producers and consumers.

Brands and mass consumption

Brands and advertisements were crucial to the development of the culture industry. Enrly brands and
advertisements made claims about the specific qualities of products. Typical inf fon ir, adver-
tisements included the ingredicnts, quality of the manufacture, the family name and place of the
producers, and the applications and uses uf th: proaduct, These claims all relaicd 0 specilic o lan-
gible qualitics in the product. It containgd specifiv ingradicnis, was from o puriiculie phice and had
certain wses, The brand wis simeply a name and logo that enabled consumens 10 recogriize the product
as having those particular qualitics.

Brands became important when products started moving further and being marketed to wider audi-
ences, Industrialization enabled the production of quentities of goods much larger than local market:
required; the development of transport systems like rilway enabled those goods i be ramsparizd 4o
wider markers: and the development of media enablod massages about these produces to e distribsinced
to these larger markets, With the emergence of mass preduction, markets and media ordinary people
began to much more regularly purchase products from producers and places they didn’t know first-
hand. The brand became a device for enabling relationships of recognition and st to form over much
wider distances, Brands were a way of socially Tacilitaling the market exchanges that technologics like
s production wd trumsport mude possible, Brands also plaved a role i creating and stiulaliog
desires in newly emerging markas, If industrial prodecrion and wanspor: enabled a wider circulaiion
of commoditien, then inmas media eoabled the rocogoition aind desire for those commedities. This
wider cireulation of commodities also brought producers into contacy with each other in mew ways,
Producers of commoditics in one area found their products competing with producers from other
arcas, If you were able 1o dismibure vour product: naton-wide, then 20 were vour competinors. Your
prodiict now sat alomgside them i shops amd i the minds of constimers. This eomptition Beought
forth the need o differennate products froom one aoother n terme of their qualibes.

The wtcieats of i factuiers comcded with the icrests of the carly mass media o repidiciis.
Manufacturers were looking for ways 1o make their products known and desired by the larger markes
they could now reach. Enrly mass media entreprmnsurs were 100king Dr wirys 1o genemle Mvents 1
support their operations, The newspaper busingsx model was built on generating advertising rovenue
to suppart their aperations. Smythe (1981 asked the question, “What does the mass maedia make?
The answer that immediately comes 3o mind 1< “content ™ the mass media make pews dones or tele:
vision programmes. Smythe though cxplarned that the content is not the praduct, bat ratkera pan of
the process of producing the final product - audicnces, The ouss modin produce ad sl audences
10 advertisors, More specifically, they sell awdience attention. The content is a devics thay captures
our attention, which adveriisers will pay for. An impariant dynamic al work here in that adveriisers
will pay for cortain kinds of audiences, namely middle-class consumers with dispasable income.

191
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MEDA & SOCIETY

For this reason, many eritics have argued that mass media conteat tends to reflect middle-class life
and values. This basic relationship underpinned the development of mass culture in the twentieth
century, and that is why brands ate so integral to an understanding of media and culiural production.
As we shall argue in this chapter, changes in the way brands arc made and managed are also intcgral
1o the changing functioning of media and cultural production in the twenty-first century. In this chap-
ter then, we examine brands not just as meanings, but as processes that create and exploit audicnce
attention and participation in ways that stimulate desires and facilitate the circulation of products.

Brands are social processes

Brands aren’t contained only in their ad While ad g has shifted owards making
more associational claums, brands have also moved their production processes directly into the cul-
tural spaces, practices and lifcstyles that their advertiscments represent. In Australia, for instance,
Coca-Cola has screened summer advertisements over a number of vears that depict typical Australian
summer pastimes like playving beach cricket or going 1o music fe Is. While the ads

depict these culluml pastimes, the brand also enacts them. In the summer of 2013 they built o large
beach - complete with lifeguards, sand, a pool and Coca-Cola - at sports stadiums during summer
cricket matches. Images of the beach were part of the television coverage of the cricket match and
circulated on social media. Brands don’t just represent lifestyles in their advenisements, they also
engage directly in those cultural practices. In this chapter we examine how brands stmulate identitics
and facilitate the circulation of their products as part of those cultural practices.

Brands are social processes. By this we mean that to understand bow bmnds work we peed 1o pay
attention not just lo texis and their meanings, but also to the social inleractions between people of
which those texts are a part. To understand how Coca-Cola works as a brand we need 1o look not just
at the television advertisements, but also at the cultural practices it embeds itself within, Importantly,
we need to pay attention two to the work that cultural imermedianes - like spons stars, pop musicuus
and other celebrities - and ordinary people do in making brand value. This can be 35 simple as using
products as part of our everyday life. When we consume a product, wear particular fashions, or ine
a certain brand of phone or computer, we say something about that brand w our peers. We also say
something about brands when we interact with them online, enter competitions, go to branded events,
or are visible on our social media profiles consuming or using them. This view of branding dravs our
atention away from thinking of brands as something that professionals in advertising sgencics create,
and towards thinking about the work we all do in creating and circulating brands. Brands only create
value when they are meaningfully incorporated into our identitics and cultural worlds.

The mode of branding we examine in this chapter - one which is inieractive, panicipatory and
reflexive - is attuned to the form of global network capitalism we have disciissed 5o far in this book.
Global network capitalism thrives on serving proliferating and fragmenting niches, In thiz systam
brands need to both position themseives with different appeals 10 many different markets at onee, and
be able w rapidly adapt themscives to changing consamer identitics and nituals {Harvey 1989, Lash
1990: 41). Brands are also emboddod in the production and maintenance of power riafionships in
global network capitziism, Individuals use brands o communicate their status and social hierarchy,
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Fashion. leisure activities, restaurants and holiday destmations are all icative cultural expe-
riences. By consuming these experiences we construct our identity and communicale it to others.

BRANDS AND CULTURE

Brands began as a device to convey the ‘legitimacy, préstige, and smbility of the manufucrarer;
1o educate the consumer about the product’s basic value proposition; and to instruct on the use of
novel products” (Holt 2002: 80). Holt (2002) describes this mid-twentieth-century branding s “culural
engingening”. By the mid-twentieth century: brands shified to appeals that were only “leruously
linked to functional benefits’ of products, and spoke matead o people s ideals, aspirations and desires
about the ' modemn good life'. This made of bratadiing grew abongside the posl-wir iiddle-elas boon
which for the firl time crcated ‘a large non-clite class that had significant dsposable income’ { Holt
2002: 82), leisure ume, and were moving to rapudly developing suburbs. Branding, as we know it
today, is 4 mode of communicating with ordinary middle-class people. Branding is a set of power
relationships that manages the desires, identitics and practices of ordinary life. In this period brands
aimed to facilieme the *poad hife” of middie<lass suburban homes, keisure nme, wlovision and mass
consumption, This made of branding undarwent major changes with ihe rise of the counter-culiur
in the 1960s. Branding moved from facilinsting a mass homogenous suburban middke-class idennity
1o promoling “the use of consumer goods 1o pursue individuated identity projects (Hol 2002: 83 ).
The counter-culiure posed an opportunity for brands to embed themselves much more directly in the
creative identiry-making activiues of individuals, 1f branding emerged s pan of te effor w engl-
neer eollective identities built arnund the mation, inthe secand half of the twentieth centry, heasding
became gritical fo the liberal project of shifting away from collective narional idmiitios and mwards
individual consumer identities. Branding Became pan of the social, polstical and eultural proess of
medmting desine for individual freedoms, forms of caprossion and ways of lifc.

[Seands have a complex relationship with culiveal and social movements. While it is tempting 1 con-
sider brands as products of mass culiure that co-opt onganic snd grassroows culiural practices, such 2 view
misses & more complex interface between brands and culture. From the 1960k onwards three imponant
chanpes hegan o take place in the communicative prachices of brands and advortisements. Farsthy, brands
hegan to incorporate a critique of the nMass consumer secicty into their claima. This appcsred pamdoxical
at first, that advertisens would promole consumption via a critigoe of the consumer society. Secomdly,
wdvertising began to expose its own artfice. Rather than prevend their claims were sincene el ot
vated by their own interests, brands begin to point cut to corsumens the constructed natuse of their sppeals.
And thirdly, brands began w invoke the popular idea of an empowered and savvy individual comsamer,

The W.lluvicwofﬂu: 196005 counter-culhiné ponays il 45 4h ofEiiie socil movement Hial Fosd up
o vhallenge the conformity of the mus socidy sd cullwe industy, Rodk eusic, denim jos, sl
fricedonms, ditigs and radical politics were all aticidated together i & social movement tat Clived 10
press back ayainst the sprawling suburban confirmicy of post-war America. This symibsalic angnism
Bt the anaiiereai i e altemative s Bei b recuriing cultiiral thee fonsach genenition sine,
The 19905 saw the rise of “aliemative® popular and music ulture thai was interrelaied in various ways
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with the anti-globali [ Cubtural scenes of the first decade of this century have celebrated
“indie” and *DIY” culture ofien in conjunction with the participatory promise of interactive media.

Each ofthese movements presented itsellias somehow ‘real” and ‘authentic’ against the *manufactured”
and "oppressive” culture of the mainstream. The coumter-culture appeared to threaten the homogenous
status quo of middle-American life with its mdical cultural and identity politics. The aliernative move-
ment at first scemed to rage against the greed of corporate America and the cultural homogenization
and labour exploitation of global capitalism (see Klein 2000). The indic and DIY aesthetic of the past
decade has been connected with bespoke, handmade, local and envi al ly ble forms of
cultural production and ethical msmm\tm (me Lﬂm and E"mel 2011), Each of these movements
positioned themselves against an imagi by arti ¢ different identities, values and
politics. Rather than mnﬁuutmupiut‘ummdommmm however, cach of these move-
ments was in part crested and stimlated by corporate cultural production, and provid 1o be a valuable
resource for brands. In many cases their ‘counter” and ‘alternative” ideas tumed out to be conventional
and commercially lucrative. We often like to think of ourselves as creative and sutonomous individuals
rather than passive dupes of the mass society. We need o consider then how ideas and practices like the
counter-culture, alfernative and indie are embedded within cultural production and inform how brands
work. Branding is a significant pant of the media machinery that broke down old dominant identities
and sssocigled power bases, and reconstructed new ones that aligned with e power relstionships,
values and ways of life favoured by American global network capitalism.

The creative revolution

The 1960s saw a “creative revolution” in the kinds of claims advertisements made (Frank 1997)
Bill Bernbach at the advertising agency DDB invented ‘anti-advertising: a style which haroessed
public mistrust of communication” (1997: 55). In his famous campaign for Volkswagen in the 19605
Bembach's advertisements began to both critique the mass society and call “attention to themselves
as advertisements” (1997: 65). By taking into account the critique of mass society and the public's
knowledge of their cc d nature adverti reflexively said 10 the audience, *We know tha
you know we are trying to persuade vou.” Once advertising made this move, it was no longer caught
up in trying to construct and protect an idealized artifice. It was no lenger hampered by the anxiety
of protecting the authenticity and crcdibllny uf its claims, It was free to move into ironic, creative,
savvy and associational forms of 1.

Anticipating the emergence of networked modes of production organized around creativiry and eul-
wral capital, Bernbach was at the forefront of a generition of culturil producérs who recognized thal
arganizations and socictics were most productive when they encournged freedom and eritique, mther
than trying to discipline and control in a hierarchical fashion. Anticipating a form of culivral production
that is commonplace tday, he reorganized his agency sround erealive eams., Bembach propagaled o
narrative about advertising as a serionis Cieative and artistic endeavour. Bermbacl coidgin ultu.lﬂjr Gl
structed a theory of the meaning and vahse: of his work. His public Inlerviews, the
organization of his agency and the sdvertisements he produced cain all e seen a3 “deep leats” (Caldwell
2008) that help us to construct a porwait of how he undersicod the practices and value of advertising.
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Where most advertising agencies worked to standardized processes and scinfific formu las and
produced advertiscments that sincerely represented the mass consumer secicty, Benbach and his
agency began to deconstruct both how advertisements were produced and the kind of appeals they
made. Bernbach was the first advertiser 1o incorporate a critique of mass society into advertising
itself, His adventisements demonstrate how advertising works nat only a5 promoston bul also ax
“cultural criticism’ (Frank 1997: §5). By examining Bembach's sdvertisemints in relation fo the cour-
ter-culture, we can see that advertising didn’t co-opd the counter-culture as some organic social
maovement. d, the hure was “triggered as much by developments in mass culure
as changes at the grassroots. [ts heroes were rock stars and rebel celebrities, millionaire performens
and employees of the culture industry; its groatost moments occurmed on television, on e rmdia, o
rock concerts and in the movies' (Frank 1997: 8). The samc can be cand for the alicmaive cullue
of the 1990z that couldn’t have exploded into & mass movement withoat BTV, major recond labels
and corporate sponsors (Klein 2000, Heath and Polter 2005). And again, the indie culture of the past
decade is deeply incorporated within corporate praduction. Brands promote ethical consumption
and bespoke products, and interactive media stimulase and profit from more diffise and fragmented
forms of DIY and naer-gencrated proshuction (Andrejevic 2007, Lowis and Porter 200 1, Bana-Welsor
2012y, Betdg mdividual, creutive and diffaent iz o continuous project. Cubmanccunting sur peen:
in the game ol hite and style is hard work. 11 makes us productive consumers. Advertising cor structs
and speaks to the savvy consumer, The counter-cufture wasn’t a threat 1o consumerism, but instead
a productive mechanism for continuously generating ideas and trends. Furthermore, by building
selfecritique into their claims advertisements could never be caugght out sot liviag wp to their claims,

Accounts of how brands work need 1o ke stock of the work consumers do in making those
associations between the product and the ¢ultural practices in their own livis. Cultwral products like
films, musie, navels and celebrities do the “ideclogieal besvy lifting. Beands then ser as ideolagical
parasilcs, Lgging along on these cultural practices” (Flolt 2006. 374). Once brands have exiablished
this connection they then expand ideclogical expression of those myths: they “proselyuise” them
{2006: 375). Brands cibance the amplhification of conain caltural practices and wdentitios, that mugh!
reinforce broader culmral and political ideas, bur they are ultimately only made meaniagtul and val
uahle from the work of corsumers omd cubtural intermediaries.

BRAND VALUE
Branding is now "premised upsom the sfea that brands will be more valuable if they are offerad nolas
culiural blueprinis but as caliural resources, as useful ingredienis io producy the self as one chooses'
(Halt 2007 83} Based on the idea of offenng “culriral resourees”, Holt (2002 ) argaes than Prands
engage in gtick such ax:

+ Developing ironic and reflexive personas, They dismnce themselves from being ovenly
persuasive; they eneourage conaumers o adap their claims and magery: thoy maky fun of
themselves, which protects them from critique (eritique is taken into account in advamee),
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* Embedding in cultural spaces and practices. Brands develop relationships with ar, fashion,
subcultures, sport and music communities. They make themselves an invested part of those
practices.

» Brands engage with us as part of everyday cultural practices. Consumers then incorporte
brands into their lives, connecting them with their values, practices and identities,

o Brands engage in below-the-line activities that rely on word-of-mouth and everyday inter-
actions between peers.

Holt (2042 ) suggoests that these activitios couse contmdictions. On the one hand brands present them-
schves as an authentic and disinterested part of culwral life. but on the other hand we all know their
commercial intentions. The result is consumers who are cynical about brands” sincerity. This can
manifest itaclf in forms of ivism, YWhen pressured athlctics companies like
Nike over theit sweatshop practices (Klein 2000) they called out the difference between Nike's *Just
Do It" manifestos and its real world exploitation of labourers. Holt (2002) also claims that brands
will run out of suthentic things b co-opt. Ferbaps more impuortant &5 not whether brands are authentic
or not, but whether they attract our attention and whether we engage with them. Brands rely on our
creative participation rather than our sincere belief in their claims.

Brunds are social processes that rely on the participation of consumers and other cultural actors
to create value, They work by “enabling and empowering the freedom of consumers so that it is
likely to evolve in particular directions’ rather than impose a *“certain structure of tastes and desires’
{Arvidsson 2005 244). Brands relate to the process of constructing our individual identity. Individual
freedom and expression are central 1o progressive and flexible forms of capitalism that emerged in
the past generation. Brands become valuable through the social actions of consumers, Contempocary
accounts of branding emphasize the unpredictability of porary s as they ereate
meaning and take brands in unintended directions (Holt 2002, Arvidsson 2005, Zwick ct al. 2008),
This unpredictability is both a challenge o brand managers and a source of valve. Brands need to
cultivate and constrain consumer creativity (Foster 2008: xix).

Brands are at the centre of comporate business strategy. They are asseis 1o be managed (Aaker
1991). Brand loyahy reduces the cost of keeping old customers and arracting new ones. They create
value by facilitating & network of meanings that can be realized os economic value. Some of the ways
brands facilitate valve creation include:

* Brands prompt mcreasing sales of a product or senviee, For instance, marketing managers
examine how brand activity corresponds with sales grawth.

» Value ¢an be accrued in the brand itself where consumers will pay a premium for products they
have added vahse to through their own crearrve and communicative capacinies (Fwick or al. 2008},
Consumers may pay a premium for a brand they associaie with their identity and values. They may
be transferrable from product 1 product via the brand loga.

® Brand vahie may be regisiered in stock market valustions {Arvidsson 2008). I this case, the
stock market vafues both the associations and affects that exist in consumers’ minds around the
brand, and #x enduring capacity to act a5 a device to realize economie valug from a market
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processes, From the mid-twentieth century, marketers developed research and malytic iechniques
for segmenting and targeting markets with particular messages and producs. With the relationships
between consumption and everyday life that developed in the post-war societies, markenng began (o
engage with psychological, sociological and cultural approaches. Today. hmnding mquines 2n ammy
of technical and cultural experts: economists, data experts, distritmtion amd loyistics egineers, swi-
ologists, psychologists and anthropologists. All of these professionals desiyn branding s an ongoing
system of conceptualizing. stimulating and managing consumer demand. Within this sysiem of branding,
advertising creatives and public relations professionals play a critical role in transkating brand stragegics
intn symhbals and meanings that will attmet the adention and resonate with identified target audiences.

Designers

The design of prodiicts ihemseves and spaces of consumption have been incorporated int the pro-
cess of branding. As brands have become more than just logos that arc attached to products, desig
have become critical @ designing products that embody brand identitics and creating social spaces
within which brasds can be created and performed By service stafl, coltural intermedianies and con-
sumers, Think for cxample of how |:|h|.ll the: design of Appks devices ix ks the meaning, legitimacy
and valuc of the brand. The 1 y and app of the device communicatex the principles

and values of the brand.

Designers arc also involved in the creation of ‘servicescapes® and *brandscapes” (Sherry 1998,
Thompsono and Arsel 2004) where the braad is perfo med by service personnel, culieral intermediar-
ies and consumers. Brands like Starbacks are constraeted via the branded space of lweir chaii stofes.
Designers create stores that not only ¢ficiently manage the producrion of the produst and service, but
also create 3 cultural ambience foi thie brand, The Starbicks store produces both a cup of ooffec aid
a social context within which the eoifee is consumed ss the eustomers sit, chat or vse the free Wil |

Front-line staff

In seivice=and expericnce-oricnted oonomics the acsthetic and emotional labowr of emplovees whi
intgrace with consumers is alse impertant in performing the brand, [n addition to making ihe basic
product ar providing the serviee (like making and serving the enp of eoffee), they cngage 160 @ Cfid-
tiomal, agsthetic and affegtive forms of labour that metliate the exchange. Retil and cwsiomer servige
stalf are front-hne embadiments of the hrand (Pethinger 2004, Parmen bier and Fischer 2011). Fashion
chains employ il who are good looking and have persosalities that maich the brand, and mandat
that they wear clothes i kesping with the brand image. They are required to engage With cistolnes
in ways that perform the personality of the brand.

Cultural producers
Hrands rely on cultural intermedianes like musiciana. actors, celebrity chefs and fathion blagger o

create value, These culiural producers deploy their identity, aml the atientxn they aiEac, o cmbeil
the biand within thei Hrr:slyﬂ: and secial networks. This can be as subtle as “I.’Ilill& wenain chbes
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or wsing a device in public. Or it can be more dewiled like direct endorsements of brands as part of
their own cultural production. The celebrity chef Jamie Oliver is a personal brand in his own right:
in has sponsorship deals and television progs he cross-p other brands by incorporating
them mto his narratives about cooking good food at home. Brands increasingly engage with cultural
intermediaries to produce branded content. Sainsbary’s contracted Jamie Oliver 1o produce recipes
and cooking tips using products from their store. In the fashion industry, brands increasingly cultivate
relationships with leading style-bloggers who are highly influential with hipster audiences.

Consumers

Brands engage conswmners in the creation and circulation of brand messages. While consumers have
always added meaning to products and services by incorporating them into their everyday life, brands
INVCSt TeSOUrCes I CngaEing with conswmers in culiural spaces and encouraging them w aimculate
content on their social media profiles.

BRANDS, SOCIAL SPACE AND PARTICIPATION

Brands engage with consumers by offering cultural resources and experiences that encouruge their
active participation in meaning making. Everyday life is increasingly characterized by social and
cultural spaces where we are invited 1o interact with brands. Retail spaces like Apple and Starbucks
stores are designed as branded experiences; online spaces like Facebook, and public cultural spaces
like music festivals and sports cvents, are all places where we enguge with brands within our every-
day lives, Branded spaces are designed (o anticipate and hamess the creativity and mnovation ef
consumers (Moor 2003: 58). Analysing a Gui branded music festival in Ireland, Moor (2003)
explains how participants create and then embed the brand into the social enjoyment of music,
Where brands use culturally embedded strategies they rely less on telling consumers what to think
or believe, and more on creating and managing social spaces where they anticipate and harnyss ihe
freedom and ereativity of consumers, The capacity to channel and collivate consumer participation
is greatly enhanced by a networked and interactive media system that can waich and respond io
consumers in real time. While participants in interactive media and branded sacial spaces are free 1o
create meanings, identities and social relations, they do that within communicative processes con-
tolled by media organizations and brands (Andrejevie 2011: 287), The more they participate. the
more their communicative and social capacities are rendered visible aind appiopriable by brands.

Brands at cultural events

At music festivals - like Lollapalooza and Coachella in the United States. Glastonbary and Reading
il the United Kingdom, and Splendour in the Grass i Ausiralia - the production of brands & incorpo
rated into the enjoyment of populaf diisié and eiiltisre. Miisie festivals afe a productive site for brands
because music fans use the festival 1 girculate and modiate thair identiny and cutiiml practices using
smartphones and social media, Popular music plays the role of stimulating s circulation of memories,
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emotions and feclings between people. Popular music is part of our practices of giving and gaining
attention (Meier 201 1), Festival attendees use their smartphones to create and circubate images that
position them within a flow of content related to the festival, The festival offers a set of culiural
resources mudience members use to portray and position their identity within the network of hundneds
of thousands of images, updates, likes, comments and tags gencraicd by the thowsands of fesival
goers. These images are part of the story they fell about themschves and thin cuij fils L

Splendour in the Grass is a music and ans festival field in Australia. The festival features music
performances by international acts and an extensive erts programme. Parinering alcohol brands build
large themed bars where they attract festival sttendees to drink, dance, socialize, take photos and cir-
culate them online. These themed bars are woven inte the festival expernende. The Tastivel secmbles
a productive audience, cultural resources and brind activations within a plirpose Bl social space.
In recent years, Smimolfl built » multh-level cocktall bas, Jigermeister a bunting-lodge-themed bar,
and Strongbow a bar on the deck of o lange antique sailing ship. The themed nature of these spaces
weaves the brands into the way fans enjoy and remember the festival. Far instance, sitting on the
deck of the Strongbow ship, audience members could drink cider, waich the bands and inmagine them-
schves sailing thiough e festival. The brunded spaces contribuie b Geelings of woade, funfusy i
enjoyment az they drink, relax, dance and sooialize, Fostival goors ngage with these branded speces
as part of their movement through a wonderland experience composed of acfective engagernent with
each other, mood-altering substances, and music and arts performances.

The brand activations arc part of the atmospherics and memorics of the festival. Festival gocers
in¢orporate them inte the flow of images they ereate and circulate online using thewr smanphonses
The biainds get caught up in a sctwoik of images of festival goen, misicians, amsts and perfor.
manves, In mediaring their own identity as pari of the culural schema of'the festival, consumers also
creale value for brands. To create an jibage using a smartphone, festival goers use thedr Capac ities
1o observe, judge and alfect one another, Afler capruring the image they crop it and 2dd flters thai
articulate its mond, and they log haskiags that position i1 within social networks online, They walch
the flow of images they contribute to, adding information 1w them in ke form of likes, shares and
comments, These practices ereate valuable atiention and data, which begins in the first instanc: with
ibe festrval goer using e creativily to caplure wnages wd circilate (b throigh social modia,

Thie music festival and its pastnering brands creats 4 matenal culteral space that bnngs g ther
cultural experences and resources that festival goers use W curste and structure as fows of images
on social media, Contined within (ke fences of e musse festival are not just performances and
brand logos bui a productive sudience who use iheir smariphones do position themselvies wiihin
a flow of images. The eirculation of images reproduces the culural scherna of the Sestival and irs
sponsoring brands. They link togriher their own identitics, cultural performances and brands. Hrands
alze emplay photographers wha take photos of sudience sembers and upload them o Faechook,
In addition o créating theincd spaces with brand fogos, ey also band out branded it like sis
glanses, bags, beach balls, blow-up couches, t-shirts and so on that also get captured in the thousands
of images circulaied by the sudicnce sf the festival. These muges beeome micr-advertisements thalt
conneet the brand w many differcar identities and their online social networks.

mn
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As festival goers participaie in branded spaces and use their smartphones to record those experi-
ences on social media they craft a network of shared associations, dispositions and affects that arc
valuable to brands. The images have a double function:

* As content thal connects together the brand, a cullural experience and their identity. The images
circulate highly credible brand messages through online peer networks.

®  Asdevices that generate data within the databases of social media. As images circulate, friends
view, click, like, tag, share or comment on them. Each of these interactions generates valuable
data for social media platforms and braods. Over time, brands develop profiles of the kinds of
people that attend music festivals and engage with branded spaces. This enables them to design
and target future cogagements with cultural spaces and audiences.

Brands that create value by establishing and managing social spaces and processes appear 1o be able
to adapt to the ereative meaning-making activities of consumers. Through these spaces and activities
brands create valug by ¢nabling and managing ¢onsumer participation with cultural résourees and
purpose-built social spaces (Holt 2002, Moor 2003, Thompson and Arsel 2004, Arvidsson 2005,
Foster 2008).

Brands and mobile media devices

Within social spaces like music fesnvals we can see how cultural experiences, smartphones and
social media are assembled in the creation of an open-ended form of branding. This mode of branding
brings together ‘soft’, culturally embedded activities with “hard”, calculative and predictive analyt-
ics. The brand ges with the cultural exp es of consumers; this prompts them 1o create media
content that is registered online where it gencrates data thal is used to assemble and manage markets.
Brands connect together real-world cultural spaces with the technical capacities of interactive media.
This cnables them to develop brands as “devices for the reflexive organisation of o set of multi-
dimensional relationships’ between brands, culure and people (Lury 2009: §9). The brand o not
only. or even primarily, a symbol rey ing a particular ing; instead, it is a device that assem-
bles ongoing relationships between people, places, expericnces and products. The brand becames
coextensive with the social relations it stimulates and manages.

The creative participation of consumers and ¢cultural intefimedianies cicates value even "wheie
their experimentation and innovation is “resistive in natre™ (Zwick et al. 2008: 168) bevause value
is made via the capacity of individuals to affect one another, rather thaii adhere to specific meanings.
Brl.nds rely less on particular mpmmtmms of authentie. cool or counter-culumnl values. Instead.

icity is grounded in the capacity of parficipanis to animatc affeciive ¢ tions and circuits
of attention and recognition (Taylor 2067, Meier 20111 As far as the cieation of brand valie is ¢on-
cemed, authenticity is simply the eapacity of popular music to establish an affective link between the
brand and warget market (Meier 2011 409). The brand doesn’t anempt to appropriate some particular
meaning, but instead to position itsalf within culral praciices and circulation of aflect and meaning

that changes continueusly.
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THE MERCHANTS OF COOL AND

GENERATION LIKE

The media critic and filmmaker Douglas Rushkoff has made two flms about branding ana
promotional culture, The first fitm, The Merchawas of Cool (2001}, eamined the emergence
of “coolhunting as part of brands” efforts 70 Make MaMseies a part of constany-woheing
fravrarwstkn of maming, The second fiir, Generadon Like (2014), examines how socesl media
have evolved into a platform for hamES3ing Uhe poduClveg STUVILES OF fand i el pulsigizs
tion. promation and branding of gandiuka

Both films can be watched online 3t the PES website (www.pbs.cig i You can fing ks w
these films and other rmsources about brards and culture on the Medis ang Society websie
study sagepub .comy carahandiouw

What s coodfumbirg? Wiat ens e limitathons of coohunling ¥

What donr coalhunting el us about the relatonehp batwean brands and coliune?

How hrew beands mednpied o social mesdn™

Select brangs that you Use o ang “armiliar with, How are they embedded wit hin your
everyday hfe, cultural practices and identities?

imagine you are a brand Dut you cannot make advertisements or buy advertising space
O TElRASIoN, NEwWSDEDETS Of migaziﬁes. How would you budd and manags the brand?

Whiat kinds of inforriation anmd dits would you ieed Shout Consumis aisd the: (v
marvige the braod?

How would you collect and aralyse information about CONBUMErs: 10 manage the branc?

What kinas of cullural neMmOoDneEs woukd vou Necd 10 work with 16 promote The brime?

How dé Brands maka use of S0l and MoDde Maedia 10 engage us N evaryday ire”

ETHICAL BRANDS AND EVERYDAY LIFE

In this chapier we ve concepiualized brands ns social processes. We've claimed thal they are embed-
ded in culiure, rely on the pariicipaiion of culiural mlcrmediancs and consumerns, draw on cnbgues
of the mass society and draw amention 1o their own appeals. Onee brands are embedded into everyday
life and culture, they beconne part of the way we consinet our everyday practices, ofhics dimd paolitics.
They become one of the resources we use o make our lives meaningful. Brands now make claims
bt their brosder rale in socicty and ther environmental, cthical arel political standpomis, This s
Jiust as much a deliberate commercial stratlegy as it i o consequence of brands’ mare complex engage-
ments with ciilture. For beads to éngige i cultural and sdentity-based formns of cominunication they
inevitably end wp making ¢laims about the things pecpla cans shous in their evervday bives. This «1s
in motion a serics of consequences. As mich a8 brards profit fron their engagements with calture,

2
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they are also accountable to them. Consumers and citizens expect them 10 mawch up to the cultural
and ethical claims they make (Klein 2000, Lewis and Potter 201 |, Banet-Weiser 2012). Banet-Weiser
(2012) suggests that one consequence is a more ambivalent relationship between consumers and
brands. On the one hand we use and engage with them every day, we find them meaningful, we agree
with the cthics of some of the claims they make. On the other hand we are frequently cymical and
dismissive of their sincenity, motivations and intentions.

Zizek (2010a: 53) draws our attention to the ethical claims embedded in everyday practices of
consumption. He suggests that a traditional way of thinking about philanthropy and charity held
that some imdividuals were wealthy and powerful. They used that wealth and power to donate to
causes they believed were important. The powerful were patrons of causes that they either cared
about or believed were important, *In the moming’, Zizek (2010b) argues, the wealthy ‘grab the
money, in the afternoon [thay] give half the money back to charity.’ In today's capitalism, how-
ever, *“When you buy something vour anti-consumerist duty 1o do something for others is already
included into it." He offers the example of Starbucks” claim that: *1t°s not just what you are buying,
it"s what you ar¢ buying inig ... when you buy Starbucks, whether you realize it or not, vou arc
buying somecthing bigger than a cup of coffec. You arc buying into a coffee cthics. Through our
Starbucks Shared Planet program we purchase more Fair Trade coffee than any company in the
wuorld, ensuring the farmers receive a fair price for their hard work, and we invest in and improve
coffee growing practices and communities around the globe®. Zizek describes this as ‘cultural
capitalism’. Consumption is an cthical, symbolic communicative act: ‘You don’t just buy a coffee;
in the very consumerist act you buy your redemption from being only a consumenst.” This form
of branding aligns with the progressive social-democrat values that construct "capitalism with a
human face” and position identity-based forms of consumption as acts that express the values of
global network capitalism,

The ethical consumer
Writing about Fairtrade coffec shops where customers choose where the profits will be donaied
from cach cup of coffee, Lewis and Potter (2011: 4) argue that * Attensits by social justice-oriented
busincsses to reconfigure the privatized moment of spending as & communal acy, thus positioning
consumer choice as a site of responsibility, are increasingly commanplace in taday s markerplace
Ondinary everyday life is beset by questions and decisions that seem attached (o Targer ethical and
political concemns. Purchasing goods and services is more than just about satisfying our demands for
the necessities of life; it has become a social and political act thai constituies our ideniities, social
worlds and power relationships. We now feel we need 1o mark out who we are. what we valie and
what kind of society we want via our consimmprion practices. Our overyday lives seom connectad
larger ‘community, national and global concems’ {Lewis and Polier 2011: 10).

The flexible and networked society of global capiialism poses new kinds of cthical questions
and political possibilitics. ur gthics are no longer moored in traditional communities and moral
codes, but in everyday choices we make in a reflexive communicaiive network, Buying a cotlee
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or a bottle of water becomes an act that says something about the fate of namral resourees and
labourers in the developing world. As global network capitalism creates new kinds of comnectivity.
we develop new ways of understanding our place in complex networks. As much as brands make
claims about their cthics, those claims make consumers aware that products don’t just have par-
ticular attributes they desire - those objects themselves are part of & tetwerk of socinl aid imaverial
relations, Qur decision to purchase a coffee isn’t just about the taste, bus alse abowt the: cthics of
its production, as well as the ambience, affects or meanings of consaming it in the store, office or
as we walk through the ciry. In a networked coasumer society, respansibility devolves to every
indivitual in the netwark. Consumption hecomes a symbolic communicative act marking <ut not
Just what we want, but how we understend our place in the sogial world, what our vales are pimd
how we want to be seen by others,

Brands stimulate and manage eéthical consurmption. Ethical consumpuon displacs collecive
action as a means of shaping the kind of society we want tolive in in favour of individual and private
choices (Potter 2011). Edhical ¢ 100 invites o ‘work on themselves” at the seme
time as they moniter corparations” values and practices (2011: 119). When we purchase a bottke of
water that claims 1o donate money w0 loan water prigects i the developing workl s bath mark i
our own vilues and seod @ message e the network or market abou! te kinds of products we desire,
We communicate our ethics via our consumption. In doing so thaugh we also add gualities and value
o brands by making them ethical and meaningful (Foster 2008, Potter 201 1).

On the onc hand where a bottle of water or a cup of coffee claims to us that it will conribute 10
elean watcr or sustainable production, it works as a sineere ethical elaim. On the other hand, Zidek
{20110u) provocatvely suggesis that despiic the spparent sincenity ol cihical comumplion, we are m
fact often eynies. That is, we know the bottk: of water ar cup of coffee won't setally fix the problems
in the developing world, We aren'i nalve enough o believe thai disposable botiles ol water and coffee
eups could ever be environmentally sustainable. But these acts of consumplion make us kel goed.
They help us build an identity that warks Tor o8, posItions us in our social nerwarks and makies life
enjuyable. So we do them enyway. Repardless of whether our thoughts abous ethical comsumiption are
sificere of cyitical, by participating i it we validate the idea that we must sct. Hrands encoirsge us
not (o think but to act. Ethical consumption is an imperiant part of the way setwoerk capisalism func -
tions. Eihical brands produce ‘capitalism with a human Tace” Zizek agooes that helping ofiiers and
protecting the environment are good eauses, but in appending these principies w brands we opscure
how global nctwork capitalism causes many ol these problems in the fimsi place.

The ‘ethicalization’ of everyday life

10 the famots “chicken” soene in Porffaadia - a sating of hipswr lifg in Postlaid, OFegon  coqtam pofiry
anxieties about ethical conmmption are axtuiely skewered. A couphe ask 8 walier in s restaurang shairt
the chicken on the menu. The waiter tells them, “The chicken is heritage breed, woodland mised
chickon, that's been fod a diet of shoap's milk, soy and hazelnuiz.' The diners conhinue to enguire
abewt the chicken: i kocal? 1e it ompanie® Are the hirelouts local? How big is the area where the
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chickens are able fo roam free? Taking their enquirics seriously, the waiter goes away and returns
with a biography of the chicken including a photo and life story. She tells them, *The chicken you
will be enjoying tonight ... his name was Colin, here are his papers.” The waiter assurcs them the
farm does a lot w ensure the chickens are happy. The couple make further enquiries about the farm
and its owners, telling the waiter, 'Jt tears at the core of my being someone just cashing in on a trend
like organic.” The diners then ask if the restaurant will hold their seats while they go to the farm to
check on the living conditions of the chicken before placing their order.
The scene is a satire of the “ethicalization” of everyday life and the *reflexive doubt” (Dean 2010) that
h 1zes ethicul on. As much as we feel compelled to consider the ethical consequences
of our everyday life and consumption, we simuliancously are unable to make any firm judgements. We
are encouraged to be informed consumers, but the networked society's modes of production and com-
munication are so complex and fragmented that we arg unable to got and assess mformation, Faced with
decisions like this we become anxious, static or cynical. This leads us to be increasingly dismissive or
anxious about the consequences of our choices. Brands® ethical claims conceal their role in stimulating
these anicties us much as offering solutions w them, As much a8 brmads” ethical claims respond w
consumers” demands for more responsible forms of pi ion, they al tand anticipatc them.
In this chapler we've examined how brands facilimie cultural and communicanive practices.
Branding appears to be part of the communicative logic of global network capitalism. 1t 1s a senies
of symbols, social spaces and processes embedded into our everyday lives, politics and culture. We
live in a “promotional culture’ (Wemick 1991) thut informs how we think about our lives, politics
and socrcties, We are cach engaged in the day-to-day promotional work of positioning ourselves in
networks of communication and production.

BRANDS’STORIES ABOUT

THEIR ETHICS AND VALUES

Apple is one of the most valuable brands in the world. It was imtially built on positioning
itsoll in relation to ‘cool outsiders’ who identified with piogreseive political and identity
namatives. The Apple brand of the early 19808 positioned iself by drawing on the ‘mags
society critique’. The famous *1984° advertisement deplcted a homagenois mass watch:
ng an ancrymous figure speak at them. The imagery conjured LD the Mass Sociaty id6a
of A passhve audignce consunung content. & woman ardves and iows @ sledgehanmef
through the sceeen, lowing It up. A varceguer telis us, 'Dn lamuary 2dth Apple Compoger
will introduce Macintosh. And you't! ak# why 1884 won't ba like "19847 " The adwortissmant
promised that Apple would “treak’ the dyeiopian mass socikely depicied by Oreeli in ive
famous novel. Apple's brand namative used the counterculture mythology 1o positon ns
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(Continued)
ous. While veryone pisa was walcing

customers as creative, iIndependent and
TV, Apple consumers were creating the future.

Appie refied on its passionate consumers to embed the brand in their cultisal namatives
and identities. Apple consumers presented themsaives ax intalligert, sxay, urban hipstens
They wotked in cool creative jobs in hip cites and shamd progreasve cultural and politiest
values. As much as the Apple brand was created with clever product design and advertising,
it was aiso crested by strategically managing its. hip adoptereiite. Online communities and
nfluential bloggers were part of the development of the Apple brand |see Muniz and 0'Guinn
2001). Over the past decade Apple has rapidly isen from a niche Diand to & market leader.
This has presented Apple challengies ax it friee fo manage sn sdoptecalite nichs market seg.
ment alongside a mass consismgr marke:. Thi Appla flagship S10ras havp pavan an impor ant
part of this strategy. The stoms ane a material Space that embody the brand for the Mass
market. Ordinary conSumers cin go to these stores o 4peak with Apple experts of tha stores”
Genius Bars. Thase stones are important matesial ‘brandscapes’ (Thompsen and Arses 200
whine the and is parformed And matarialized. Appie also uses Atage-managed prodict
launches 1o gonemte dlscussion among fechnogy journalists, binggers and aoorien

Ther Appia DEANG 19 NOT jUST Made in 15 pdvirtaing and Siofes: th use of e pIocucTs by
consumes and cultimal imermedianes, and the way those products are ofganized withit an
Apple ecosystem, also bulld the brand. The ecosystem organizes consumer nberaction wiih
the product within @ netwark wholly owned and controfled by Appie.

In recent timed, Apple has aiss had w0 contend with an dentily crisis B8 Consumens
parceive a gap between The clean, innovative and eihical brand heioric and the produguon
condiions n Chinese factones. and the contret of innovation through S Glosea eco=ysiem,
application and content stores. In thess NsStencts we can sae what BanetWweiss (2010
calls the ambivalsnt’ natee of beands. On the one hand Apple connacts with things we b
fiean b, O thet Gthesr hand it embddiers the conmadictions of the gobally netaorked o sumer
aocitty The brand is & device for managing 4 globally networkad infarmation Busineas - & way
of articulating production and consumption iogether in profitsble ways.

Consider seme of your favourite brands today. How do they both celebrate and criique
thir MBS SocEty?

How IS Today's MAass sociely different from Ihe one imagined by Gewell, or the mass
sociely of the mad-twantieth cantury’

What arée Apple’s biaind viloes?

Horwe dowrs Applé proves OF deinonstiates thoss values?

How dhi thir nsnrathvaes denaelinn v tine?

Exaring the ethics, respormsidiite and Fadrtrode golivies of ands thot you use, Yieg
can Tnd ke 0 pOCes and BEhef resowtes sbout othicol Drands an the Wi D
Socmly website sludy sagepub.comy carahandiouw

WhaT Sladms 20 BARdS Maki about atizonship?

Wil Torig of SEeahip G0 thay offed consuman?

How dhn besinds ik pisclussmng goor and services mesningfils

o -

m
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‘What does buying an ethical brand communicate about you?

What impact does buyng an ethical brond hove on owr society?

Whal contributions do ethical brands make 1o society?

Are contentporary brands that offer us ways to cofwey the emdronmental, social and
cultural causes that matter 10 us better than brands that simply offer us qualities
within the product ang senace?

P

CONCLUSION

In this chapler, we considered how brands work as a social process. Brands only become meaningful
and valuable when we interact with them, incorporating them into our identities. cultural practices and
wcml lives. While we can determine their efforts to take advantage, stimulate, amplify and even exploit
identitics and | we can also sense their possibilities and limitations. They don't exert
mdwuhlﬂnydnmdnmdmardpmmwhnhwwlmmudlmhr
Cohen (1963) argued that mass media don't tell us what to think, but do tell us what to think about.
The interactive and participatory forms of branding we have examined here follow a similar logic: they
establish the communication spuces and provesses within which we construct our identities. As brands
have become more open-ended and participatory processes, and as our media systems have becoms
more interactive, brands have become more embedded in our everyday cultural practices.

Examining the contemporary processes of branding helps us w consider how the identity and
communicative work of ordinary individuals is increasingly important to how media functions to
create and maintain power relationships. It doesn't work only by telling ordinary people what to think
and do, but by constructing their action and participation in particular contexts. Ordinary people and
the way they communicate and live their lives are very imp to the production of hrand value.
Their communicative and identity-making capacitics need to be incorporated into the socul process
of branding. Their identities take on the features of brands, and vice versa. Basel-Weiser (2012: 43)
argues that brands rely on our labour, and that labour is the capacity to produce affective relativn=
ships around brands. This makes brands flexible and ambivalent. They are not monolithic objects.
but adaptive social processcs.

Brands offer us opportunitics and resources to express ourseives and make our identities visible 10
others. As we mmwdmhmafmwlﬁﬂmmwdrmmfhnrdulw
we may also become less engaged i forms of directed b encot iz others
(Chouliaraki 2013). Brands mwvite us to reflect or the self rather thai cicotinter the exp-ﬂm.t of gtli=
ers. As brands incorporaie cthical duties and claiing into the forms of participmtion they olfer us, we e
them as devices for expressing our own walues, In the process, we make brands meaningful, dursble and
ethical parts of our cultural world, amd we forma our identitics within the logic of brands. This nourers
processes by which we might encotifiter others and refléct on ouf fole in global procéises of consamplion
(Chouliaraki 2013). In this chapler, by examining brunds @ o soeial proces, we've considend how pro-
motion und participation are practices cential W the functioning of the glabally networked meidia svilem
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FURTHER READING

The readings by Banct-Weiser (2012) and Holt (2002) are useful in charting the development of
brands that arc cmbedded within culture, rely on the participation of consumers, and adopt savwy and
ironic dispositions. The reading by Holt (2002) in particular chars the tranaition from bragdig s 4
mode of “cullural engineering” to a more open-ended and panicipatory process that draws on culwral
life. Meier (2011) explores the connections between branding and pnp-.llurmlsic Meier offers critical
arg that ider how authenticity fi within | popular culture. The readings
by Banet- Weiser (2012), Chouliaraki [IOIU}and Lewis (2008) each examine the incrrelationships
between promotion and branding, culture, poliics and ethics. They address themes related wx pohical
consumption, humanitarianism and sctivism within a commarcisl populr culivre,

Banct-Weiser. S, (2012) Autbeniic TR The Polttics and Ambivalence in a Brand Cultwre. New York:
NYLU Press

Uhouliaraki, L. {2010} *Post-human itaransm: Haman itanan communication beyond o polaiics of
pity”, dnternasoial Jewrnal of Cultural Studfes, 13 (2 107126,

Halt, 1. I3, {2002} “Why do brands cause vouble”™ A dialectical theory of consumier culture and
branding’. Journal of Consumer Research. 29 (1). 70-94).

Lewis, T. (2008) ‘Transforming cidzens? Greem politics and ethical consumption on lifestyle
television’. Continuum, Jowrnal af Media & Culneral Sredes, 22 (2); 227- 240,

Meier, L. M. (2001) 'Proimctional abhquitoliis musics: recording atists, brands, and “reidening
authenticity™ , Papular Music and Saciery. M (4): 330 415,

Any ariicle marked with @ is available o download ai the websiic study.sagepub.com/
earshandlauw
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CHAPTER 9§

Culture and
Advertising Appeals

hree aspects of advertising style were pointed out that are each prone to

influence by culture: (a) the values and motives included in the appeal, the

central message; (b) the basic advertising form; and (c) the execution: the
casting and activities of people, the setting, and the interrelationship. Consumers
do not distinguish these elements the, way adyertising academics or professionals
do. For consumers, it is the total picture that is important. The total picture reflects
communication style and enables people to connect. Yet, for professional purposes,
we have to understand the role of all elements of an advertisement to be able to
analyze whether an advertisement is culture-fit. This chapter will focus on the
appeals in advertising. It will discuss the value paradox in advertising and give
examples of how cultural di can be recognized in advertising appeals. A
few specific appeals will be discussed, like the country-of-origin appeal and the we
of humor in advertising.

Appeals in Advertising

The appeal in advertising is a comprehensive concept. The appeal includes values
and motives that define the central message, Moviaity, Mitchell, and Wells' state
that an appeal “connects with some emotion ihal makes the product particularly
attractive or interesting, such as security. ssteem, feur, sex. ond sensory plewsure”
The appeal is also used to describe a general creabive strategy. Emphasiz on the price
is an economy appeal. A status appeal is used for presenting quality. expensive
products, The combination of the appeal {including motives), hasic advertising
form, and execution makes up advertising ayle

Advertising is shaped by the culture in which it is practiced. so logically, appeals
reflect the values of that cilture, When the viliués of consumers are congruent with
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the values reflected in advertising, the link to liking the ad, the brand. ox the com-
pany increases, and advertising will be more effective.

Many studies have pointed at cultural values reflected in advertising, and partic-
ularly, content analysis based studies have revealed culture-specific appeals in
advertising that can be explained by the Hofstede dimiensions. Although most
research conducted to annl)ru values in advertising appe alx iz comparative contant
analysis of advertising,’ content analysis har baen crit:eized for providing deserip-
tion without prescription.' However, we argue that if in a country cemtain style
elements are more common than in others, these style elements are used because
they appear to be more effective.”

A problem of cross-caltural conlent analysis is the organtzation and logiitics of
a large-scale cross-countTy study, In partcular, when udng cultural variabies like
the Hofstede dimersions, comparizon should e across more than iwo countries.”
Unfortunately, thers are few large-scale cross-culturall studies, and most compare
the United States with one other country. Some regions are clearly understudied,
such as Africz and Latin America. Out of 36 studies found by Chang et al.”
25 studies compared anly two conntries, and culire 22 4 koy concept wes aeldom
explicitly defined. In 33 studies, the United Siatex was ihe point of referomnce, and
the most used cultural dimension was Holstedss individualism/collectivisim, In
none of the studies was cultural paradox raken into account. It is not easy te recog-
nize values in advertising as advertising appeals do not necessarily follow the norms
of a culture, They may even go against them. To urderstand this, we first have to
return to the value paradax.

The Value Paradox as an Effective
Advertising Instrument

56212

In advertising, some vabues can easily be recognized a5 a refllection of calture.
Self-actualization, s<li-inserest, and sell-esteem are examples of such values, They
fit individualistic culturcs. Also, doing it your own way and going it slone are
expressions of an individualistic culture, But belonging is alse ¢ strong vulue of
individisalistic ciltures. This seema paradoxical. That & becainge thee ane often
appasing elements in one value. Thus, advertising appeals or clums may represent
lwo oppusing stalements aboul values. This s related 1o the desirable and the
desired, the distinction bstween what people think ought to be desired and what
penple sctually dexire, or how people think the world sught to be vernas what pea-
ple want for themseves, o discussed in Chapter 3,

In advertising, the opposing values af a culture, glthough often paradoxical,
appear b be effective because they relate 1o the importun ! uspects of people’ lives,
Belonging is 4 ubiquitous value in American advertising, particularly i the seati-
mental, emotivnal form, X is included in e concept of “humecoming” T & not a
value to use 0 an appeal In Japanese advertising, In individwalistic coltores, the
need to belong may be a reaction to exireme individualism and can be reflected in
showing more family life than there may actually be. Not understanding this
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paradox causes researchers to formulate wrong hypotheses or express feelings of
surprise about the results of comparative studies, as Okazaki & Mueller* do, writing
“surprisingly, the data revealed that Japanese ads made less use of group/consensus
appeals than did U.S. ads. Also unexpectedly, Japanese ads were found to make
greater use of the typically Western individual independence appeal than US ads”

The desired and the desirable are reflected in people’s behavior and in how they
relate to each other. Both the desired and the desirable are recognized in advertising
appeals or claims, but they may be expressed in opposing ways. This makes it even
more difficult to understand words and concepts that are labels of values of a cul-
ture other than one’s own. An example is the concept of sharing in the English
language. Superficially, this may imply a non-individualistic and/or feminine caring
concept, meaning “not keeping things for oneself” Yet in a masculine and individ-
ualistic culture, it reflects more, Tt reflects winning and communicating one's suc-
cess and achievement to others. One shares only the positive things of oneself. One
does not share failure. Facebook uses the concept of sharing in this sense, but
ily refer to the same concept.

translations into ather languages do not

Generally, one has to be very cautious with such concepts as they are ambiguous,
and when translated into other languages, half of the meaning may be lost. If trans-
lated, a positive meaning may also change into a negative one.

Paradoxical value statements can be recognized in three ways:

1. Statements contrary to common belief, for example, that the Japanese are
individualizing whereas they actually are collectivistic. As in all increasingly
wealthy societies, the Japanese are focusing more on individuality, but their
behavior is collectivistic compared with Western societies. What is perceived
as individualizing is changing competitive behavior.

2. Statements that seem contradictory but that may in fact be true. Seemingly
opposing values of one dimension, such as ‘be]onsins' and “gcing it adome™
coexist in an individualistic culture.

3. As paradox type 2: Values that seem to be paradoxical within one dimension
but can be explained by the configuration with other dimensions. An exam-
ple is simultaneous “equality” and “large wage differences)” a paradox of the
configuration low power distance and masculinity.

The next sections will present some examples of paraduxes,

Equality Paradox

Equality is a strong desirable value of 1.5, culture, but the actual behavior of
Americans does net show so much equality. American behavier is related o fair-
ness: the belief that people should get what they deserve If they have the capabilities
ind work hard. This value results in inequality: If you have worked hard, you
save carned the right o be different. 1o earn more— somerimes excessively
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more—money than others. CEOs of US. companies can earn 40 times as much 2
an ordinary production worker. The biggest increases in income inequalities have
occurred in America, Britain, and New Zealand. Wage differences in mest of
continental Europe also changed, but to a lesser degrez. In continental Furope,
increased wages of top managers of large companies have caused protests, and
CEOs have even been asked to lower their salaries. S0 @guality in the United States
means the poor have equal rights to became rich, and aquality in a lirga part of
Europe means the rich should be equally “poor”

Dependence and Freedom Paradoxes

Another paradox can be found In dependence versus Independence, the opposing
values related to power distance and individualism. In high power distance and
collectivistic cultures, children remain dependent on their parents mu<h longer
than in low power distance and individualistic cultures, where children aze sup-
pased ta go thelr own way, be =elf-rellant, and make their own declstons aan early
age. Thix ix extreme in the United States. An example ix an event in 1996, whan 2
7-year-obd gicl who wanled 0 <t the tecord as the youngest pilol in the weld
crashed and died. Her mother was quoted as sayirg, "1l was her own decision.”
Independence is a widely used concept or cue ir Western advertising but also in
Japan. There, an appeal in advertizing ic independence as oppesed to dependency,
which is such a strarg part of Japanese culture, Also, a study comparing advertising
appeals in the United Stales and Russia found indeperdence as an appeal both in
the United States and Russia?

Related to dependency are the cpposing values and paradexes of freedom. In
low power distance <ultures, freedom means inﬂcpemt'n.l.'c. In a collectivistie cul-
ture, the vpposing values are frecdom amd hasmony. Freedom can mean dishar.
mony, as one ought to conform to the group. Freedom versus belonging can be
apposing valies for feminine cultures. Becatise of affiliation needs in femminine
cultures, belonging is an implicit velue and is relaed to conformance, cansensus
Yet in onder to succesd, one wants to express oneself, be different. This goes against
the norm, the desirable. Freedem reilecis the desired, The freecom-belonghag par-
adox iy typical of the Scandinavian cultures and the Netheraods, The Dutch, fod
example, are notoricus for searching for freedom in their holidays by waveling 1o
France or Spain, but they take thels own mobile hamzs (caravan er trailer) with
them and go toa camping area whers they are sure they will find thelr compatiiots.

In a strang uncertalnty avoldance enlture, bao much freedom may Irad foward
undesired chavs, which cannot be tolerated, so the vpposing value & vrder. In
strong uncertainty avoldance cultures, freedom breeds uncertalnty, whereas in
weak uncertainty avoldaace cultures, freedom breeds succese. People in strong
uncertainty avoidance cubures take calculated risks to avold failures in weak cneer
tainty avoldance culmuras, peaple saka ridks 1o anceeed

Tn sun, freedom paradoxes vary by culure, For a high power distance culture
like France, it is freedom wersus dependerce. For a collectivistic culture like Japan,
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it is freedom versus harmony. For a feminine culture like the Netherlands, it is
freedom versus belonging, and for a high uncertainty avoidance culture, it is free-
dom versus order,

Success Paradoxes

The norm, the desirable, in short-term oriented cultures, in particular when com-
bined with high masculinity, is that one wants to shine, to show one’s success.
Success is communicated, shared, and displayed hecanse it is natural to show off.
This is less the norm in long-term oriented cultures, in particular when combined
with femlmmty Although a universal desire is to be recognized when one achieves

B the d ted directly. B showing off is against
the norm, demonstrating success must be done indirectly. Whereas the British
(masculine culture) can say straightforwardly that they are the best, as British
Telscom doss: “We have the best connestions,” the Putch, Dan<s, and Swedea (fem-
inine) are not likely to do so. The paradox is frequently found in appeals such as,
“There is more to it than meets the eye” or “True refinement comes from within”
(Volvo, Sweden). Advertising in # masculine cullure says, “Shuw your neighbors,”
whereas in a feminine culture advertising will say, “Don’t show your neighbors.”
The paradox is in an advertising claim like “Brilliant in its simpleness” (Omega
watches, the Netherlands): On the one hand, one should not show off (the desir-
able), yet if successful, one wants to be recognized (the desired).

The Innovation and Global Paradox

Although low uncertainty avoidance cultures tend to be more innovative, appeals
like new, modern, and innovative are also attractive to members of high uncertainty
avoidance cultures. This is similar for international or global appeals. Members of
high uncertainty avoidance cultures like to be international, globai, casmapalitan,
although in reality, the local is more important. Characteristic of strong uncertainty
avoidance is resistance to change, yet words like new are also found in high uncer-
tainty avoidance cultures like France and Germany.' Although the cue word new i
much seen in advertising, actual buying behaviar may not be so innovative. For
individualists, new and modern means adventure; for collectivists, heing modern
and international reflects belonging to » greater world. Although local is the norm,
global is an attractive appeal. On the one hand, the Chinese are driven by the desire
for global cosmopolitanism and derive face from global brands; on the ather hand,
they have a countervailing desire fur lucal goods thal use Chinese appeals.

In particular in Spain, the innovation and global paradoxes are strong. The
Spanish way of life as reflected in advertising is warm, caring about others, different
and original, evén If tull of unpredictable factors, On tha ane hand, the Spanizh feel
the desire to be modern and innovative; on the other hand, the desirable is stability
secavse of the difficulty of coping with ambiguity.
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Examples of Appeals by Dimension

SANGUE ATUL,

In this section, examples of appeals found in advertising will be described by
dimension, as well as activities and interactions between people in television
commercials that are often deemed to be “only executional” but that reflect
basic cultural values. In this chapter, as in mus! of the bouks The Holstede
dimensions are used because these have been applizd most o sdvestising wwross
cultures.

Fower Distance

Status symbols are lex I"r:qun.llr used in Inwl:l'm:r distance cudhwrex than in high
power distance cultures where prestige is an important appeal. An example is the
use of certain status sports such as galf. Pawer chims can be verbal and direct: “Save
your power far the work place” (from an advertisement forthe Lexus in Singapore)
or b @ verbal an visual snetaglionr: Bie blood or vidits, wlering W wyuﬂ.r {Frinml
in ndvertising in Pertugal, sec 11 %1}, In the 1, powerd can
b shown in the way peapla Intarralate ar by the type of paople thown (alder v
youager). In high power distance cultures, the eldex (grandmother,
mother, ar aunt) advises the youngsr (daughter or niect), Procier &
Gamble has carefully differentiated its adwertising for this cultural
difference, as found in commercials for the brand ACE and was hing
liquid brands Drefl and Yes. In low power distance cullures, the
younger advises the elder {daughier advisee mother), as in P&G
commercials for Yes in Sweden and Deeft in the Netherands, A
typical Jagaiese exampie of high powes distance belswvior is inoa
commercal for Skinko Sangyo, “Saideria Home” which reflects the
custom that when a group of people share a car the bass or any
higher placed person must alweys be brought home first, cven if
others live clmser to the rowd taken. In this cemivercial, this auslors
allows the whole groap w admire the nice home of the boss,
Anocther example is a TV commercial (see THustration 9.2) for

Mustration 9.1 Alfa 33,

Portugal

58212

Bioss canred eoffee, which reflects the senpar-kahai (elder-yamger
n work} relatomhp. A famous Jupanese rock sninger {Hikichi

Mustiation 92 Boss, Japan
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Yazawa) plays the role of an elder (sempar) Japanese salaryman. It is raining when
he leaves the office, and a younger colleague (kohai) offers to get his older col-
league's car, so he will not get wet. This is a situation not found in low power dis-
tance cultures where equality values are strong.

In high power distance cultures, where elders are respected, ads also tend to refer
to generations, for example, to fathers and grandfathers who also used the product
or brand. This reference to generations is reflected in the advertisement for Azzaro,

howing three g ions (111 tion 9.3). In high power distance cultures, elder
people who dress up as young ones are viewed as “not grown-up” A global adver-
tisement for Carrera sunglasses shows what is perceived as an older man (known to
Amgrlcans as the profvssional wrestler Terry Dollea, nicknamed “1lulk logan™)
dressed up as a young hippie. This is nota Paniculnriy attractive picture o Peopk
in high power distance cultures ([lhastration 9.4). People will judge such a person
as nol grown up.

Independence is an appeal reflecting the desirable in low power distance cul-
tures. In high power distance cultures, it reflects the desired. A Japanese ad for
Honda uses the words in the copy, “T'm independent,” in English. In high power
distance cultures, children are more protected and are independent at a later age
than in low power distance cultures. Showing a young child alone, struggling to
enier a building with his bicycle, as in a Duich commercial for Blue Band margarine
(Mlustration 9.5), is not accepted in high power distance cultures. The Dutch will
see the boy as an enterprising, independent child, whereas in other cultures, he will
be pitied because he is left on his own. fn contrast, an Italian TV commercial for
Granarolo milk shows a young (spoiled) boy in a high-status setting (country
manor, servants), He doesn't want to drink milk, although the servants offer him all
sorts of cookies, but when Granarolo is offered, he accepts, and everybody applauds
(Tllustration 9.6).
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liustration 9.4 Carrera,
Intarnational

lustration 9.3 Azrzam,

International Netherlands

lllustration 9.5 Blue Band,
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Illustration 9.6 Granarele, Italy

iHustration 9.7
Denmark

59y 212

Respect or disrespect for teachers or bosses in advertising is a
reflection of high ur low power distence. & Dunish adverbizement
for Lipten tea mying, “Urive your bow mad by making him <rink
yourr tea” {Mustraticn 9.7, should not be wsed in France, Spain, or
Italy. Low power distance is reflected im the antiawthoritarian ele-
ments of parody and humorous advertising

The cencept of ar “empowered consumer” included in a compa-
ny'e chim, “Judge for yoursel ™ —or mere implicitly when a cor-
[y atiecaes ite pol ad @ facilitater instead of Gipoeing ideds o

crealing = d lercy p with the

¥

low power distance -:u:lnms

1 parl of

Individualism/Collectivism

Lipten,

As degcribed in earlier chapters, an important difference between

individualistic and collectivistic cubures |s between love-context and
high-cantext communication. In individualistic cullures, the public tends 10 be
addressed in a direct iniptﬂanll{ne&w Words: like your, we, andl ] are ffu]l-mllr
used. So are Imperatives. U.S. examples are “You flip 2 swiich and .. " {Detroit
Edison), “Treat youwself right” (Cryeal Light), “You have a dream, rake o wish . ”
(Reebolk). Whereas presenters i individualistic culnaresaddress the publie dirsetly,
the: pur pose of using, welk known presenters or endorsers in collectivistic cullures i
that the audience can associate with them. In indi vidualistic cultures, the personal
premeaun [ s frequently used, as in che glibal advertsenent for Nike (lustration
9.8) and in the advertisement far Lucky Strike (Thnstration 9.9). The latter was used
m Spain, where this approach v ol very allraclive. A belter approach is in the
advertisement fuor e cigarette braved L&M (Ilustration 910}, whidy says, *Belter
in companionship” A Chinese commercial for Adbdmy (ree illustragion 9.01) ai the
Olymiples of 2008 shoaws & Chinese swim champliss who wins being carried by the
group. It says ~Together in 2008. Imponible is nothing”

Loww-context communication 1@ mom taxmal and hlgh-oon et coimninkcation
more visual. However, new techieology has made it asier for aet divectors world:
wide 10 make more visual integrated ads. Alsa in & low-context culure Dke the
United States, this Bus led 10 less copy”
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llustration 9.8 Mike, Spain  Ilustration 9.9 Lucky Strike,  Hlustration 9.10 L&M, Spain
Spaln

e

Nlustration 9.11  Adidas, China

Context also plays a role in the sense that in vollectivistic culiures like China,
local appeals fit in advertising for local brands, wherem forcign appaals fit in
advertising for global brands. To the Chinese, ghibal brands reflect madernity,
sophistication, and technology. They expect global, Western-type adverfising
and appeals for global brundds: but advertising fof their own Chinese bwands
must reflect Chinese valucs, Ulobal brands arc not suppussd to use Chincse
values as appeals, and non-Chinese spokespersons should not invoke Chinese
values in adveriizing.”
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The difference between the independent and interdependent self hax an impori-
ant impact on advertising appeals. Members of individualistic and collectivistic
societies will respond differently to advertisements emphasizing individualistic or
collectivistic appeals. In collectivistic cultures, such as China and Korea, appeals
focusing on in-group benefits, harmony, and family are more effective, whereas in
individualistic cultures like the United States, adverbising is more eflective when it
appeals 1o individual benefits and prek I i and indey
dence.” A commercial where a man breaks out from a group and starts doing
something on his own that the groap hasn't thought of would be seen as positive in
the individualistic cultures of the West but negative in collectivistic Asian cultures

Yet, paradoxically, the appeal of deviating from the group has been found in
collectivistic cultures. Although tha {hiness are nat known for deviaking Fom the
collective norm, this fisy a0l apply W hoice of commadities, The beed brand
Beck's used the deviation idea by show'ng a field of sunflowers facing, the sun. One
turns to the west where a bottle of Becks stands. Another version shows a famdly of
crabs moving sideways in a single, tight row. Cne of thers spots a bottle of Becks
beer in the sand aad breaks ranks.” This demonstrates the paradoxical aspect of
individ, In inciwidual I thare i ne perint ins me-
s Laping youl can deviate sincs thens 12 no collsetive nerm, but in codlaaivienc
cultures it has meaning. unless it concerns more important issues than buying
commodities.

Yet sharing remains an important element of collectivis m. Whereas im collectiv-
istic cultures people fike to shar Hhings, in individualistic culures, people may
keep the nice things for themselves. The ice cream brand Magnum has used this
approach, as illustrated in the Gesman adverisemnent that says, “1 share masy
things, but not everything” (histration 2.12).

Other examples are the two lollowing appeals: *IL i so good, you want to share
It with cthers™ (Hermeseias, Portugal) versus “li is so good, you want 1o keep I for
yourself™ (Bvers, cenfectonery, Dexmark).

With respect to time, individualistic aultures are manochronk:
and collectivistic cultures are puolychici. The dock as a sysibiol of
efficiency will not be undeystood in polychrenic culures,

In calleetrvistic societies, people do net like being alone or caling
alone wheneas in indivisualistic societies, penple may cherish their pri-
vacy: In callectivistic cultures, being alone means you hawe ro friends,
no identiry. If alone, cne is outside the group o which one belong. In
the United States, Levis charged their adverticing for the Hispanic ma
ket and dewnplayed individualism. Although in the United Stites the
inchepensdent hipsiers i Lovls TV wbs el beon drawing youny custom-
ers, they didn't work for Leviz Hispanic customers. “Wihy is thai guy
walking down the street slonet” they asked “Doesi’t he hawve any
friende?™ Wheseat e individualionc cclniies peopie can enjoy 4 hesr
alone udlr'mﬂlluu:(_m event have o uliu.'lr‘ rI.IIII.‘lIII.Il, this s ot the
o in ooflectivistic cultures where one enjoys beer together lnages

illustration .12 Magiiam.

Germany

60 212

froma Gemman TV commerciul for Jever beer [wstraten 9. 83) el er
the Spanish Mahou {hustrazion 214} ill wtrats the difference.
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llustration 9.14 Mahou, Spain

Both in individualistic and collectivistic cul-
tures, families are depicted in advertising, but
advertising in individualistic cultures rarely shows
multiple generations including grandparents, as in a
Spanish commercial for sugar (Azucarera, lllustra-
tion 9.15). The most paradoxical phenomenon of
the individualism-collectivism dimension is that
showing families is as much or even more found in
individualistic than in collectivistic cultures. In col
lectivistic cultures, advertisers may feel little aced
to depict families because the family is part of onc’s
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identity; it is not the desirable.

Appeals in individualistic cultures can refer
explicitly to the independent self, for sxamplé, the
text of a Tampax commeniali “Fiee yoirself, o b yourself. The what you want,
wear what you want any day you want”™ Examples of individualistic cluims are
“Designed for the individual™ (Mitsubishi), "Privat concert”™ for Privat cigarettes
(Denmark), Tehiba Prival Kaflee (Cermany), "In o wordd of conformuly some
things are still made for the individual” {Herblein watch), "o your own way” { Ford

Ilustration .15 Azucarera, Spain
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Probe), and “Its my crazy life. Be yourself, king of your (razipes”
(Chrysler PT Cruiser, United Kingdom). Examples of callectivistic
claims are “Prospering together” (Internatienal ad for Japanese
Chiyoda Bank, llustration 9.16), "Be part of the group” (J&B
whiskey, Portugal), or showing a group of happy people with the
tagline, “the best moments™ (Ballertines, Spain.

Members of collectivistic cullures huve & dilerent perceplion of
hospitality than members of individualistic cultures. In collectivistic
cultures, an unexpected guest will always be served food, so there is

lustration 9.16 Chiyoda,
International

61212

always enough fod available. A claim like the Dutch one for party
anmcks, suying “Duyvis, for when there is a party” is not effective for
collectivistic cultires, wliee this st of product shotild slwaye he
available, not Just fora party.

ﬁsmeuhnedanm mﬂmm:hemmkmandghbﬂpm-
dox, popul in collectivistic cultures are “moders™ and

lnt.tmahml b«m they appeal to the need to conform, belong-
ing 10 a new and greater world. Readers Digest'” publishes data on
personal truls found in readership surveys. One of the Tl o
massured by the scala mud.lrn trachticnal. The percentages of anawen by people
who corsidered th dern cormel ﬂhﬂdkx‘tl‘-‘lsn\.

The importance of bath context and the relationship crientation of the self in
collectivistic cultures can exphain how the use of celebrities in advertising varies
across cultures. The configuration individualism amd masculinity makes people
have respect for these who stand put and are successful, which may explain why in
the United States the culk of lity and with zelebrity and stardem i
pronoiifced. [ colleetiviitie cvltiires, however, in particalar in Asia, eclebrities are
even more frequercly used in adverileng than in ihe United States, with South
Korea lending. In his description of the celebrity phencmenon, Carolus Pret”* a
Ihiteh professar wha teaches international marketing in Japan, provides explina
tions that refer to two collectivistic aspects: Lhe relational sell and context. In
Japan, celebrity appearances are not limited to famous actars, singers, sport: stars,
or comadlans. Advertising Is a stage for established celebrities 1o capitalize an thelr
famie, biat it alsa s the steppingstone for madels and apiring actos rwvaid fame.
In Japan, the word fulent (larerio) i used lo describe most celebrities in the enlers
tuinment workl ael st is reverved for those wha are veen 0 have lomg-lasting
popularity. Many of the falents are selested on the basis of their cute loaks. In the
context of entertainment and advertising, this pheramenan seeims oot ta pose
problems of dutinctiveness, or standing out. Whercas most Western s#ars ars pape
ular hecanse of their sallent physical or personal aftrnes, the appearsoe of
Jugrmngze idols are only s bil wbove avensge s0 e ool e alicnale or wiiond the
audience, but just enough 1o give their fans the sense that they too can become
sturs if they ey hurd envugh. The funcion of such forerio & alss b give the brand
“face” I the world of brands with similar product atwribuates. Insiead of adding
abstract personal characteristics o the product, it is limked (o conerete parssns,
This is aleo explained a2 part of the creative procaze inw hich a crearivee team i the
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advertising agency prefers to explain a proposed campaign by showing the clienta
popular talent around whom the campaign is to be built rather than talking about
an abstract creative concept. An important difference is that in individualistic
cultures, a celebrity can be linked with only one brand or company to be credible
as the celebrity’s unique and desirable characteristics are supposed to transfer into
the brand, and brands must differentiate from other brands. In collectivistic cul-
tures, this uniqueness is not relevant. In China, a celebrity may be associated with
over 20 brands.™

Considering the fact that approximately 70% of the world population is more or
less collectivistic and many global advertising campaigns reflect individualistic
values, it is fair to asswme et much global advertising is efiective only for a small
part of the target. Most global ads address people in a direct way, show people
alone, and refer to all sorts of individualistic claims.

Masculinity/Femininity

Winning and achievement, characteristics of masculine cultures, are frequently
reflected in U.S. advertising. In particular, the combination of individualism and
mnnz;qlfnir‘r (the cmﬁsum’mn of ﬁngjn-ﬁpfmﬂn eultures) leads ta the strong nead
towin, to be successful and show it, combined with the wish to dominate. Examples
are "Being first” “The one and only in the world,” and “Be the best” Hyperbale,
persuasiveness, and comparative advertising are reflections of masculinity. A claim
like “Wed like to set the record straight on who finished first in Client/Server
Applications™ (SAP integrated software) is typical for a masculine culture and
reflects competitiveness. An advertisenent for Nikon cameras says, “More winners
per second” (Illustration 9.17), and a German ad for Skiny underwear says, “Simply
the Best” {Illustration 9.18).

Aggressive typology and layout are another reflection of competi-
tiveness. Dreams and great expectations are expressions of masculine V7SS
cultures. Statements like “A dream come true” or “A world without
limits” reflect the value “mastery” the idea that anyone can do any-
thing as long as they try hard. This is opposed to feminine cultures,
‘where dreams are said to be delusi In i It stafus s
important for demonstrating one’s success. To become Man (Wamsan)
of the Year is the ideal for people in masculine cultures because medie
ocrity is the proof of failure. In Chapter 4, we showed how this was
used in a commercial for Tylenol in the United States. Anvther reflec-
tion of masculinity, typical of American culture, i “higness” America
is a land of big egos, big cars, the Big Mac, the Quurter Foumder {ur
even a half pounder), and the biy idea” Dustration 919 shuws an
image from a TV commercial for Taca Bell

The configuration of individualism and masculinity explaing the

- vt i v

More wintiers per secomd
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T

uent hyperbole in American advertising with stalements like "All
yperb ng

the cosmetics in the world can® do what we can” “The only plastic  International

Mustration 917 Niken,
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Hiustration 919 Taco Ball,
United Statas

wrap with Reynolds strength behind it,” “The greatest of smss” [for s
white plastic garden chair), “You'll never find a softer toilet paper
than new Northern Ultra] “The pain reliever that hospitals use
most,” or “The worlds number one contac lens”™ (Acuvue).

Although both the United States aad the United Kingdom score
high on the masculinity index, there 1z & dilfervnce. The Usilad
States scores higher on uncertalry avaldan cs, whileh alia Inthisness
the difference between overstatemmen: and understatement. In the
United Kingdom, oae also wanis to state that one has success, but
this is often done “tongue in cheek”

Faminine cultures are characlerzed by fivoring caring, softness,
and the xmall. An irteraafional bugineas sdvertisement for Rusian
Nerilak Mickel suprassed bve for the weak, showing o child in s
advertising ([lhastration $.20). Instead of hyperbole, feminine cultures
like anderstaternent, as in the intzrnational advertising carnpaign for
Carlsberg, with: the tagline “Prcbably the best beer in the wuorld”
(Mustration 9.21). Much of Volve advertising (Volvo is from Sweden,
tha mnst ferninine cultuse in the world) tench to feaas e asfaty, pro-
tecting the fumaly. In femivine cullupes, showing off & negtive The
Volvo advertisemnent in Dustration %.22 says, “True refimement comes
frome within" meaning to say you don’t have to show off

Another example of understatement was in an advertisement for
the Audi 200 in the Metherlands: “You have a small house (th e viswal
is & mansion ), and & small can, but your neightans ve Rr emough
awary, lhey cannol see il. Moreover, the mos| important parl annol
b seen, it is under the hood” An opposing claim was by Sead, Taly,
showing the ear in & garage with a glass door: "It can always be
shanen, it can abways be seen”

True refinement
coimes from within.

INustration 920 HOMEK,
International

627212

HIETFATGN D22 Wole,
Intermaticnal

Mustration 9.21  Cartsherg,
Internatianal
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Unde is also recognized in a Spanish print adverti for the Audi

A4 Avant, an expensive top model of Audi, which reads as follows:

Deceive all of them, saying it’s a family car. The new Audi Ad Avant. Never
speak about power in public. If, one day, someone mentions something about
the 5 valves per cylinder, change the topic, tell him it seems like it's going to
rain. 150 hp?—You don't know anything.—Quattro-traction?—What's that?
Use the interior space and the variability as a pretext. So that no one thinks
that you actually love its design. While traveling with friends make them think
that you are bored. Even yawn. Do it and everybody will think that the Audi
A4 Avant is only a family car. After all. there are a lot who want to deceive you.
saying that they drive a sports car.

This text reflects the configuration of collectivism, high power distance, femi-
ninity, and strong uncertainty avoidance. You are not allowed to talk about power
in public. You just have it. To awoid confrontations, things should not be said
directly. Indirectly, a number of important details are communicated about the
technical aspects. It reflects modesty and harmony.

If celebrity endorsement is used in feminine cultures, well-known people and
presenters tend to downplay the fact that they are well known or they are belittled
or even ridiculed. In more extreme cases, the parody style will be utilized. In the
Netherlands, a look-alike of Pamela Anderson was used for an optician retail chain
called Hans Anders, belittling her body shape and suggesting that this is as much a
prosthesis as eyeglasses are. In Spain, a retail optician chain used another “hero” of
the soap Baywatch, running fast and bumping into a shack, for the audience to
conclude that he should have worn glasses.

Strong and weak role differentiation are both reflected in advertising. An exam-
ple of strong role differentiation is the claim in a Mexican ad for Jethro jeans: “Be
his pin up girl” (Ilustration 923). In Danish advertisements, men can be seen
wearing aprons, as in the advertisement for Matas ([llustration 9.24).

ustration 9.23  Jethro, Mlustration 9.24  Matas,
Mexica Renmark
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The Slovak Republic scores very high on the masculinity scale. In ihai country,
a successful brand name by Danone is Dobrd Madrma (good mother) which typically
points at the importance of the mother role. Such a brand rame would not work
well in cultures that score low on the scale.

Men wearing aprons and playing an active role in firnily life, shopping, cooking,
or caring for children are seen in Spanish advertising. 8 illwserated in an image from
a TV commercial for Gallina Blanca (Illustraticn 3.25) and for La Flara. shiowing a
father shopping with his children ([llustration 9.26). Also, in France, fsthers are secn
in ads with their children, as in an image from a TV commercial for Maggi (llustra-
tion 9.27). An image froma TV vial for Ajax in Sweden (Illustration 9.28)

shows a man wiping the Aoer with pleasure. He swings the mop as if it is a golf club,

When in masculine culturss man play & rols In tha houwshald In TV commar-
clals, they often are dapicted sa tha stupld guy, and the woman knows benar. She
will play the rols of the sxpert and advises how to ure the product. Wemen want io
be the competent housewife and be in control of their men. In the advertisement
for Triwmph underwear, it is called the “control thing” ([llustration 9.29).

Hhstration 925 Gallins Blanca, Spain

liustration 9.27 num"
France

63212

llistration 3.39  Triumph,

Unitad Kingdarm
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The women serve the family, as in the image from an Italian TV commercial for
Casa Modena (lllustration 9.30). If men do something with babies, it likely serves
their own purposes. A US. TV commercial for Honda shows a man with a baby
approaching his car. He sees a spot on it and uses the baby'’s nappy to clean the car
(Tllustration 9.31). In masculine cultures, women can be shown to be tough; in
feminine cultures, men can be shown to be tender. Tlhustration 9.32 shows three
images from a classic award-winning Japanese TV commercial for a Hitachi vac-
uum cleaner in which a woman fights the flies. lllustration 9.33 shows three images
of a Thai award-winning TV commercial for Asta Telecom in which in an airporta
father tells 2 bedtime story to his daughter by video phone.

Appealy of musculine cultures wre more sk or success oriented  wherees
appeals of feminine cultures will be more affiliation and relationship oriented.
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Ilustration 9.31 Honda, United States

Illustration 9.32  Hitachi, Japan

1 9.33 Asla Thalland
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‘German commercials for detergents tend to argue the effectiveness of thi driar-
gent by showing large piles of dirty clothes or many dirty children and the resu't:
large piles of clean clothes or many clean children in brilliant white clothes.
Women are cast in the role of effective housewives. In feminine cultures, a more
affiliation-oriented approach will be more successful, casting the woman in her
role of effective mother who has a happy relationship with her childsen, Clean
children are part of her relationship with them. The twi are wery offerent
approaches.

Inp in busi to-business advertising in English-larguage business
magazines, women tend to be used as decoration, resulting from the fact that much
intarnatianal advarrizing is from U5, cmnpnnies.

Uncertainty Avoidance

Strong uncertainty avoidance translates not only into the need for explarations,
seructure, testing, test neports, scientific prool and advice, and testimonials by
#xparts biit alac intn high ragasd far techralogy and declgr, the ktrer svan mone In
the conlguration with high poer distance. A esanighe is o advertisenient fon the
Italian car brend Lancia (Illusiratian %.34). Advertisements tend to be structuned
and detailed. An example of detailed advertisement is a Russian one for a facial
cream, the name of which means something like "Purity Line” (Illustration 9.35). It
includes a lot of information plus a picture of a laboratory, thus illustrating scien-
titic pront.

An appeal frequently found in ligh uncertainty avidance cultures is fear of
bacteria, used for advertising detergents, household cleaning products, and hand
soap a5 in illustration %3¢ for Protex Brozil The woman repeats all sorts of

Lis i v s B X1 o ootitnh.

|

llustration 9.35 Purity
Line, Russia
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Mustration 9.36  Protex, Brazil

activities like locking doors, opening drawers, and picking up the phone, but she
needs anti-bacterial Protex hand soap only once to properly clean her hands.

Purityand freshness are important appeals &r&mdpmdnmln high uncertainty
| water were p d in Chapter 4. In a
Spanish ad for packaged ho, the fresh hdtnwnunudbymnmpndun
wbo enter the Hn:bm lhrnngh the door of the refrigerator ([llustration 9.37).

illustration 9.37  Alvalle gazpacho, Spain

In high uncertainty avoidance advertising, the competence of the manufac-
turer must be demonstrated. Showing how a product works, with all the techni
cal details, is important. This is in contrast with weak uncertainiy avoldance
cultures, where the result is more important. Two advertisenients and TV com-
mercials for toothpaste illustrate the difference. In the sdvertisement for elmex
and aronal (Illustration 9.38), the brands are called experts for tooth health, and
the details of how the product works are illustrated. Tin contrast, an English
advertisement for Crest focuses on the results of using the product: beauty
(Nlustration 9.39).

The TV commercials in illustrations 840 and 841, for Cdol Med 3 {Auatria) and
Crest (US.), show a similar difference. Odol Med 3 demonstrates how the tooth.
brush and toothpaste work in the mouth. The Creal commercial is one of a am
paign saying that you can aay the mest awiul things if your smile is OK. The wd is
about a wuple thatis Mtﬂ be married: her husband 16-bé and his lawryer. with
a smile, tell her that they don't truat her.

289

290  GLOBAL MARKETING AND ADVERTISING

Hlustration 9.38 elmex and
aronal, Germany Kingdom

Mustration 9.40  Odol Med 3, Austria

Hlustration 941 Crest, United States

Testing and tesi repocts are favored in strong uncertainty avaoi dance culivres,
althamgh the execution tends to b ditferent. Favarite German sxpressions am
“Drig Besten im Tesen™ (The Best in the testh and " Tesbioper™ (Test winoer ). The

65/ 212



19

Chapter @ Culture and Advertising Appeals

Odol Med 3 commercial of Ilustration 9.40 ¢ends with a package shot adding
that the product had very good test results. Technical explanations about the
product can be very detailed for all sorts of products, be they cars, toothpaste,
or shampoo.

Fear appeals are more effective in high uncertainty avoidance cultures than in
low uncertainty avoidance cultures, where people are more responsive to benefits
than to threats. This is of particular importance for nonprofit, health-related com-
munication.®

Design is a strong element of German and Italian advertising. although German
advertisements also tend to focus on the technological aspect, whereas the [talians
focus more on the outer appaarance. Tha Prench and the Spanish ara mora art and
fashion oriented.

In high uncertainty avoidance cultures, people tend to be better groomed than
inn wenk uncertainty wvoidunee cultures, In sdyertisements from the southern Bure-
pean and Germanic countries, people are significantly better dressed than in adver-
tising from the northern European cultures. Being well groomed means matching
the right colors and picking the right accessories, A Spanish advertisement for
Honda illustrates this (Illustration 9.42). It suggests that people match the color of
Mrmmthﬂmtr shoes, bag, sunglasses, mobile phone, and so forth. The ultimate

sent of sophistication is an Australian advertisement for Stella Artois
beer (Illustration 9.43}‘ Other aples are two breal ituati an ltalian one
for Saccottino (Illustration 9.44) where mother and father are well groomed and, in
«contrast, a Dutch one for Blue Band Goede Start—Good Start (of the day)—showing
a father in his underwear (Illustration 9.45).

In high uncertainty avoidance cultures, presenters tend to be experts, the com-
petent professional or the comp boss—the prof or physician type—pref-
erably wearing a white coat. In low power distance, weak uncertainty avoidance
cultures, a parody of the expert is favored.

I e ——_—

llustration 9.42  Honda, Mustration 9.43  Stella
Spain Artals, Australls

291

292 GLOBAL MARKETING AND ADVERTISING

In high uncertainty avaidage
cultures, emotions <am be shown,
and the word emorion as such is
attractive, An example s the payofl
used for the Spanish Seat brand,
" Aadn emeiidn”

An appseal recognized i advertic.
ing in strong uncertainty aveidance
cultures is relaxation in the sense of

relief from anxiety and tension. This

may be expressed explicitly, whereas
rarlbf fraiiy teeaion ie sooire dmplic in
wenk upcertmnly wvolloce coltues,

Long-/Short-Term
Qrientation

The oprpposing valies of Bg lerm

Hlustration 9.45
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orientation are “save for tomerrow™
VErsus "ba:.}r now, pay later” Short-
term orientation is reflected in the sense of urgency so Ifrequently encountered
in US. advertising. Examples are “Hurry, "Don’t wait.” or “Now 50% off, no
money down, two full years” free credi, it's on now!” Another expwession of
short-term thinking is “instant pleasnre.” as in an advertiserent for Hisgen-
Drars fze eream (IThasrration 2.45) ar living in rhe now and not thinking absur
the future, as in the advertisement for CK: "Be good, be bad, just be” [l usiration
9.47). The new data for this dimersion point ai an important additioral aspea

Blue Band Goede Stan, Netherlands

Mlustrativn I-ﬂ' CI: Spair

Illmlrnl;lun. 2.48 Hlvln-
Dazs, United Kingdom
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of short-term orientation: service to others, including generosity. This can be
recognized in “the big man® in African countries that score low on this dimen-
sion, who spreads resources to his family members, extended family members,
and networks outside his family. This is what Oyedele and Minor® have
observed in Nigeria and South Africa as an important theme in advertising,

Symbols of long-term orientation are thick trees or explicit referral to future
generations, as depicted by the Japanese telecom company NTT DoCoMo in its
international adverti t shown in Tllustration 9.48. An international campaign
by Korean LG also used long-term orientation symbolism, as in [llustration 9.49
that symbolizes continuity: What the old man cannot finish in his life, the baby will.
The advertisement also symbolizes man in harmony with nature.

Harmony, with both nature and fellow humans, is a popular appeal in Asian
advertising. It is part of an indirect approach that helps to build trust in the com-
pany. Much advertising is pure entertainment, and visuals and objects are used
that please the eye, many of which relate to nature: bamboo trees, flowers,
autumn leaves. or other representations of the seasons, which often have a sym-
bolic meaning unknown to foreigners. Many Westerners do not understand the
butterflies in ads for computers or other nature elements in Asian advertising.
The combination of collectivism and long-term orientation demands harmony of
man with nature and thus explains this advertising style, the objective of which is
to please the customer, not to intrude.

lllustration 9.49 LG,
Internaticnal

llustration 9.48 NTT
DoCoMo, International
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Consequaences for Advertising Concepts

Certain configurations of dimensions have significant consequénces for the elfec

tiveness of advertising appeals, Appeals or concepis can ba presantad in fwo-
dimensicnal maps showing culture clusters where the appeal will be more or less
effective, An example is the uwe of stabus, an nppeal that wariea wath power distance
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and masculinity. Status is used to demonstrate one’s social position and vipholkd
face in high power distance cultures and to show success in masculine cultures
In feminine cultures, particularly those of low power distance (Scandinavia and
the Netherlands), status needs are low. Feminine cultures are churacterized by
modesty and jealousy, and so the use of status wil) be counterprodu ctive. Cultures
that score high on both masculinity and powsr dizeance will be pusticularly sen-
sitive to the status motive, and luxury brands Tulfill tat nesd. Advertsing for
these brands logically uses status appeals. In particular for Chinese consumers,
achievement satisfies the social reed for sadmiration from their communities; it is
socially directed, and luxury trands can meet the needs of Chinese consumers to
be respected by others through the actions of buyig. possessing, and consuming
those brands.™

Figure 9.1 showa u Iwu-dimersional map of 30 cowntnes. with ilture Clasters
that will be more or less sensitive to status as an appeal in advertising. In the
lower left quadrant are the Scandinavian countries and the Netherlands, cultures
in which the status appeal will not work very well or mostly ir small segments of
sochety. T the upper left quadrant 1s the Anglo- German cluster, whers status will
ba most appealing if d with The twa right quadraniz show 2
mixture of Buropeun, Latin Amerionn, und Asiun cultares. In the lower right
quadrant, status is mostly linked with social positicn and face. The extremes are
in the upper right quadrant, where both social position and success aredrivers for
status brands and appeal: in advertising: Mexico, Veneruela, Japan, and China are
high-status cultures,

10
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Figure 9.7 Status Reeds
SOURCE. Drata from Hodstede et al. @010) (see Appendix 4)
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Do Great Ideas Travel?

Great ideas or concepts, if they are based on values, are ideas that touch the heart
of the consumer. That type of concept tends to reflect the core values of the home
country and can travel only to a limited number of other countries. The interna-
tional advertising world is full of concepts that cannot travel. An example of a
concept that is particularly attractive to the British is freedom of choice, a concept
that is irrelevant to many other Europeans. Why wouldn't consumers in a free coun-
try have freedom of choice?

A pt that is frequently used for wirel hnelogy, “Work where you
want;” is typical of individualistic cultures, where people mix work and home life
more easily than in collectivistic cultures, In Chapter 8, we discussed the influence
of individualism on penetration of home computers and mohile Internet. Whereas
in individualistic cultures people like to move their work from the office to the
home, the park, or even the beach, in collectivistic cultures, the workplace is part of
ones “family” and people like to stiy there with their collcagues to finish the job, So
an advertisement like the one for Orange, showing individuals working in the park
(Mhustration 9.50) is culture-specific and cannot travel farther than northwest
Europe and the Anglo-Saxon world. It shows individuals with laptops in a park
saying, “Business knows no bounds”

A campaign that has been described as a successful global idea as mentioned in
Chapter 2 was the “Dirt is Good” campaign for the detergent brand OMO. The
icdea was based on the belief that when children are developing and learning, they
will sometimes get dirty. Some parents worry about this. The idea is to encourage

Mlustration 850  Orange, international
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parents to leave their children free to get dirty and develop as OMO nkes cure of
the dirt.® Yet, according to Hollis, the brand promise may need ta be interpreted
differently according to culture and context. OMO in Asia delivers the "Dirt is
Good" message in a different way than Persil in the Uanited Kingdom doss because
attitudes to dirt differ. In Asia, dirt is dangerous and threatening, to be avoided. In
the United Kingdom it is more an unsightly muisance

Sometimes a company has a great idea with a central mesage worldwide, but
consumers decide it isn't congruent with their values, and the way they read the
message changes according to their own values, For quite some time, L'Oréal has
run a global advertising campaigr with the tral theme “B 1 anm worth it”
But consumers in Asia r#ad it a3 “Becuise you are worth it” because (hey are pot
willing to say “I am worth it 5a the company changed it sccardingly, bt it became
the autharity of the company that speaks, not the consumer herseli So the central
message had been changed.”

Some great ideas that do travel are not based o values but an product attribates
or benefits (see alsa Chapter 11), These are picces of art that relate to the product
and give n positive faaling about tha product. This type of advertising is net perma-
sive comnumication, provides no infermation, and fllows the ikeabnlely medel.
An ple isa TV dal fer Honda, in which a 50-person cheir vocalizes
the experience of dsiving the new Honda Civic (Illustration 9.51),

Such concepts can be used for well-known
brands in addition 1o ather messages or far corpo-
rultr advertising, The purpose can be no more
than awareness andfor building must (see alse
Chapler 11).

Hellis” mentions two key measures for the
ablity o great ideas or exceptional ads to travel:
the ability 10 engage the audierce and establish
loiig-ter m memaries that are linked to the sdver-
lised brand, and, the persuasion mewsure that
captures the immediate motivatieial powe rof the
ad. Howwver, of ads measured to be exceptional In
one country, Z7'% performed below what s viewed
as an acceptable standard in other countries. Internailonal adverilsers who have
frund a great idea for their own country and think they can extend ot to athersare
advized to test their ads before runming it in a new lewcat iown. '|'|‘|qr dhouldmt awune
it in going lo work the sume way as 4 did in ils counlry of origin,

Honda, International

The Country-of-Origin Appeal
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An appeal that travels to a certain extent ié the country-of-origin sppeal
(CO0). The appeal i ased on the combination of the prodoct calegory anad
country of origin. Consumers are sensitive to the country of origin of praduct:
and brands, Country of origin of products or brands or foreign-sounding brand
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names influence consumer perceptions.” Consumers use country of origin as
stereotypical information in making evaluations of products.” Consumers who
have positive or negative attitudes toward a particular country will show favorable
or unfavorable responses to country-related advertisements.” Attitudes toward
foreign products vary by country of origin of the product. Fashionable for clothes
will relate to French origin, whereas quality for cars will relate to Germany or
Japan. The German automobile brand Volkswagen uses this appeal in a very sim-
ple way by using the tagline Das Auto in German, A clear combination like French
perfume can be used worldwide, However, country images can change over time,
and consumer attitudes can vary. The great luxury brands use Western appeals as
most have a Western cultural origin which makes them particularly attractive to
cultures where status appeals are important, such as in Asia. This explains why
advertising for such brands in other countries is rarely adapted. This also applies
to their websites.™

Preference for products from one’s own country is called consumer nationalism
or consumer cthnocentrisn. Consumer nationalism may be related to patriotism
which is stronger in cultures that are short-term oriented.

As discussed in Chapter 2, a positive product-country match exists when a
country is perceived as very strong in an area (e.g., design or technology), which is
also an important feature for a product category (e.g., furniture, cars). Such prod-
uct-country match is called prototypicality. Views of what product categories are
prototypical for which countries may vary.”
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Why Humor Doesn't Travel

In some cultures, humor is a much used device in advertising, and in others it is
scarce. The statement that humor doesn't travel is frequently heard. Why? Because
humor is a subversive play with cor ions and established ideas; it is based on
breaking taboos. Comedy plays with ways of breaking the rules of convention,
going against what ought to be. Because it uses cultural conveatians, it can be
understood only by those who share the culture. An example is a fragment in
Gogol's play The Revisor, where the Revisor’s servant is seen lying on a bed. To the
Russians of Gogol’s time (1836), this was very funny because servanls used to sleep
on the floor, and being on a bed meant being on one’s master’s bed, which was seen
as an unheard-of liberty.* This fits Russian calture, which was and still is a country
that has one of the highest scores on power distunce in the world, The servant’s uct
would have been impossible to understand by members of low power distance cul-
tures and thus not be viewed as funny.

Culture also influences the type of humor used. Parody, for example, fits low
power distance cultures because it disguises the veics of authority, Much of British
humor is based on antlauthoritarfanism. Weak uncertainty avoldance cultures.
being able to capa with amhiguity, will uze the mare subtle typex of humar, parady,
and understalement. In strong uncertainty avoidance cultures, the more straight-
forward type ryl'slnpsllclr. humor tends to be used. The admmiahln& humor of the
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Germans has to do with their need for perfectionism, which explaina their iaifre-
quent use of irony.” Much of Belgian humor is straightforwacd. Comparison of
differences in the liking of humorous television commerciais between the Nether-
lands and Belgium shows that explicit jokes are liked hetter in Belgium than in the
Netherlands, which can be explained by the difference in level of uncertainty avoid-
ance. Puns and word games are liked better in the Metherlumds than in Bog i,
Absurdism, parody, and satire, in particwlur comumeércials that do net ke expert:
seriously, are less appreciated by Belgians than by the Duich.*

In studies of the use of humer in advertising, a number of different humorous
devices are usually distinguished: puns or word games, understatements, jokes, the
ludicrous, the “comic” (23 in comic strips). comedy, slopsick. satire, parody: lrony,
and black humor. In conirast to the stereatype of the German lack of hamer, Gor-
man studies (se¢ Hillebrand™ and Merz") distinguished a similar numbaer of types
of humor with only one difference; In English/American studies, undersiatersent is
mentiened as a humorous device. This was not specified as a humerous devic: in
the two German studies, which mentioned Schadenfrende (malicious pleasure) as 4
huwrnorous device, one not mertioned i the Angle Saxon studles,

Welnberger and Spotre™ distinguished slx caregories of humor In the United
States and the United Klngdum: pun, understatement, joke, the ludicrous, saiire,
and irony. The U.S. advertising style included moxe of the ludicrous and the United
Kingdomis more satire. This can be explained by the different scores om the uncer-
tainty avoidance dimension. Alden, Hoyer, and Lee® examined the content of
humaraus television advertising from Karea, Germany, Thailand, and the United
States and found ore type of humor that worked across all compared countries:
incongruity. Inzangraity is the unexpected turn in a stary that makes people laugh,
Almost 60% of the humaorous ads in all four nations contained incongruent con:
trasts, but there were same cultural differences. In the collectivistic cultures of
Thailand and Korea, humorous appeals involved groups—three or more ceniral
characters were inchided —whereas in the United States and Germany, bath indi-
vidualistic cultures, substantially fewer ads with three or iore charagten were
found. In the high power distance eultures (Thailind and Kerea), more humorous
ads featiied waeqial status betweea malin characters than in the two low power
digtance cultures (Germany and the Urlted States),

Using humor in adverlising is a management decisian. The sreason il b ued
more in some countries than in others has to do with the cultural values of man-
agement; it docs not reflect the sense of humor of advertis ing audiznces. Hurmor in
advertising is found particularty In cwltuees of low power distance amd wedk-to.
medium uncerrainty avoldance, such as the United Kingdom, Denmark, Sweden,
Norway, and the Netherlands, Dbviously, this configuration of dimensions makes
managers willing to use hnmor in advertising whereas in srong uncertalnty avald-
ance cultures, management is less likely o do sv,

Consumers from culrurally diverse countries prefer ad appeals that fit thele cul
ture to ad appeals that doa’t. When crossing burders, a humorous commaercial may
nol be understoud. Failled humor 2 counterproduclive. [t not only confuses the
audience hut may alin give offenge
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Within each culture, there are opposing, seemingly paradoxical, values. The con-
trast is between the desirable and the desired values of each culture, Those who do
not understand the cultural value paradoxes may be tempted to think that the
world’s values are converging, which is not the case. Each culture has its value par-
adoxes, and they are different from the value paradoxes of other cultures. They can
be understood through the five dimensions.

A culture’s opposing values appear to be important for advertising because they
are recognized as the most meaningful elements of a culture. Both the desirable and
the desired values are used for developing meaningful appeals in advertising. Some-
times a desired value of one culture may seem to be similar to a desirable value of
another culture.

Showing people alone in advertising in collectivistic cultures is interpreted as hav-
ing no friends. It may go deeper than that: It may mean they have no identity because
their identity is in the group. As more than 70% of the world’s population is more or
less collectivistic, advertisers would be wise to show more people in their advertise-
ments. It doesn't hurt the members of individualistic cultures to see more people in
advertising, but it is negative to show solitary people in collectivistic cultures.

Because of the domination of North American advertising, there is much more
hype in international advertising than members of less masculine or collectivistic
cultures appreciate. Taking into account that a large number of cultures of the Euro-
pean continent are more or less feminine, international advertisers focusing on
Europe might consider using less hype or competitive advertising.

Finally, understanding the values of culture helps explain why humor doesn't
travel: Humor uses the conventions of culture that cannot be understood by those
who do not share the culture,
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IMAGE BASED CULTURE
A sertising and Popular Culture

ecause we live inside the corsumer culture, and most of us have dome

so for most of our lives, it is sometimes difficult to locate the origins
of nur mast cherished values and assumptians. They simply appear m he
part of our natural world. It is a useful exercise, therefore, to examine how
our culture has conie to be defimed and stuped in specific waps—to exca-
vate the origing of our most celebrated rituals, For example, everyone in
this eulture knows a “diamand 15 forever.” Tt is a meaning that is almast
as “natural” as the link between roses and romantic love. Howewer,
diamonds (just like roses) did not always have this meaning. Before 1938
their value derived primarily from their worth as scarce stones (with the
DeBeers cartel carefully comtrolling the market supply), In 1238 the MNew
York advertising agency of N, W, Ayers was hived o change public ani-
tudes toward diamonds=—to transform them from a Bnancial investment
intw a symbol of commined and everlastiog love, In 1947 an Ayers adver-
tising copywriter came up with the slogan *a diamond is forever” and the
rest, as they say, is history, As an M. W, Ayers memorandom pur it in
1959: *Since 1939 an entirely new generation of young people has grown

NOTE: This chapter appeared in the July 1990 ixwie and is reprinted with permis.
shon from The World o [, a publication ol the Washington Times Corposation,
Capyrighr © 1990,
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tor marriageable age. To the new generation,

a diamond ring is considered a necessity for |

engagement to virtually everyone.™
This is a fairly dramatic example of how
the institutional structure of the ¢

goods in a competitive marketplace using
the potentialities offered by printing and
color photography. Whereas the initial
period of national advertising (from

socicty orients the culture (and its artitudes,
values, and rituals) more and more toward
the world of commadiries. The marketplace
(and its major ideological tool, advertising)
is the major structuring institution of con=
temporary consumer society.

This of course was not always the case.
In the agrarian-based society preceding
industrial society, other institutions such as
family, community, ethnicity, and religion
were the dominant institutional mediators
and creators of the culural forms, Their
influence waned in the transition w indus-
trial society and then consumer society. The
emerging institution of the marketplace
occupied the eultural terein lofe voie by the
evacuation of these older forms. Informa-
tion about products seeped into public dis-
course, More specifically, public discourse
soon hecame dominated by the “discourse
through and about objects.™

At first, this discourse relied upon trans-
mitting information about products alone,
using the available means of textual com-
munication offered by newspapers. As the
possibility of more effective color illustra-
tion emerged and as magazines developed
as competitors for advertising dollars, this
“discourse™ moved from being purely text-
based. The further integration of first radio
and then television into the advertising/
media complex ensured that commercial
communication would be characterized
by the domination of imagistic modes of
representation.

Again, because our world is so familiar,
it is difficult to imagine the proces through
which the present conditions emerged, In
this context, it is instructive 1w foxus upon
that period in our hisrory that marks the
transition point in the development of an
image-saturated sociery—the 1920s, In thar
decade the adverrising industry was faced
with 2 curious problem—rthe need to sell
ill(.‘tC.‘\.'ilIII“ guantitics of “nonessential*

approximately the 1880s to the 1920s) had
focused largely in a celebratory manner on
the products themselves and had used text
for “reason why™ advertising (even if mak-
ing the most outrageous claims), the 1920s
saw the progressive integration of people
(via wvisual representation) into the mes-
sages. Interestingly, in this stage we do not
sce representations of “real” people in
advertisements, but rather we see represen-
tations of people who “stand for™ reigning
social values such as family structure, status
differentiation, and hierarchical authority.
While this period is instructive from the
viewpoint of content, it is equally fascinat-
ing from the viewpoint of form; for while
the possibilities of using visual imagery
existed with the development of new tech-
nologies, there was no guarantee that the
audience was sufficiently literate in visual
imagery to properly decode the ever-more
complex messages. Thus, the advertising
industry had to educate as well as sell, and
many of the ads of this period were a fascl
nating combination where the written {tex-
tal) material explained the visual material.
The consumer society was literally being
aught how to read the commercial ness
sages. By the postwar periosd the education
was complete and the function af written
text moved away from explaining the visnal
and toward a more cryptic form where it
appenrs a5 a “key™ to the visual “puzzle.”
In the contemporary world, messages
about goods are all pervasive - advertising
Inas increasmply filled up the spaces of our
daily eéxistence. Our media are dominated
by advertising inmpes, public space has
been taken over by “iidormation™ aboug
products, and most of our sparting and cul-
mral events gre Goconm
uf a |.1'|r|1||r:|rr ‘P!\I\‘l\'l'.

icdd by the name
There is even an
AWEMPEL to get television commercials into
the nation's high schouls under the pretense
of “free” news progianuning. Ax we head
toward the twenty-first century, advertising

Image-Based Cultwre & 257

is ubiquitous—it is the air that we breathe
as we live our daily lives.

& Advertising and the Good
Life: Image and “Reality”

I have referred to advertising as being part
of “a discourse through and abour objects™
because it does not merely tell us abour
things but of how things are connected o
important domains of our lives, Fondamen-
tally, advertising talks to us as individuals
and addresses us ahout how we car become
bappy. The answers it provides are all
oriented to the marketplace, through the
purchase of goods or services. To under-
stand the sysrem of images thar constitutes
advertising we need to inguire into the
definition of happiness and satisfaction in
contemporary social life,

Quality of life surveys that ask people
what they are secking in life—what it is that
makes them happy—report quite consistent
results, The conditions thar people are
searching for—what they pereeive will
make them happy—are things such as hayv-
ing personal autonomy and contral of ane’s
lite, self esteem, o happy tamily lile, loving
relations, a relaxed, wension-free leisure
time, and good friendships. The unifying
theme of this ligt 12 that these things are not
fundamentally connected to goods, It is prie
miarily "social™ lite and not ®material™ lile
that seems to bhe the locuz of perceived
happiness. Commodities are only weakly
related to these sources of sarisfaction.

A market society. however, is guided by
the principle thar sacisfaction should be
achievedd via the markerplace, and chrough
its institutions and structures it orients
behavior in thar direction. The gaea drom
the guality of life studies are et best on
advertisers, If poods themselves are nee the
focus of perecived heppiness, then they
need o be conneered in some way with
thuse things that arc, Thus advercsing
promores images of whar the avdience
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conceives of as “the goed life”: Berr can b
connected with anything from ercticism to
male fraternity to the purity of the old
West; food can be tied ep with familly rela-
tions or health; iavestment advice offfers
early retirements in rrapical serrings. The
marketplace eannet directly offer the real
thing, but it can offer vidons of it connected
with the purchase of products.

Advertising thus does not work by creat-
ing values and attitudes out of nathing but
by drawing upon and rechanneling con-
cerns thar the rarges audience (and the cul-
rure) already sharen. Az one advertising
executive put it: “Advertising doesn't
always mirror how penple are acting but
how they're dreaming. In a sense what
we're deing 5 wrapping up your emotions
and selling them back to you,™ Adverrising
shaorhe and fume a wvariery of symbolic
practices and  discourses, it appropriates
andd distills from an unbounded range of
cultural references. In so daing, goods are
knitted into the fabric of social life and cul-
tural signifieance. As such, advertising is
net simple manipulation, but what ad-maler
Teny Schwarz calls “partipulation.” with
the andience participating n its own
manipulation,

What are the consequences of such o exe
rem of images and goods? Given thar the
“real™ sources of satigfaction capnor be
provided by the purchase of commodivies
[merely the “mmage™ of that source], it
should not be surprising that happincss and
contentinent appear illusoiy in CoNempo=
rary wiciety. Recent social thinkers describe
the contemporary scere as 3 “joyles econ-
l.llllr_"" or as lenttl.illﬁ, the “parsdex of
affluence.™ It is not simply a maner of
beeing “wricked™ by the false blasdishinents
ol ad ing. The probl iz wirh the
irstitutional structure of a market society
thar propels definirion of savisfaction
throigh the commediry/image syarem. The
modern context; then, provides a curinus
satisfacrion experience—one thar William
Leiss desceibes as “an enseinlsle of sl
tions and dissavisfactions™ in which the
eonsumption of comimodities mediated by
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the image-system of advertising leads to
consumer uncertainty and confusion.” The
image-system of the rnarkl:l:pll‘.‘e reflects
our desire and dreams, yet we have only the
pleasure of the images to sustain us in our
actual experience with goods.

The commodity image-system thus pro-
vides a particular vision of the world—a
particular mode of self-validation that is
integrally connected with what one has
rather than what one is—a distinction often
referred to as one between “having” and
“being,” with the latter now being delined
through the former. As such, it constitutes a
way of life that is defined and structured in
yuite specific political ways, Some com-
mentators have even described adverrising
as part of a new religions system in which
penple construct their identities through the
commodity form, and in which commodi-
ties are part of a supernatural magical
waorld where anything is possible with the
purchase of a product. The commodity as
displayed in advertising plays a mixture of
psychological, social, and physical roles in
its relations with people. The object world
interacts with the human world ar the most
basic and fundamental of levels, performing
seemingly magical feats of enchantment
and transformation, bringing instant happi-
ness and gratification, capturing the forces
of nature, and acting as a passport to
hitherto untraveled domains and group
relationships.”

In short, the advertising image-system
constantly propels us toward things as
means to satisfaction. In the sense that
every ad says it is better to buy than not to
buy, we can best regard advertising as a
propaganda system for commodities. In the
image-system as a whole, happiness lies at
the end of a purchase. Moreover, this is not
a minor propaganda system—it is all perva-
sive. It should not surprise sy then o dis-
cover that the problem that it poses—how
1o get more things for everyune (ax that i
the root to happinessl—giides our pulitical
debates. The goal of seomoniy growih [on
which the commedity vision is hased) is an

_unquestioned wid soered proposition of the

political culture. As the environmental costs
of the strategy of unbridled economic
growth become more obvious, it is clear we
must, as @ society, engage in debate con-
cerning the nature of future economic
growth. However, as long as the commod-
ity image-system maintains its ubiquitous
presence and influence, the possibilities of
opening such a debate are remote. At the
very moment we most desperately need to
pose new questions within the political cul-
ture, the commodity image-system propels
us with even grearer certainty and persua-
sion along a path that, unless checked, is
destined to end in disaster.

Moreover, this problem will be expor
nentially compounded in the twenty-first
century, as more and more nations (both
Third World and “presently existing social-
ist") reach for the magic of the marketplace
to provide the panacea for happiness. One
of the most revealing images following the
collapse of the Berlin Wall was the sight of
thousands of East German citizens stream-
ing into West Berlin on a Sunday (when the
shaps were closed) to simply stare in rap-
ture and envy at the commodities in the
windows. Transnational corporations ane
licking their lips at the new markers that
Eastern Europe and China will pravide for
their products. Accompanying che products
(indeed preceding them, preparing the way)
will be the sophisticated messages of global
advertising emerging from Madison Avene.
From a global perspective, again at the very
moment that there needs to be infonmed
debate about the direction and scope of
indwstrial production, the commodity pro-
paganda systein is colonizing new arcas and
new media, and channeling debate into nar
ower confines.

The Spread of o
Image-Based Influence

While the commadity imapge-system is pri-
marily abuut satiwbction, it influence and
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effect are not limited to that alone. 1 want
to briefly consider four other areas in the
contemporary world where the commodity
system has its greatest impact. The first is in
the area of gender identity. Many commer-
cial ges use | B and P ta-
tions of men and women as central
components of their strategy to both ger
attention and persuade. Of course, they do
not use any gender images but images
drawn from a narrow and quite concen-
trated pool. As Erving Goffman has shown,
ads draw heavily upon the domain of gen-
der display—not the way that men and
women actually behave but the waye in
which we think men and women behave.® It
is because these conventions of gender dis-
play are so easily recognized by the audi-
ence that they figure so prominently in the
image-system. Alse, imapes having 1o do
with gender strike at the core of individual
identity; our understanding of vursclves as
either male or female (socially defined
within this society at this time) is central o
our understanding of who we are. What
hetter place 1o choose than an area of social
life that ean he communicated at a glance
and that reaches inte the core of individual
identity.

However, we should nat ennfuse these
portrayals as crue reflections of geader. In
sdvertining, gender (especially fur women)
is defined almost exclusively along the lines
of sexuality. The image-system thus distarts
our perceptions and offers linde dhat Lal-
ances ot the stress on sewvality. Advertisers,
warking within a “cluttered ™ environment
in which there aie more and more TNEsSEIeS
muwst have 3 way 1o break through che
attendant noise. Sexuality provides a
resource that can be used Ret atention
and communicate natantly, Within this
wexuality 15 also u powerful ermpanent ol
gender that again lends stclf even rasier 1o
imagistic representation.

IF anly one ar two advertiaers esed this
stiitegy, then rhe image-system would nor
have the present distorted features. The
problem ix that the vasr majority de s, The
ieanngraphy of the cultare, perhaps e
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than any previous society, seems w bz
obsessed with sexuality. The end result i
that the commodity is part of an increas-
ingly eroticized world—that we live in a
culture that is more and more defined eroz-
ically through commodiies.

Second, the imuge-system hay sproad ir
influence to the realm of electonl polities.
Much has been written (mostdy negatively)
abeat the role that television advertising
aow plays within national electoral politics,
The presidency seems most susceptible to
“imagp-politics, an it is the offce woa
reliant on television advertizing. The social
COMiTenliry o politios from thin parepec-
tive has mostly concerned the mamner in
whech the focus has shifred from discussion
of real “issues” ta a focus on spmboksm
anc emationally hased imagery.

These dehares are mo importaot and
coiiples to be discussed in any depth here,
bur these is a fusdarsental point w be
made. The evidence suggests that George
Bush won the 1988 presidential race
because he ran a better ad and public rela-
tioas campaign. Given the incredibile swings
in che polls over a relatively shart period of
time, when media information was the only
thing thar voters had ta go on, it seens o
be & conclusion with some substance, The
implications of such a conclusion, though,
haté iiol really been explored the way they
shauld. The fact that large numbers of
peeple are changing their minds an who o
vore for after sseing & thirty-sccond teles
vision commercial says a great deal abour
the nature of the political cultuse. It means
that politics (for a significant partion of the
electorate) is largely conducred ¢q a4 sym-
hahic realin and tha: = notion of polivics
that iz based upon people having a coherent
and deep visian of their relationship o the
sucial world i no fonger elevant. Palition =
not abour issues; it is abour “fecling good”
wr “feeling bad™ about a candidate—and all
it lakew to chanpe this s a thirty-wenad
commercial.

The grammar of these imapes, then,
chealy is different ko the prammar of verhal
ar wrireen language. The intrusion of the
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image-system into the world of electoral
politics has meant that the majority of com-
mitted voters are held ransom by those who
are uncommitted (the undecided or swing
votes) and that these groups are influenced
differently—and have a different relation-
ship to politics—than those who have an
old style view of politics. These huge swings
of opinion, based upon information pro-
vided by the image-system, suggest that the
political culture is incredibly superficial and
does nor gorrespond 1o what we normally
think of as “politics.”

Third, the commaodity image-system is
now implicated, due to changes in the way
that toys are marketed, in the very structure
and experience of children’s play. With
both children’s television programming and
commercials oriented around the sale of
toys, writers such as Stephen Kline argue
that the context within which kids play is
now structured aroind marketing consider-
ations. In consequence, “Children’s imagi-
native play has become the target of
marketing strategy, allowing marketers to
define the limits of children's imagina-
tions. ... Play in fact has become highly
ritualized—less an exploration and solidifi-
cation of personal experiences and develup-
ing conceptual schema than a rearticulation
of the fantasy world provided by market
designers. Imaginative play has shifted one
degree closer to mere imitation and assimi-
lation.”™ Further, the sepmentation of the
child audience in terms of both age and gen-
der has led to a situation where parents find
it difficult to play with their children
because they do not share the marketing
fantasy world that toy advertisers have cre-
ated and where there is a growing divide
between boys and girls ar play. “Since
the marketing targets and features different
emotional and narrative elements {acrion/
conflict vs, emotional actachment and
maintenance) boys and girls also experience
difficulty in playimg together with these
toys.™

Fourth, the visual image-system has col-
onized areas of lite that were previously

largely defined (although not solely) by
auditory perception and experience. The
1980s has seen a change in the way that
popular music commodities (records, tapes,
compact discs) are marketed, with a music
video becoming an indispensable compo-
nent of an overall strategy. These videos are
produced as commercials for musical com-
maodities by the advertising industry, using
techniques learned from the marketing of
products. Viewing these videos, there often
reems to be lirtle link between the song and
the visuals. In the sense that they are com-
mercials for records, there of course does
not have to he, Video makers are in the
same position as ad makers in terms of try-
ing to get attention for their message and
making it visually pleasurable. It is lirtde
wonder then that representations involving
sexuality figure so prominently (as in the
case of regular product advertising). The
visuals are chosen for their ability to sell.
Many people report that listening to a
song after watching the video strongly
affects the interpretation they give to it—
the visual images are replayed in the imagi-
nation. In that sense, the surrounding
commaodity image-system works to fix—or
at least to limit—the scope of imaginative
interpretation. The realm of listening
becomes subordinated to the eilin of see-
ing, to the influence of commercial images.
There is also eviderce sujgesting that the
composition of papular music is affected by
the new video contexr. Peaple write songs ar
lines witk rhe vital marketing tool in mind.

Speed and Fragmentation: ¢
Toward a Twenty-First-
Century Consciousmneds

In addition to issues connected with the
colonizarion of rhe commodity (mage-
sysiem of other areas of social life (gender
ancialization, Im'litic(, children’s l‘hh
popular cultural forms), there are also
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important broader issues connected with its
relation to modes of perception and forms of
consciousness within contemporary society.
For instance, the commodity information-
system has two basic characteristics: reliance
on visual modes of representation and the
increasing speed and rapidity of the images
that constitute it. It is this second point that
1 wish to focus on here (I will return to the
first point at the end of the [chapter]).

The visual images that dominate public
space and public discourse are, in the video
age, not static. They do not stand still for us
to examine and linger over. They are here lor
a couple of seconds and then they are gone.
Television advertising is the epitome of this
speed-up. There is nothing mysterious in
terms of how it prose. As commercial time
slots declined from sixty seoomds w thirty
seconds (and recently W lifleen secemds amd
even shorter), advertisers respoided by cres
ating a new type of advertising—what is
called the “vignette approach™—in which
narrative and “reason-why™ advertising are
subsumed under a rapid succession of
lifestyle images, meticulously tmed with
iusic, that directly sell Teeling and emotion
rather than products. As a commercal editor
puts it of this vew approach: “They'se a
waonderful way to pack in inforrations all
these scenes and emotions—cut, cut, cut.
Alsa fht)‘ penmnit you a veiy [reestyle
approach—meaning that as long as you stay
true to your basic vignette theme you can
usually just drap ane and shove in another.
They're a dream to work with hecause the
parts are sort of interchangeahle,”"

The speed-up is alsa a respanse by adver-
tisers to two other factors: the iscreasing
“cluter” of the commercial environment
and the coming uf age, in s of dispns-
able income, of a generation that grew up
on television and commercials, The reed
for a commercial to stand out o 3 visually
sophisticated  audience drove the Inmge:
system ko a greater fremay of concentrared
shorts. Apain, sexuality became a0 key fea-
ture of the imape-sysremn within this,

The speed-up hax two convequences.
First, it 1I.‘LR tl'le uffu:i ude'u.ll ng, rhe viewer
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into the message. One cannot waich thes:
messages casually; they require undivided
attention. Intensely pleasurable images,
often sexual, are integrated into a flow of
images. Watching has to be even more
attentive to catch the hrief shat of vimal
pleasure. The space “in between™ the goud
parts can then be filled with ather informa-
tion, so that the commodity being adver-
tised becomes a rich and complex sign.

Second, the speed-up has replaced narra-
tive and rational response with images and
enimtional respone. Speed and Iruginenis-
o wre ot particulirly coiducive W k-
ing. They induce feeling. The speed and
fragmentation thar characterize the com-
mexdity image-sysbem may have a similar
effect on the constructien of consciousness,
In sme: weries of adw fer MTV, 2 wenage hoy
ur girl cngages in 2 continuous monalogue
ul pvails, characters, leelings, amd emobons
without any apparent connecting theme. As
the video images mirror the fragmentation
of thoughts, the ad ends with the plug:
“Finally, a channe! for the way you think.”
The generalization of this speed/fragmema
tion strategy o the entre domain of image
culture may i fact mean thar this is the
fozm that thoughe ircreasingly is raking ac
the end of the twenticth contury.

Political Implications: #
Education in an
Image-Saturated Society

There really is not much b dispate in the
analysis 1 have offersd of the history, char-
acter, and comsequences the commaodity
irmape-wyatem may have. The seal quesrion
concerning these sssues has to do with the
pelitival implications that one may draw
lrzm this kind of approach. Far simply: Te
there a problem with this situation, and if
su what presisely is itd Further, what salu-
Lions may be olfercd?

I @ provocative feceit book, Sluart
Ewen offers a clear evaluation of the
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contemporary image-system, He states it
succinctly:

The danger is this: as the world encour-
ages us to accept the a y of

language of the modern world. We are
stuck with them. Further, we have to
acknowledge the pleasure that such images
provide. This is not simply trickery or
o N A

images, “the given facts that appear”
imply that substance is unimportant, not
worth pursuing. Our own experiences
are of little consequence, unless they are
substantiated and validated by the world
of style. In the midst of such charades,
the chasm between surface and reality
widens; we experience a growing sense
of disorientation. . .. For meaningful
alternatives to come into being, how-
ever, the dominance of surface over sub-
stance must be overcome. There must be
a reconciliastion of surface over sub.
stance, a reinvigoration of a politics of
substance.!"

Beneath his insightful analysis and his
many examples from different domains,
Ewen maintains a relatively simple division:
There is a world of “substance™ where real
power rests and where people live their real
lives (the “material” world of “essence”)
and there is a world of “style™ and surface
(the evanescent world of “appearances”).
In the history of twenticth-century capital-
ism the world of substance has been
hidden and given a false veil by the world
of appearances. People have given up con-
trol of the real world and immersed them-
selves in the ultimately illusory world of
appearances. Surface has triumphed over
substance.

I am less sure than Ewen of the
dichotomy that he works with—after all,
appearance is the form in which essence
reveals itself—but 1 am convinced that a
madern cultural politics must be conducted
on the terrain of the imagesystem. The
question is, how is substance (realiry)
revealed? Given that eur understunling of
reality is always sovially vonstructed (that
“ideology™ is present in any system or situa-
tion), visual images are the centeal mexde
through which the moderm world vider
stands itself. Images are the dominant

P the p is substantive.
I would focus a cultural politics on two
related strategies. First, the struggle to
reconstruct the existence and meaning of
the world of substance has to take place on
the terrain of the image-system. In some
progressive cultural politics the very tech-
niques assoclared with the image-system are
part of the problem—that is, images them-
selves are scen as the problem. A struggle
over definitions of reality (what else is cul-
tural politics?) needs to use other mediums
of communication. | believe such a strategy
surrenders the very terrain on which the
most effective battles can be fought—the
language of the contemporary world."
The second aspect of the strategy centers
less on revealing matters of substance (the
underlying reality) than on opening up fur-
ther the analysis of the contemporary
image-system, in particular, demaocratizing
the image-system. At present the “discourse
through and about objects™ is profoundly
authoritarian—it reflects only a few narrow
(muostly corporate) interests. The institu-
tions of the world of substasce must be
engaged to open up the poblic discourse to
new and varied (and dissenting) voices.
The other set of roncerns are connected
to issues of literacy in an imape-saturared
socicty. As Raymond Williams has pointed
out, in the early development of capiralism
workers were taught w read bur not ©
write, The gkills of reading were all thar
were required 1o follow orders and to
understand the Bible. Contemporary society
151 a smilar position. While we can read
the images quite adequately (for the por-
puoses ol their érentors) we do not know
how o provduwee them. Such skills, ar
knowledpe of the proces, must ba a pre-
reyuisite for Functional literacy in the con-
femporary world. Bauic course work in
photography and video prrulnrrkm whiwld
Iwe reguired inall high schouk. Moreover,
while messages can be read adequately,
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most people do not understand bhow the
language of images works. Just as knowl-
edge of grammar is considered vital in
learning foreign languages, so the grammar
of images (how they work) needs to be inte-
grated into the high school curriculum,
“Visual literacy™ courses should be taken
right after the production courses.

Finally, information about the institu-
tional context of the production and con-
sumption of the image-system should be a
prerequisite for literacy in the modem
world. Advertisements, for example. dfe the
only message forms that are not accompa-
nied by credits in terms of who has pro-
duced them. In this sense, movies and
television programs have a different status
within the image-syarem in rhar ar leasr
some of their procese of producrion i
revealed. At minimum, we know that they
are miade by lots of people!

Ads, on the other hand, simply appear
and disappear without any credits. A third
set of courses could focus on the political
economy of the media and advertising
industries. Steipping away the veil of
anonymity and mystery would by itseld be
of great value in demystifying the invages
that parade hefore aur lives and throsgh
which we conceptualize the world and our
role within it. As Noam Chomsky pus it
{ralking abour the media in general) in his
book Necessary Hiwsions: “Citizens of the
demecratic socicties should  underiake a
coirse of intellectual seff-defense by protect
themselves from manipulation and control,
and to lay the basis for meaningfal demo.
cracy.”" Such a course of action will nat be
casy, for the institutional structure of the
image-system will work against it How
ever, the invigorarion of demecracy depends
upm the srrupple being enpaged.

# Notes
1. %ee Epseen (1¥H2R

2. This is discussed more fully in Teiss,

Klinc. and Jhally [1984).

3. See Hirsch (1976).
4. Scitovsky (1976).
5. Hirsch (1976).
6. Leiss (1976).
7. See Jhally (1987) and Kavanaugh
(1981).
8. Goffman [197%),
9. Kline (1989, pg. 299, 315).
(0. Quoted in Arlen (1981, p. 182).
11. Ewen (1988, p. 271).
12. For more on progressive culural poli-
vica, seh Angna and Jhally (1969, Imroducoaen’,
13, Chomsky (1989),
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Chapter 6
‘Always Fresh, Always There”

Tim Hortons and the Consumer-Citizen

Patricia Cormack and James F. Cosgrave

You're Home.
—Slogan found on entrances to Tim Hortons restaurants

Outside of Hockey Night in Canada and—with reverence—Don Cherry, there are
few institutions or companies that have blended into the character of the nation so
completely as Tim Hortons.

—Rex Murphy (2009)

The “way of life” of an ethnic group, a community, or a nation takes the form of an
articulated constellation of bits of enjoyment.
~—Kieran Kechane (19971

In this chapter we consider a cultural location that makes an offering of Canadianness—
Tim Hortons coffee shops. As we will discuss, Tim Hortons is a conunercial enterpiise
operating outside of official state mandates and has positioned itself within a consumer
landscape as a kind of public sphere. As Tim Hortens has increasingly marketed itself as
the cultural site for the articulation of Canadian values, agents of government and state
have come to use it as a legitimate place for their own public appearances. Put another
way, the dynamic of the appearance/disappearance of the state and its agents into ordinary
pleasures now occurs, at least in part, in the context ol a commercial enlerprise. 1L arises
through the figure of the consumer-citizen.

Tim Hortons was established in 1964, with one shop in Hamilton, Ontario, selling
only coffee and donuts, and has since become Canada’s most successful and omnipres-
ent purveyor of coffee, snacks, and meals. with more than 4.600 outlets nationwide. Its
national competitor, Starbucks, has approximately 1,200 oullels; McDonuld's has about
1,400. For three consecutive years, readers of Canadian Business magazine jucped it

Adapted from Cormack, I, & Cosgrave. . (2013 “Always fresh, always thare™ Tim Hortons and the
consumer ilizen, Tin Dvssring Cardi CAE contiits, hickey violenie, aed athee stately jleasuees (pp 02 93)
Toronto, ON: University of Toronto Press, 2013,
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Canada’s “best managed brand™ (Gray 2004, 2005, 2006). In 2010 Advertising Age named
it one of its “World’s Hottest Brands” (Kerwin, 2010). Tim Hortons made its most ag-
gressive move on its representation of Canada and Canadianness to Canadian consumers
while owned by American Wendy's International Inc. between 1995 and 2010. Since the
1990s it has expanded into the United States and parts of Eurcpie, [t planz ta apen maore
than 100 outlets in the Persian Gulf.

Other companies have used nationalism as a branding swategy in Camada—1the
Hudson's Bay Company, Canadian Tire, Molson. Rocts. Hudson's Bay (now wholly
American owned) and Canadian Tire both emphasize their Canadian stories: in the
former case, as tied to British colonial expansion and as represented by the famous
eighteenth-century “point™ blanket; and In the case of Canadian Tire, a2 the swory of
two emrepmmm‘a] brothers starting frama :.i.u!lu |'|l.'||.'|lp aid ﬂpllldi.l.'l_‘ into the st of
Canada. Both play on classic Canudian themes of ruggedness and endurance—themes
that we will also see in our discussicn of Tim Hortons. Roots began as a small shos com-
pany established by Amcricans wha had been inspired by their experiences at summer
camp in Ontario. In the late 1980s and early 1990, however, it started a craze for its sweat-
shirts emblazoned with Canadin symbaols —canoss, beavers, leaves. Catherine Casstais
(2006) suggeats that the branding of Canada through Rools signalled o collural shill swvay
from economic, pulitical, and culiuml protectionizm toward “s more congumer-oriented
and branded” nationalism (p. 235). This “Roots nationalism” is

a consequence of Canadians” irability to create other meaningful forms of ma-
tionalism. Canada’s multicultural heritage makes cthnic nationalism impes-
sihle, while the angaing struggle with Quehbes separatism and other farms of
regionalism has made it difficult to create what some schelars have described as
voluntary or “civic” nationalism—a common understanding of what it means 1o
be a citizen. (p. 237)

In this chapter we argue that Tim Hortans has been the mast successful and
lang-standing private commercial enterprise to hrand itself by way of avert national
identity and pride. As we will show, politicians and agents of the state make their way to
Tim Hortons to present themselves to the public, Mo other commercial enterprise binds
together the soclal and political roles of consumer and cltlzen more dosely than Tim
Hortons, which simulianeously offers, in Carsairss (2006) terms, a “cvi¢” and "com
mercial” nationalism, It has made a claim on what Jiirgen Hahermas (1983) wenld eall the
“public sphere”—that is, the site of collective debate and discussion about the camman
good. Of course, Tim Hortons s the advantage over other companies in that it i a coftes
shop, with all the assaciations of community, conversation, and public commingling.
Az we will show, Tim Hortons has carved out this political space by allgning luself with
Canada’s apparent collective values,

During and after Warld War 11 thers was an explesion of academie writing on com-
merclal culture and democracy. Atthe same time that the Massey Comindssion In Canada
wis warning aboul the dangers of American mass culture, Europein aml Anterican culs
tural critics were turning their attention to the same phenomenon. Generally, they held
that, by definition, mass and consumer culiure undermines demodratic sensibilities rocted
inrewson und deliberation, The exiled Franklurt Scheool istellectuals Theedor Adoeroe wnd
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Max Horkheimer found their new American home to be a cultural wasteland in which
mass-produced cultural products (such as Hollywood movies and popular music) remade
audiences in their own image so that the masses came to crave the formulaic and undif-
ferentiated products they were fed (Horkheimer & Adorno 1969). This highly influential
version of the consumer-citizen dominated academic ideas of mass and consumer cul-
ture until recently. Contemporary thinkers place more agency in the hands of audiences
and consumers to interpret and fashion messages and products. Feminist scholars (e.g.,
Joyrich, 2005) have argued that a fear of “feminization” or weakening of rational, mas-
culine culture was at work in much of the early criticism of the mass and commercial
consumer. Moreaver, historians such as Lizabeth Cohen (2003) have pointed ta com-
mercial activism—boycotts, strikes, and the like—as the first avenue of enfranchisement
for women and black people in America. By these accounts, commercial culture runs
the gamut from threat fo democracy to tool of democracy. For our purposes, however,
the issue at hand is the citizen’s relationship to public and collective debate around the
public good. In other words, how do topics of public concern arise and become objects of
common discussion by way of commercial advertising and marketing? For our purposes,
the best way to frame the question of consumerism and citizenship is offered by Don Slater
(2000), who discusses the topic in terms of the public sphere: “Ideas of modern consump-
tion arise firstly in the ideal (or dystopia) of a liberal and commercial society comprising
free individuals pursuing their interests through a free association in the public sphere™
(p. 183). Tim Hortons makes use of this consumer-citizen who is individualized in his or
her desires, but it also capitalizes on the fact that this social actor is left with little com-
munity, identity, or history. In other words, Tim Hortons offers back what private indus-
try, and the ideology of the free enterprise, have removed from the public sphere.

Tim Hortons’ status as a Canadian icon and institution has become a truism repeated
endlessly by academics and journalists. Many journalistic stories feature Tim Hartons as
a purveyor of national identity; others discuss Tim Hortons in terms of rituals of welcame
and hospitality, As Tim Hortons represents “home,” journalists can discuss strangers as
initiated into Canadian life by way of their first ritualistic tasting of the food (Delaney,
2005). In a similar use of Tim Hortons to measure social space. the proximlty of people
to Tim Hortons has been employed at a professional health conference 1o define the
Canadian rural: “You know that you are rural if there is na Starhucks or Szeand Cup. ...
You know that you are remote if there is no Tim Hortons” (1ealth and IHealth Services
Research Workshop, 2002).

In advertising, Tim Hortons is even obliquely referenced by unrelated companies
piggybacking on the sentiments associated with the brand. For example, a TV ad that
encourages new Canadian immigrants 10 set up their banking needs before they arrive
shows these prospective Canadians practising being “Canadian” while still in their coun-
try of origin. One scene shows a man In an abviously hot climate being pulled hehind a
car on skis. Another shows a man trying out Canadian vernacular speech by attempting
to pronounce the phrase “double-double,” a way of ordering coffee assaciated with Tim
Hortons (CBC News, 20i04) and found in the Canadian Oxford Dictionary,

So the status of Tlm Hortons as Canadlan icon and instivution is widely accepted.
Still lacking, however, is an analysis of the means by which it has achieved this status
and the broader implications of this commercialized natlonallsm. While many adver
tisers attampt to align themsslves and their products with vaguely nationalist feelings,

6 Cormack/Cosgrave: "Always Fresh, Always Thers"

Tim Hortons has waged a decades-long marketing campaign that touches or the most
celebrated of Canadian values and that has aligned those values with celebrations of
warriors, foreign diplomacy, troop life, and other rituals of state. In ather words, Tim
Hortons has worked to organize a particular relationship between consumer-citizen,
state, politics, and pleasure.

War and Peace in a Coffee Cup

The Dominion Institute, founded in 1997, pramotes and measures Canadian histor-
ical knowledge. It conducts surveys to evaluate what Canadians know (and, import-
antly, what they don't know) as measured by its "Cunmdian Hixlory Report Card” It
also makes the case for more resources for historical education, In 200% it merged with
Historica, a similar organization dedicated ta fostering Canadian identity thrangh hie-
torical knowledge. Historica is best known for its “Heritage Minute” TV ads, which pro-
mote heroic and romartic notions of Canada’s histary: Katarzyna Ruksztc (2008) has
written that these short ads aim mainly at generating a dramatic emotional response
from viewers amd that lhl:y “send 3 unsform mesRage: that Cansdeans are marked Ivy
creativity, strength, unity, and ahova all, toleranca™ (p. 179). Rukezto ala notes that the
Heritage Minute ads were develaped expressly to counter the effects of Juebsc natlonal-
ism. Certainly, an examination of the Heritage Minute archive shows that most of these
ads present a pre-Quiet Revolution Quebec.

In spite of all the organizations working to generate a historical self-awareness in
Canadians, this project seems largely to have failed. Yet the desire to commemorate those
who served In war seems strong. Perhaps the Dominion Institute has discovered that na-
tional identity or pairlotism requires livile historical conteni—that It may even fhrive ona
lack of cantent. After all, if war commemaration &s about pride and ematian, the details of
when and haw Canada participated in Warld War Lare irrelevant, As the Heritage Mimate
ads show, it takes only a minute to generate enotion. But that emotion daes not necessar-
ily cultivate an interest in exploring the details and ambiguities of Caradian history. In
fact, while Rukszio generally supporis the Historlca-Deminion Instituie’s dedication o
“citizenship and identity in Canada™ (Daminion Institute, 2009), she also suggests that
surveys and TV ads may he undermining the goals of deeper historical education,

French academic Pierre Nara (1996) kas famaously formulated the connection between
historical knowledge and meniory. Memory has traditionally been grownded in lecal au-
thorities and in stories passed down through generations such that active memery and
historical knowledge are ane and the same thing, Mera argues tha the difficulty in making
people historically knowledgeable in modern society rests in part in the loss of wraditions
of collective memory in contemporary life, so that legitimate sources of memory come to
be questioned, The wisdom of the alder generation Iz astumed In tradigional socletles as
imich as it is obliterated I modern ones.

Nora argues that thic culivral void generates a gengr,\l l:mﬂﬂglrx for the past without
the collective and sacrad rituals of memaory, Madern socleties, he malrtalng, arempt 1o
simulate the past without the mechanisms 1o do so. Such sentiments of nostalgia depend
on the coupling of idealized periods in the past with dissatisfaction in the present. In
ather words, the past 1s not a Unk w the present, bit an escape from the dissatlstzetions
of the preseit. IUis a play of differénde rather thai Continuity, wid it posits a fictioil tine
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when “there is no gap between desire and its fulfillment. . . . The world is always fully and
unambiguously present” (Hodgins, 2004, p. 100). Often, as is the case with Tim Hortons
advertising, this dissatisfaction is rooted in a vague notion that in the “past” there was
more communal unity and identification, as well as commonly understood standards and
wvalues, Hence, much of Tim Hortons’ advertising—even when it involves stories set in the
present—generates a longing for a lost past. This helps explain why rural communities
feature prominently in their stories, the present-day rural itself being a spatial trope for
the past, Similarly, while the functioning of Tim Hortons is altogether modern (technolo-
gies of rapid, mass production of products and services), the presentation of Tim Hortons
(from packaging, interior design, uniforms, signage, etc.) is deeply nostalgic. But as we
will show, Tim Hortons does far more than generate vague nostalgia; it has placed itself in
this past, where it offers a solution to the prablem of nostalgic longing.

As noted, even the language used by Tim Hortons customers is derived from Anglo-
Canadian slang. Penfold (2008) suggests that the donut is a working-class signifier of Canadian
down-to-earth common sense and sincerity. In short, there islittle to intimidate the customer:
Tim Hortons, even in its downtown outlets in large Canadian cities, lacks “the specifically
metropolitan extravagances of mannerism, caprice, and preciousness” (Simmel, 1950, p. 421).
‘This type of branding takes on a stark anti-fashion stance, if fashion is understood as the fren-
zied recycling of styles and trends. As we will show, the respite from movement and whim,
from this empty present, and from the endless multiplicity of modern Canadian life (inchud-
ing the multiplicity of multiculturalism) is a central theme in Tim Hortons ads. It also aligns
with the company’s theme of populism, which in turn allows politicians (especially) to use
Tim Hortons to counter notions that they are part of the distant and uncaring Canadian elite.

The company’s pervasive use of browns and sepias—which have never been changed—
conveniently reference the era of early photographic reproduction around the turn of the
twentieth century. This small semiotic coincidence has allowed Tim Hortons ads to create
a sense of collective memory. Sepia toning, used mainly in portrait photography, refer-
ences a specific, brief era in photographic technology, just before the explosion of end-
less commercial images into everyday life. As Susan Sontag (1977) wrate in her fanious
discussion of photography, “From the start, photographers . . . set themselves the task of
recording a disappearing world” (p. 76). That Tim Hortons has succeeded in aligning ltself
with a romantic past—a time when even the reproduction of images was innocent—speaks
volumes about how it has insinuated itself into a Canadian histary in which it did nat yet
exist. As a conduit to the Canadian past, Tim Hortons is suggesting that it was present
in that past (or at least, like elders in traditiona! societies, that it is interchangeable with
ancestors who were present back then). This adds strong resonance to fts slogan, “Always
Fresh. Always There.” Moreover, in a culture where memory is personalized, nostalgic,
and suspicious of traditional autherities, this commercial agent is offering itself as both
the site and the source of collective memaory work, Canadians are being offered a version
of history and memory at Tim Hortons: not only that, but Tim Hortons is positing irelf
as the new authority for the callective practice of memory over and against other sources,
In this way, Tim Hortons is working both to create nostalgio and to selve the problem that
nostalgia creates. These other authorities—including the Cunudian federal state and its
agencies—must then turn to Tim Hortons for their own legitimacy.

Over the past half century, Tim Horrans has grown in importance as a place 1o re-
member the past und 1o enact the nations present. In 2004 it became the sole distribu-
tor of the Royal Canadian Mint’s Remembrance Day poppy coin. The Royal Canadian
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Mint’s website explained that it (along with the Royal Canadian Legion) had autho jzed
Tim Hortons as the “exclusive distribution partner” because it was seen as “a dsstinct-
ive Canadian enterprise.” Clearly, the mint and Canadian veterans both agreed that Tim
Hortons had a corporate image that matched the tone of war commemoration. Later
that year, when US Secretary of State Condoleezza Rice visited Canada, she was taken by
Foreign Affairs Minister Peter MacKay to a Tim Hortons, where the livernational press
eagerly documented the two drinking Tim's coffee and played up the remuntic inliracy
of the pair sharing this ritual.

But the merging of the state with the cultural practice of going to Tim Hortons is net
always so successful. In 2009, Finance Minister Jim Flaherty flew to London, Ontario, for
aspeech and a photo-op at a Tim's. ‘Lhe minister wanted to talk about his “belt-tightening
budget” but was criticized shortly afterwards for using luxpayer moncy W pay for the
government aircraft he had used o fly in the locstion [Whittington, 2000). While the
juxtaposition of Flaherty’s spending with his speech about cutting the budget was
the obvious problem, the addit:on of Tim Hortons {apparently to show his sympathy for
the common person) made it worse in texms of puklicity. Opposition critics invoked the
hypothetical pensioner who (apparently} might net even be able to afford to go to Tim
Hortons yet wha had ta pay for Flaherty's flight.

During the 2011 federal election, all major party leaders spent significant amaunts of
time ip Tim llortons restaurants, even worklng as servers, Major news services, for ex-
ample, reproduced a photo of NDP leader Jack Layton handing out coffee at a Tim Hortons
drive-through window. Playing on the company’s slogan, the Vancouver Sun declared of
the candidates, “They've always got time for Tim Hortons” (Harris, 2011].

In 2006, Tim Hortons opened an outlet in Afghanistan to serve Canadian troops.
Members of the Armed Forces had lobbled for this extenslon of Camada inte forelgn
military posts, but the company was cautious in its approach. With the opening of the
Afghanistan autlet, the chief of the defence staff, General Rick Hillier: was quated o the
Tim Hortons website:

1 know I speak for all the men and women of the Canadian Forces when | say
that I'm delighted to hear this news.... Opening a Tim Hortons to serve our
troops in Afghanistan strengthens an already superb relationship between two
great Canadian institutions. [ would like to thank Tim Hortons tor their endless
support of the Canadiain Forces over the years. (Tim Hortois, 2006)

Hillier's comments aligned Tim Hortons with the Canadian milivary in a way that sug
gests they are national institutions of equal weight and value and thar their histories run
parallel. Because his words were conveniently imprecise, this prenouncement allowed
Tim Hortons o embed itelf ino Canadian war history, as if it were, as its slogan says,
“alwuys there.” I this way, it has become o site of wir commemoration. [n 2010 the coin-
pany CEQ visited the Kandahar base, The company press release read:

Bruve anad selfless Cunudiuny Gghting the war iz Afghanistuon received o persomal
thank you from the President and CEO of Tim Hortons Don Schroeder this Christ:
mai, when he travelled to the Kandahar army base aver the Helidays. Schroeder
was purt of the Team Canuda Christrnax Day Tour of Canadian mililary basex in
Kandahar, Afghanistan, led by Defence Minister Feter MacKay. (Tim Hortons, 2010)
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While in Afghanistan, the Tim Hortons cutlet became the central referent of Canada
for journalists and Armed Forces personnel. Tim Hortons was careful in its handling of
its relationship to this ongoing military conflict that was no longer simply the UN “Blue
Helmet” peacekeeping action that generations of Canadians have been taught to admire.
In 2009, Tim Hortons responded to a lively petition drive asking the company to de-
velop a campaign that would invite its customers to buy a cup of coffee for a soldier. The
company’s response was to direct interested customers to send gift cards to troops (and
to remind customers of its active support of troops, which has included sending coffee
to troops who were stationed in Kuwait). The company did not take up the invitation to
generate an active or overt “support the troops” campaign during the ongoing conflict.
Interestingly, however, Forces personnel have taken up Tim Hortons as a signifier of their
own identity (with all the heroic and patriotic resonances that decades of Tim Hortons
advertising have provided). As we will see. much of the Armed Forces storytelling on
websites has mimicked the style and themes found in Tim Hortons advertising (especially
their “True Stories” campaign). This is not in itself surprising, for it was the troops who
pushed for a Tim Hortons in Afghanistan. An outlet there, after all, would be a natural
extension of their experience training at and living on Armed Forces bases—usually with
a Tim Hortons nearby.

Tim Hortons advertising also commemorates Canada’s peacetime past. Certainly,
many companies market themselves through this sort of nostalgia, with vague refer-
ences to premodern production, “homemade” products, and traditional, rural families.
Others—or the same company at different moments—link themselves to nationalism by
way of simple claims that they reflect national tastes or that they support national indus-
tries and workers. But Tim Hortons has been much more specific in directing nostalgis
toward particular values, themes, and institutions, including even the state. Private enter-
prises usually try to operate as far as possible outside state regulation and supervision, sa
this imaginative linking of Tim Hortons to the state is unusual, At the sams time, how-
ever, it shows an understanding that the Canadian imaginary is linked at least in part to
manifestations of the state.

Advertising of Values

The association of Tim Hortons with Canadian themes can be traced back ta its arigins in
the romantic life and death of its namesake. Miles Gilbert {Tim) Horton began the com-
pany with Jim Charade in 1964, opening a singie donut shop in Hamilton, Ontario. In The
Donut: A Canadian History, Steve Penfold (2008) writes that this timing could not have
been better: Canada was becoming an automobile culture and was moving away from tea
toward coffee drinking. But changes in transportation and taste were not the only advan-
tages accruing to this new enterprize, Az a Mational Hackey League (MHL) defenceman,
Tim Horton possessed “all the trappings of the classic myth of white Canadian manhood
(p. 48). Penfold suggests that Tim Horton't image ac a rugged yet honest hackey player
supported the image of hiz restaurants, In the first years, the company made much of itz
founder’s name and popularity.

In 1974, however, Tim Horton died when he lost control of his car while driving
late at night between Toronto and Duffale, While 3 number of things were working
against FHlorton that night, former marketing director Ronn Buist (2003) emphasizes
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that his work ethic also played a part in the accident—he had just finished playinga
game against Toronto and checked on the donut shop before taking te the highway
(p. 67). His widow, who wanted images of her husband removed from the restaurants,
inherited part of the company. With the removal of these references, the company’s
connection to the hockey player began to fade. Buist maintains that within 10 years
the company’s link with Tim Horton the man had weakered dramatically (p. 8. Still,
the chain has consistently emphasized ruggedness, sport, and endurance as general
themes. After his widow's death, the company revised the Tim Horton biography on its
website to emphasize his hockey career, and his image has reappeared in shops, along
with “Timfact” quizzes.

Tim Hortons is famous for sponsoring sports al the grassroots and amuteur levels, ax
well as for associating itself with prefesstanal sporis such as hockey and curling through
its ads. The company rents arenas taoffer free skating, sponsars local “1 mbite” child ren's
sports, and operates six summer camps for economically cisadvantaged children. (A
Timbit is a small piece of fried donul batter, but alsa refers to the children who participate
in Tim Hortons sporis.) But the company’s involvement in children’s sports does not stop
at financial suppert. Many of the company’s TV ade make ik elear that Tim Hortons unde:-
stands kids' hockey ax a site where the next generation of Canadians is being socnlized,
Hockey haz a reputation 42 a violent game, yet Tim 1lartons ad: make the arema 4 place
of fair play, inclusion, and co-operation. One Timbits ad shows young Canadian NHL star
Sidney Crosby (“Sid the Kid") in his Timbits uniform as a child. Another shows the now-
grown star playing gently with young Timbits children, thereby linking Tim Hortons to
the generational reproduction of hockey and hockey stars, When there was a rash of head
injuries to NHL players in 2010-11, Tim Fortans responded by making [t clear that their
corporate image could net be assoclated with such violence, Tim Horions “encourages
the NHI, the teams and general managersand the N1 Players’ Assaciation to continue 1o
work towards addressing concerns with head injuries™ (CRC News, 2011). Indeed, Sid the
Kid was one of the most seriously injured players during this rash of headshots: A comeus-
sion left him unable to play for monzhs.

Co-operaiive and dedicated smalltown individuals—players, parenis, coaches,
and so forth—are recurring icons connected ro hockey. One of the many ads thar Links
commitment, eammunity, rural areas, and hockey shows a man arriving ar an isolated
hackey rink before dawn during the middle of winter and tailing to prepare the arena
tor early-morning children’s hockey. This ad is beawtifully filiwed and simple, with steam
rising off the ice and the cun breaking the darkness of the sky as the man enacts his mor-
ning ritual In solliary sllence. This understated siyle runs parallel wiih the apparent hu-
mility of the man whose labour is unseea and apparently taken for granted by the eager
children who will hit the ice hours later. ‘The viewer becomes a privileged witness toa
labour of love almed at fosterlng the nexi generatlon of hockey players. This ad cannecs
values {(commitment, loyalty, humility) to sacred space {the arenal, ritual practices, and
the maintenance of community aver tinne. It avoids cliché by chowing these valaes and
practices rather than by asserting them, And, a2 with 20 many Tim Hortons ads, the prod-
uct s embedded in the story as a small but essential comfort 1o this nman’s morning. In
other words. the coffee takes on a character of its own as his humble companion. The man
represents the traditional notion of passing on skills and sacred practices from one gener-
ation 1o the next by way of their ritwalized enactinent.
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One value repeated over decades of Tim Hortons ads is mutual community support
or collectivism. Historically, grassroots collectivist sentiment became associated with
state policies such as socialized medicine and social welfare. The icon of this institution-
alized collectivism in state policy and apparatus is CCF/NDP politician Tommy Douglas.
Although Douglas was never able to lead his party to federal victory, as the “conscience of
Canada” he had a strong influence on the actions of the two federal parties that did form
the government. More important to this discussion, however, is his first-place standing
as “The Greatest Canadian” in CBC's audience-driven contest aired in 2004. This popu-
lar victory does not mean that Douglas would be any more likely today to win a federal
election than in his own day. Opinion polls and general sentiment show a strong belief in
the integrity and honesty of NDP (previously CCF) leaders relative to their more successful
counterparts in other parties. This gap between respect and actual voter support seems to
indicate that Canadians have high admiration for socialist politicians and their values but
do not have the same confidence in their policies. This in turn strongly suggests that col-
lectivism lives in the Canadian imagination more than in the actual realities of policy, law,
and administration. Tim Hortons ads have picked up this form of collectivist longing and
run with it. In Nora's (1996) terminology, while these ads may appear deeply nostalgic,
they in fact offer a way to embody the connection between past and present rather than
just an empty longing. As we will see, in this way they populate or fill Canadian identity
and history by providing the ritual and sacred space in which to tell stories.

Another Tim Hortons TV ad links immigration, family, and hockey. The press dubbed
this one “Anti-Hockey Grandpa” (Keller, 2006). The narrative involves the tension be-
tween a young boy and his father, who appear to be new immigrants from Asia. The boy
wants to spend all his time playing hockey (in the street and on the ice); his father strug-
gles to get him to study. The second part of the ad shows the father and the now-grows son
watching the son’s own boy play Timbits hockey in an arena. The son asks his father why
he comes to watch his grandchild play when he never attended his own games. (Here the
ad introduces the real pain of children’s longing for attention and approval from parents.)
It turns out that his father had attended games (takeout Tim'’s coffee cup In hand) but had
remained hidden. Apparently, his concern to get his son to study made him feel that he
could not show his pride in his son’s athletic achievements, He proves his hidden support
of his son by producing a faded and creased photo of his son as a bay in his hackey uni-
form. Clearly this story is steeped in long-standing misunderstanding and resentment,
in a secret pride that cannot be revealed for decades, and it a slubborn insistence on the
part of the father that his child assimilate with Canadian culture and society by studying
hard. This ad is also highly romantic in that it supports the vision of immigrams as ul
timately happy and successful, and the father as wise and strict. Remarkably, it also adds
a complexity to the simple, official version of multiculturalism and immigration. This ad
is about pain—about language, culture, and tradition being sacrificed to the need 1 as-
similate, That the grandfather can now enjoy walching the grandson play hockey speaks
to the fact that he succeeded in integrating his family into the broader culture, even at the
cost of alienation from his own son, Here, caution, humility, and pride are all mized with
an immigrant’s pain of watching his children inevitably become separated from their own
deep cultural knowledge and traditions. Sharing their Tim Hortons coffee becomes a sad
yet important connection belween these Uwo men, IS amall, inlimale comfon as they
waich the gramdson (nevilably) play (Timbils) hockey.

6 | Cormack/Cosgrave: “Always Fresh, Always Thes:”

The Ministry of Citizenship and Immigration’s definition of multiculturalism sug-
gests that maintaining one’s ethnic, religious, and cultural values is not at odds with
“integration” with the larger, pre-existing Canadian society, as long as those values
are understood as existing in the past: “Multiculturalism ensures that all citizens can
keep their identities, can take pride in their ancestry. ... Through multicultusalism,
Canada recognizes the potential of all Canadians, encouraging them Lo inlegrale inlo
their society and take an active part in its social, cultural, cconomic and political al-
fairs” (Citizenship and Immigration Canada, 20108). This statemterit does not explain
how integration can be achieved while meaning/ul differences in values are maintained;
it does, though, assert that racism, violence, hatred, and ghettos will be the result of any
resistance to the multicultural ideal. It is significant here that seme Tim Hortons ads
(including “Anti-Hockey Grandpa”} raise themes that are rarely acknowledyed in ofi-
cial notions of Canada. We are thinking specifically hare ahout the theme of tenzion ba-
tween multiculturalism and identity. The immigrant father in "Anti-Hockey Grandpa”
faces the real problem of getting by in a country that is not—all sentimental protests to
the contrary—organized around his background and traditions, His mantra, “study,
study,” signifies that for him, submission to Canada’s culture, achonl system, and coo-
nomic and linguistic practices will be essential in ais son's sucoess, ‘The father views the
pleasures of hockey as undermining the hard and palnful work of making hizs child rad
ically different from himself—that is, Canadian. Ultimately, though, playing hackey has
aliowed him and his son and grandson lo assimilate into Canadian scciety, disrupting
the official notion of Canada as a mosaic of simple differences.

Author Neil Bi dath—himself an i igran: to Canada—has reflected on this
positlon, which he and other new Canadians are inoplicitly asked to take within the rhet-
oric of the mosaic. The mosaic metaphor plays on the notion of distinct parts (o thles) set
side hy side to create an overall patrern (1 metaphar af cald difference in contrast to hat
assimilation inta a new whale—the “melting pot”). Multiculturalism asks immigrants—
especially those who are visible in their differénce from the Anglo-European norm—to do
the work of signifying ethnic diversity. ‘They introduce a difference from thiz norm—viz,
colour and texture to the mosaic —and thereby allow whiie and English Canadians io fesl
good about their "tolerance” and ta ignére the deep assimilative prastices that cenfrom
immigrants. Bissaondath (1994) also argues that immigrants of colour Bke him ars belng
asked to represent a harmless and frozen cultural past that can neither move forward
o challeage Canadian values=especially the value of multiculturalisin. Fou hiim, 7t s
impossible to avoid a whiff of fornzaldehyde, a hint of the sterility of museum display
cases. Impossible 1o ignore the image of colourful burerflies pinned w black velver by
careful and loving hands” (p. £2). The mosaic and multicultural rhetorics of state, then,
hive a number of interrelated effeets: They deny the real assimilative realitles of Canadlan
life; they require immigrants aad visible ethnic, racial, and religious minorities 1o live is
lemporally frozen and harmless represendations of difference; they suggest thal sny quess
tioning of the multicultural ideal will result in violeace and chaos; and they paper over the
wdiminiatrative interests ab the heart of Ui mosaic,

In this context of ollicial discourse, collective marmtive threatens Lo Lip over into cul-
tural relativism: No longer will difference be brought into conversation about Canadian
values; it will merely be pluced (like tiles or butterilies) in juxlaposition, for all values
will be officially equal to all other values, traditioss, sl belels. Ax the many critics of
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multiculturalism suggest, this relativism cannot provide the basis for a collective identity
or narrative. The Tim Hortons story of the Chinese hockey dad at least admits that his dif-
ference will be largely overcome and erased by the assimilation of his children and grand-
children. In his grudging and measured acknowledgement of the pleasure they find in
hockey and its associated comradeship, he acknowledges the pleasure of assimilation and
that he has learned to live with the loss it means to him. Unlike Bissoondath’s butterflies,
he is living in real and dynamic time, which introduces a profound distance between him
and his offspring. Again, the Tim Hortons coffee shared by father and son does not signify
a weepy celebration of the Canadian mosaic, or a general appreciation of the beauty of the
masaic as viewed from the ontside, but rather a small and intimate comfort in the face of
real and irreversible change—a change that the father encouraged through his assimila-
tionist attitude toward his son.

Ironically. while Tim Hortons' marketing and advertising is nostalgic, its nos-
talgia takes advantage of the gaps, contradictions, and dissatisfactions left by official
Canadian versions of the past and the present. As noted earlier, the company also
makes itself a witness to these realities—war, assimilation, difference—as if it were a
core institution for preserving collective history and memory. By taking this stance, it
is implying that other institutions and stories may be less than satisfactory or authen-
tic. Moreover, Tim Hortons appropriates the grounds of collective storytelling and gets
its customers to become the voices of these stories. Unlike the mosaic pieces found in
the official images of the citizen, the Tim Hortons stories are “hot” narratives filled
with visceral joys, pains, and losses.

In the mid-1990s, Tim Hortons began making their “True Stories” TV ads, which
were the precursors to the similar “Every Cup Tells a Story” campaign. In both thess
campaigns, Tim Hortons customers and store owners generate stories featuring the
everyday lives of the storytellers. Storytelling is one of the oldest and most commanplace
forms of human communication, and its significance for Canada in the mid-i990s is im-
portant (even politically disruptive). Narrative as a practice is simultancously universal
and particular—that is, narrative’s forms are repeatable and often clichéd even while the
content of narratives is specific (if not unique). As Tim Hortons lmplies, everyone can
tell a story and everyone has a story. Thus, as we have seen, while Tim Hortons has made
itself the site and source of much collective storytelling, thase campaigns seem to shift
the actual telling to the customer. Rhetorically, Tim: Hartons acknowledges the vaices
of ordinary speakers, the implication being that they do not necessarily get the appor-
tunity to tell their stories in their everyday experience and that the voices of ordinary
people are ignored and pressed out by other voices. As we will show, Tim Hortone clev-
erly gets its customers to do its talking, with profound implications for storytelling’s
place in Canadian identity.

The very first “True Story” TV ad war remarkably quaint and banal, It tald the
story of an elderly woman, Lillian, who made a dally pilgrimage to her local Tim
Hortons in a small Nova Scotia town. Other than the tough and determined charac-
ter of Lillian herself, thera wazn't much of a story here, ‘Thiz introductory figure did,
however, set the tone for other “Irue Storles” to follow. Like Lillian, the subjects were
rugged, self-sacrificing, and unwavering in their goals. Most of these stories featured
adventure, risk, severe weather, and personal sacrifice, running from the most herole
and extreme {in the case of soldlers In war zones) to the most ordinary (lonely students
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studying abroad and asking their parents to send them Tim’s coffee). Keohane (1997)
helps make sense of this theme of endurance within the broad Canadian narrative:
“Throughout Canadian popular culture there are discourses that celebrate an enjoy-
ment of endurance . . . skating, cross-country skiing, canoeing, camping, trekking. . ..
The heroic endurance/enjoyment of the voyageurs is recreatedd in the conlempuorary
practice of endurance driving” (p. 35). Keohane seems te have & paint when he lanks
Canadians’ heroism with their capacity to endure the harshness of their environment.
Take, for example, this passage from Roy MacGregor's Canadians: A Portrait of a
Country and Its People (2007), which establishes the character of t'we young Indigenous
leaders: “One winter in the late 1960z the group ran iinto a blizzard driving homse from
the University of Brandon. ... Cars apd trucks were in ditches. The cthers wanted o
quit, but Mercredi and Harper refused and took tarns running ous in frant of the
headlights so that the driver cowid stay on the pavement” (. 212). Ir this narrative, the
“stubbornness” that these men showed by running down a highway in a blizzard for
30 kilometres (against the efforts of the policeand other drivers tostop them) sets them
up to become political leaders in the future.

While lacking the same drama, the “Trus .‘&mqr' of Jean and IJrluﬂ_"ﬂ|nrntr|r. {from
Tim’s Times, May 17, 2004) worked from similar themes, ‘This story invalvad the slderly
couple’s drlve across the country from Alberta w Hewfoundland. In the story, they
planned their journey around stops at Tim Hortons, explaining that they warmed up
and studied their maps at Tim’s outlets. This trip took seven weeks and covered almost
18,000 kilometres. As Keohane discusses, drivirg as “endurance™ or sheer distance
seems to be integral to this type of pleasure. In the phato that accompanied this story,
the Thorntons held up a sign announcing the number of kilometres covered rather than
any souvenirs, Tim Horwons shops offered them support on their travels, providing
warmth, comfart, and even the appartunity ta rearient themselves spatially an their
maps. Space itself was measured and navigated in lerma of proximity to the next Tim's,
When the couple returned home they contacted the coftee chain ta tell their story. It
wae a ‘T'im Hortons story through and through. Their story, in twrn, allowed the com-
pany io show liself as connecting the geographlcally and culiurally diverse paris of the
country inte a whele.

A similar ad featured twa pairs of travellers—an older couple inan RV and twn ysung
men in an older-model car. Both couples planned to drive acrass Canada from coast to
coast, stoppiing “only at Tim Hortons.” As they drove in opposite directions they eventu-
a]]y crossed pgﬂu, with the young man Pulitd}l' waving the clder woman akead of him
as they drove into a Tim Hortons, The {rony bulk into this story was that both palrs had
declared they were probably the first ever to make this Tim Hortons journey. And both
couples marked off that journey by locating Tim Hortons outlets en the map of Canada
and by counting the number of Tim !lortons they visited, This ad was explicit in It prom-
ise to provide comfort and geographic orentation from coast to coast. In another ad, a
man saw a “Roll Up the Rim to Win" takeout cup an the ground and bent aver to pick it
up. The wind took the cup and the man chased it When he picked It up, b reallzed shat be
T traversed the width of the country ficin east coest 1o west coast, Imall these travel ads,
Tim Hortons both celebrates and mitigates the huge distance between coasts.

During the 2010 Winter Olympics (Eosted by Canada), Tim Hortons repeatedly ran
w1V ad that depicted the reunion of 4 husbad (evideiiced by his weddizg band) with luis
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wife and children. According to a Globe and Mail reporter, that ad “played like a modern
Canadian heritage vignette” (Houpt, 2010). From their appearance, the family seemed to
be immigrating to Canada from an African country (during the winter, of course). Just
before the wife arrived, the husband hought a Tim Hortons coffee at the airport. At the
moment they were tearfully reunited (with the husband biting the back of his hand in an
effort to retain his composure), he gave her the coffee, saying, “Welcome to Canada.” The
wife took the cup but seemed to miss its significance (she had not yet been socialized into
Canadian culture); instead, she fixed her attention on the winter garb her husband had
brought for her. The implications of moving to Canada became apparent to her as she
examined the bulky parkas.

Two things are noteworthy about this ad. First, Tim Hortons was taking the risk of
positing itself as the iconic and ritualistic signifier of Canada. Second, media coverage
of this ad (as so often happens, this Tim's ad was the subject of intense media scrutiny)
focused on the claim that it was based on a true story. This media coverage, however,
missed almost everything that was significant about the ad, Claiming that this African
family did not exist completely overlooked the fact that the general narrative of separa-
tion and reunion is a universal Canadian story (including the Indigenous story). The ad
was communicating that universal reality when a young woman (of a different ethnic
appearance) looked over at the scene and smiled. She was a passing stranger, yet she
immediately recognized what was going on, and she appreciated its profound emotional
significance. Moreover, the media’s focus on veracity overlooked the real social and pol-
itical statement this ad was making, which was Tim Hortons' claim to be the primary
and essential signifier of Canada. This family’s reunion was bittersweet because they had
left Africa behind and were entering Canada as strangers. This idea was emphasized as
the family walked out of the airport and was assaulted by snow and wind. The signifi-
cance of the coffee as comfort could now begin to take hold for them.

In November 2008, Tim Hortons launched an interactive website, “Every Cup Tells
a Story.” In less than two years the website received more than 5,000 staries (as well as
comments on and rankings of the postings). The company stated that it had launched
the website in part to funnel the letters and photos being sent to them (Tim Hortons,
2008). In keeping with the “True Stories” campaign, “Every Cup Telle a Story” en-
couraged customers to locate meaning in every activity assncinted with Tim Hortons,
More important, it encouraged them to link Tim Hartans ta everyday activities, from
the most mundane to the most vital. The campaign took advantage of communica-
tion technologies that allowed customers to send photos and narratives directly to Tim
Hortons. Many photos included babies and animals with Tim Hortons cups, brides and
grooms drinking Tim Hortons in thelr wedding attire, marriage proposals, soldlers
and tourists in foreign countries, new mothers in hospital beds, and people engaging in
a host of community, sports. and family activities, Almost all the photographers were
careful to capture the Tim Hortons cup in thelr frame {which itselt says Interesting
things about the rituale of phatography, memary, and commercialiem). ‘Thit praduct
placement in the everyday experiences of Canadlans was a testament to the place that
Tim Hortons eccuples in the Ganadlan consciousness, The accompanying stories also
featured the cup of coffee (sometimes other beverages) as central to the activity dis-
cussed. One such story was told by a husband, who explained that belng present for his
wife's Cacsarian section was traumatic until he saw a nurse with a cup of Tim Horlons
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coffee. According to his account, the sight of the cup calmed him immediately: " That
cup of coffee was a touch-point,” he wrote, “a known, good thing in a roem of the un-
known” (Tim Hortons 2009).

Many of the stories that invoked fear and risk—including tkose of sending loved
ones into military action or serious medical procedures—suggested Lhul Consurning
Tim Hortons products in the final moments of separation served ax a kind of goud ludk
charm. Other stories directly embraced death and mourning For example, one cus-
tomer told about the death of her husband and featured a photo of her young daughter
at Tim Hortons. The writer explained that she now had little time to spend with her
daughter becanse she had to work long hours, but that their Sall.l?di‘y morring trips to
Tim Hortons were a comfort. It would k& hard to imugine this story being turned indo
a “True Stories” commercial, for such cammercialy raquire careful seripting, directican,
and design. When stories come “directly” from customers, the risk ta Tim Hortons 15
minimized. “Every Cup” stories seem mwre neutral than “True Stories.” Why run these
personal stories through the Tim Hortons website? A pparently, the company’s products
and institutional status provide meaning to custormers’ lives, nct just the opportunity to
communicate with athers,

The “True Stories”f“Uvery Cup” campalgns are clichéd and mundane; thelr appeal
lies in their familiarity. In a sense, all childbirth and wedding storles shage the sam range
of emotions. They are rites of passage that deserve telling by virtue of the teller’s having
survived to tell the story. Like all narratives, these are stories of endurance and survival.
Hence, old Lillian from the first “True Story” is the archetype of the storyteller, not of
the hill climber. It is, however, Interesting that so many Canadians would turn fo Tim
Hortons to sausfy thelr need 1o tell their storizs, What has happened e other outlets for
personal and collective narrative? As we have discussed. Tim Hortons has taken decades
to sitnate itself as the place to tell stories, Tim [Tortons has been able to accupy 4 cultural
space left open by Canada’s official storytellers (agents of statist nation-bullding palicies).
It has then played up the social and emotional lmportande of stocytelling at its grassrools
and Intergenerational levels, It has worked pain, fear, and ambivalence into these storles,
bur also collective national pride,

Conclusion

Oune might argue thal the ability of Tim Horlons W become a site of nativnal narcative
and political enactment speaks to this country's ongoing crisis of identity, After all,
what kind of community turns to a coffee shop for meaning? While this “crisis” wlk
has become an industry and a site of pleasure in itself, there muat be mare at work here
than the futile effort to fill up the bottamless hols of national identity. Keohane hints
ab an answer in the passage Ul we useld W open this chapter: "The "way of Lle' of an
elthnic group, & community, or a nation takes the form of an articulaled constellaiion
of bits of enjoyment.”

W have seen that their murketing strategies boldly offer up collective values that res-
unate with and against mare official notions of Canada, They offera complexityand exiure
to the national experience that customers are able 1o récognize and enjay. This, hawever,
ruises the gquestion of why so many agents of state amd povernment have aligned them-
xelver with the company if their meszage iz amhbignonx and painful, pro- and anti-offizial.
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One answer is simply that of populism. Regardless of the ambiguities surrounding na-
tional identity, Tim Hortons has succeeded in representing the Canadian every-person.
Politicians in countries like Canada struggle to show themselves as non-elitist and in
touch with the concerns of ordinary citizens. This certainly seems true when one observes
their eagerness to align themselves with the coffee chain during election campaigns. But
there is another, more important answer—agents of state and government may recognize
a cultural merging of citizen and consumer.

At the same time as the consumer has become the citizen at Tim Hortons, the
citizen has become the consumer in the hands of political marketing strategists. This
involves more than selling a party and its policies to the electorate, Analysts of political
marketing make the case that marketing should be distinguished from the older strat-
egy of selling: “In politics, as in business, marketing is what happens when the product
shapes itself around the consumers’ demands—often before it even hits the sales floor
or the ad campaign. It's the attempt to give the people what they want, sometimes
before they know they want it” (Delacourt & Marland, 2009, p. 47). Political parties and
their candidates now approach the citizen by way of the most sophisticated of market-
ing strategies, even locating their constituents through their consumer practices. In
some cases, this marketing orientation lasts beyond the election to become the founda-
tion of governance itself. Richard Nimijean (2006) contends that Canada has become a
“brand state” in that political parties offer packaged images of Canada for both inter-
national and domestic consumption. In terms of the latter, national pride and apparent
national values are played up toward particular political ends. The editors of Political
Marketing in Canada ask whether the frequent indications by opinion polls that
Canadians distrust the political elite and suffer from a political “malaise” may be tied
to this conflation of politics with marketing (Marland, Giasson, & Lees-Marshment,
2012). Political scientist Reg Whitaker (2001) contends that this marketing orfentation
toward the “needs and wants” of citizens undermines politics as the delikerative and
careful consideration of party policy. For Whitaker, what once involved party loyalty
and membership within a broad ideological commitment has now become simply the
attempt to satisfy, and cultivate, the immediate and capricious desires and sentlmenis
of the electorate.

‘This conflation of consumer and citizen helps explain why Tim Hartons could hecome
a type of public sphere for the enactment of political life. Tim Ilartans is not just a site far
the enactment of Canadian politics; it is also the madel tor it. Hannah Arendt’s (1958) and
Jiirgen Habermas's (1989) comments on public life and the public sphere are relevant here.
For this seepage of personal desires into the public world threatens to allow private need to
become confused with its opposite—the public good. This line between private and public,
for Arendt, must be guarded in any demaocratic society because private life and public life
serve diverse ends. Public life becomes degraded, semi-human, when It Is deprived of the
conflict and challenge of public debate during which one must stake a position and defend
it opmty and coherently. Habermas's version of the public sphere is less antagonistic than
Arendt’s, but he similarly argues that lssues of common good must arlse within an Ideal
speech environment in which citizens can debate and decide issues of common good,
outside both state and commercial interests, Clearly, the rise of the consumer-citizen has
implications heyand the effects It haz an paliticlans and thelr party machines. Az we have
seeit, consumption can becone the focus of governance and state authority.
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Review Questions i

1. Explain why the concept of the “consumer-citizen” is useful to appreciate the signifi-
cance of Tim Hortons in the Canadian public sphere.

2. Compare specific instances when Canadian politicians ar political candidates
have used Tim Hortons for promotional purposes. Explain why so many agents of
Canadian government have appeared at or aligned themselves witl: Tim Hortons.

3. Identify several ways in which Tim Hortons 2s a brand links itself to a “romantic™
past. Explain how smaller details of branding, such as colour choices, contribute to
nostalgia.

4, Summarize how Tim Hortons uses values of multicultarelizm and immigration in =
advertising.

5. Describe how the “True Stories™ advertisements and the "Every Cup Tells u Story” cam-
paign function to construct a Canadian identity through storytelling and narrative.

Activity
Search for recent axamplex of Tim Hortoms advertisernents. Analyze how thae adveslise-

ments offér a glimpse inte Camadian history ar Cenadian life. What cellective memories
do they bring up? What stories do they tell? How might these stores be linked to themes
of Canadian identity and specific values, ranging from sports ta multicalturalism?
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Chapter 8

Sport, Beer Advertising, and

Corporate Nationalism in Canada

Molson’s Articulation of National and
Masculine ldentity to Consumer Citizenship

Steven Jackson

According to Trentmann (2007), “While even a generation ago, consumptlon and cltizen-
ship tended to be located in opposing spheres of private and public. .. they are today
increasingly recognized as porous, indeed overlapping domains” (p. 147). Consequently,
emerging consumerist lifestyles are creating new types and processes of identity forma-
tion that transcend more traditional forms that were often defined by geographic location,
occupation, or social class. With specific reference to national identities, a key driving
force in the transformation of citizens into consumers has been the unprecedented growth
and power of multinational or transnational corporations engaging in what is referred to
as corporate nationalism—a process whereby they seek to “capitalize upon the nation as a
source of collective identification and differentiation” (Silk, Andrews, & Cole, 2005, p. /).
‘This is often achieved through a carefully orchestrated practice whereby corporatians use
the currency of “the nation,” that is, its symbols, images, stereotypes, collective identities,
and memories, as part of their overall branding strategy (Jackson, 2004). To this cxtent,
advertising and marketing play a key role in producing and representing particular vi-
sions of the nation that link brands and commodities with aspects of contemporary soclal
life, ultimately influencing individual and group identity formation.

This chapter examines one global commodity (beer) as it is lacated within ane par-
ticular national context (Canada) through one particelar brand (Molson) in order to ex-
plore how the process of corporate nationalism engages with and shapes other identities,
including masculinity. The links between these slements of culture are so powerful, intim
ately interrelated, and culturally entrenched that they have been described as forming a
“holy trinity” (Wenner & Jackson, 2009}, As such, the holy teinity has the patential 1o offer
us unique insights into the nature of the contemporary consumer-cilizen, This point has
become particularly evident in the context of professional and corporatized sport, where
various organizations have become dependent on brewerles thal serve as teawm owaners and
investors, direct team f or up via the P } of varions forms of adver-
tising time and spase (Colline & Vamplew, 2002). Histarically, the basis of the relation-
ship between becr and masculinity (and sport, as it is also argued herein) was structured

Adapted from Jackeon, . (3014). Glohalization, corporate natinnalisn and masculimity in Canada; Ao,
Molson beer advertising and consumer citizenship. Sport in Society 17(7). 901 16.
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around and through assumptions about what men do, where they do it, when they o it.
why they do it, and with whom they do it (Strate, 1992). With reference to this amalysis,
I assert that sport and beer are consumed by male audiences sharing the experbence of
watching male athletes perform hypermasculine activities as a means of confirming and
defining their own maleness. What has received less attention, however, is the link be-
tween the holy trinity (sport, beer, and masculinity) and national idetity wnd citizenship.
Specifically, there is a lack of research focusing on the way ir which particuluar sporting
nationalisms are linked to dominant forms of masculinity and, conversely, how various
forms of masculinity are articulated to national citizenship in and through the produc-
tion, representation, and consumption of beer. In particular, Canadiar: beer advertising
provides an ideal site of analysis because of the intense pressure on breweries and their
allied advertising agencies to continually accommadate and nurture new, ofter margin-
alized target markets. Adding to their challenge is 1he need to develop these new markets
while simultancously muintaining and reaffirming a dominant form of masculinity that
is steeped in nationalism and displayed through a nostalgic lens, all within the context of
a highly competitive marketplace,

Overall, this chapter examines Molson Canadian advertising campaigns, thedr links
with the holy trinity und corparate naticnalism, and the implicstions for citizenslip and
gender relations, including the potential for new emergent forme af global hegemonic
masculinity. Specifically, this chapter explores (1) the nature and signifecance of corpor-
ate nationalism within the context aof globalization; (2) the nature and significance of the
“holy trinity” of sport, beer, and masculinity; (3) several case studies cf notable Molson
Canadian beer advertising campaigns that, collectively, illustrate how they operate asa
manual of both masculine and natlenal clilzenship In Canada; and (1) the implications of
corporate nationalism and the holy trinity for understanding the reproduction of mascu
linity in an increasingly global world.

Globalization and Corporate Nationalism

Globalization is both a process and a concept that permeates contemporary political, eco-
namic, eultural, technalagical, and intelleetual life (Appadurai, 1990; Hirst & Thompson,
1999; Robertson, 1992). To date, mast concerns about globalization have focused on the
impact of global processes and commodities on local cultures. In particular, critics have
scruiinized global or transnational corporations and their impact on local (including ma-
tional) cultures and the petential threai they pose with respect to ereating a homogeneous,
often characterized as “Americanized,” lifestyls (Bel, 1996; Ritzer, 2010], Notably, despite
all the concerns raised, there has been limited empirical work that actual'y examines
the complexity of what has been referred to ac the global=lacal nexug==that iz, whire the
global meets the local.

Although it is manifeited i muny wiys, corporate nationalism ca be viewed ai the
process by which corporations (both national and ransnatioral) use “the nation” and its
symbolic value for commercial interests (Juckion, 2004; Scheres & Juckson, 2010; Silk @
al., 2005). Az such, the nation, ncluding national images, th syrnbsils, and meemory,
becomes part of a larger representational strategy (o appeal to citizens and consum-
ers. Ax Gruneau and Whitson (1993) nete, “What is erucial to the success of such ‘rep-
resentational’ projects 1z the linking of national syrabale and myths of rational character
with the ordinary lives of peaple and with widely shared popular experiences" (p. 251).
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Sport is one of those key representational projects given that, compared to other cultural
practices (art, literature, dance, etc.), it “continues to play a greater role in the mainten-
ance of distinctive national identities” (Bairner, 2001, p. 175). Indeed, the wide range of
international sporting spectacles, including the Olympics, FIFA World Cup, Rugby World
Cup, and other mega events, highlight the enduring centrality of sport to national identity,
Yet these global sport events do not exist in isolation: They are part of a much broader
system varyingly described as the “sports/media complex” (Jhally, 1989) or the “media
sports cultural complex” (Maguire, 1993; Rowe, 1999). This powerful alliance of inte-
grated global media entities has commodified sport by linking entertainment spectacles
with fans/consumers through new communication technologies, corporate sponsorship,
and advertising (Goldlust, 1987; Horne, 2006; Jackson, 2013).

Arguably, advertising, as both an industry and a form of culture, is at the forefront
of globalization, a key vehicle in linking corporate brands with consumers (Cronin, 2000,
2004; Goldman, 1992; Goldman & Papson, 1996, 2011; Nixon, 2003). Furthermore, ad-
vertising naturalizes the process by which consumers and citizens are conceptualized as
one and the same thing. Thus, advertising becomes a key site through which the process
and consequences of corporate nationalism can be examined. Here we explore how cor-
porate nationalism is produced and represented within the national context of Canada
and in relation to one of its most successful beer companies and brands, Molson. Before
outlining the case study of Molson advertising, however, it is important to provide some
background on the significance of the “holy trinity” with respect to beer advertising and
its links to national and masculine identity.

The Holy Trinity: Sport, Beer, and Masculinity

The holy trinity offers a unique framework within which to examine corporate national-
ism given the historically strong cultural and naturalized links between sport, beer, mas-
culinity, and national identity (Allain, 2008, 2011; Bairner, 2001; Grupcau & Whitson,
1993; Wenner & Jackson, 2009; Whitson & Gruneau, 2006). Historically, sport has been
celebrated as a man’s world based largely on its links with the military and nationhood
(Burstyn, 1999). However, amidst a wide range of social changes and the advancement of
women’s rights over the past century, including access to cducation, employment, and the
political sphere, there has been a gradual shift in societal gender power relations. Notably,
despite the fact that men continue to dominate political, econumic, and cultural life, we
have witnessed a popularized discourse alleging & crisis of masculinity (Atkinson, 2011
Edwards, 2006; Messner, 1992). In respons¢ to the crisis a range of male-centred cultural
institutions and practices, including the YMCA, the oy Seouts, pm-man‘s groups, and
sport have emerged at particular historical junctures (Messner, 1992). Indeed, sport has
been identified as one of the last frontiers of masculinity given that it (1) provides the
oppertunity to perform sanctioned physical aggression; (2) provides a context for the
demonstration of courage, commitment, and sacrifice; (3) helps reaffirm historical links
with war and the military; {1} offers an exclusive space for men away from work and
family; (5) prevides a context where groups of men can engage in regular body contact
without the fear of being labelled gay; and to this we can add (6) offers a legitimated,
often corporate-sponsored, setting for the consumption of alcohol and, in particular, beer
(Gee & Juckson, 2017). These fuctors relnforce the centrulity of sport in the holy inily,

8! Jackson: Sport, Beer Advertising, and Corporate Nationalism in Canada

a historically based, unique configuration of social institutions, practices, identities, and
power relations that collectively form part of “a remarkably resilient bastion of hegemonic
masculinity” (Sabo & Jansen, 1998, p. 211). What role, then, does the production, rep-
resentation, and consumption of beer play in articulating the holy ¢rinity and corperate
nationalism? To begin to address this question and its wider cultural implications, it is
necessary to outline the social significance of beer and its xymhaolic reprexeniation via
advertising and promotional culture.

Interestingly, despite its ubiquity, the real power of beer fits production, representa-
tion, and consumption) may lie in its taken-for-granted nature. Arguably, it is this
“naturalness” that enables beer to be articufated with a range of other powerful social
institutions, commodities, and social relations, thus relnfarcing it elevated posithon, Far
example, consider Scott’s (2001) perspective o the cultugal representation aid comiodi-
fication of beer:

We respond to beer in distinct ways because of its presentation in culture. From
the moment of ficst visual exposure and physical experimentation through years
of consumptiun, Lhe way we thiek abaul beer is determined by where and how we
see, buy, and uze it. Undoubtedly, cul | i aml ped

determine where and how we drink. Dt who sets these conditions and conven-
tions, and how? For most of us, they just seem natieral. (emphasis added; pp. 60-1)

Here, Scott (2001) confirms the taken-for-granted sacial position of beer in society as well
as the key role the media and advertising play in premoting it. Extending his, Wilscn
(2005) highlights the role of drinking as part of the everyday life of nations:

Dirinking is a historical and contemporary process of identity formation, main-
tenance and reproduction and transformation. Its importaice toscholars of nas
tional identity and ethnicily is not principally in its role in grand state policies
and the loftier ideals of the nation (akthough there too alcohol has played a role).
Rather, drinking is the stuff of everyday life, quotidian culture which at the end
af the day may he as impartant to the lifekload of the nation as are its arigin
myths, heroes and grand narratives. (p. 12)

Britlsh Marxlst Raymond Willlams used beer to argue that we “aze not materialist
ennugh.” Williams (1980) suggested chat iMwe took commindities for their material proper-
ties alane, “beer would he enaugh fer us, without the additional pramise that indrinking
it we show ourselves to be manly, young in heart, or neighbourly” (p. 185). Paradaxically,
while a simple liquid made of water, hops, barley, and a few other ingredients has managed
1o occupy such a powerful economic and culural pesitlon, It has recelved scan schal
arly attention (Cody & Jackson, 2006; Falmer, 2011; Wenner & Juckson, 2009), Yet the
sheer economies of the Industry polnt to the commeodity’s Importance. For example, In the
United Stutes, the aleohol industey spent $8.2 Bllllon 1o alr approcimarely 2.6 million wele-
vision sommercials belwesn 2001 aod 2009, constivaling a 27 per cenlribe in sxpeadilure
over this period and leading to a 30 per cent increase inalcohol ad exposure. Furthermone,
highlighting bath the significunce of sport und its highly gendered sonsumer baoe, il is
worth noting that almost three-fifths of television spending is typically allocated to sports
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programming (Center on Alcohol Marketing and Youth, 2009). Overall, this confirms the
observation that

sport offers a unique avenue for the drinks industry to reach its most lucrative
target audience of males aged between 16 and 35. The increasingly global nature
of sports brands, whether belonging to competitions or clubs, makes them even
more attractive to an industry which itself is consolidating across national
boundaries into “super-breweries.” (Collins & Vamplew, 2002, pp. 123-4)

‘This quote reveals the more contemporary configuration and manifestation of the holy
trinity by emphasizing the relationship between media, advertising, sport, and male con-
sumers. How and why, then, do advertisers seek to reach men through beer advertising,
and what are the possible consequences for society, gender relations, and contemporary
forms of citizenship?

Strate (1992) identified five basic questions that can guide explorations of what
it means to be a man in contemporary society: (1) What kinds of things do men do?
(2) What kinds of settings do men prefer? (3) How do men relate to each other? (4) How do
boys become men? (5) How do men relate to women? Further, Strate asserts that beer ad-
vertisements provide valuable insights into these questions given that “no other industry’s
commercials focus so exclusively and so exhaustively on images of the man’s man” (p. 78).
To this end, Strate suggests that the power and pervasiveness of beer advertisements are
such that they serve as a virtual “manual on masculinity™

The manifest function of beer advertising is to promote a particular brand, but
collectively the commercials provide a clear and consistent image of the mascu-
line role; in a sense, they constitute a guide for becoming a man, a rulebook far
appropriate male behavior, in short, a manual on masculinity. (p. 78)

Yet, beer is not just a commodity that is symbolically used and consumed 1o perform
and confirm masculinity. Rather, its extensive promotional representations through adver-
tising also serve as both mirrors and systems of surveillance where men evaluate themselves
and other men. At this point we examine one particular beer brand, Molson Canadian, as
the quintessential example of the articulation between the holy Lrinity and corporate na-
tionalism in Canada. Specifically, the following sections explore how Molson has endeav-
oured to link beer consumption with both nativnal and masculing identities in Canada,
and highlight the increasingly intertwined spheres of eonsumption and citizenship.

Molson Beer Advertizements: Manuals on
Masculinity for Canadian Males

Founded in 1786, Molson is the oldest brewery In North America and, alter merging
with Coors (from the Uniled States) in 2005, is now parl of one of the world's largest
super-breweries. Through careful management of the family-owned trademark, including
links with a wide runge of sport leagues, leams, venues, und events, Molson emerged ax
“one of the few brands in Canada with the herilage and ubiquity needed to become an
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jcon” (Molson Canadian, 2001). Yet Mol
always faced stiff competition.

1's success was not casy and the company has

Molson’s “The Rant” Campaign

In the mid-1990s Molson was facing a loss of market share o ils nuimber-one sival in
Canada, Labatt. In response, Molson undertook what is best described as a braad soul
search, carefully reviewing its position through a range of market research techniques
including surveys, qualitative observation, and focus groups. Notably, as much as Molscn
was interested in how consumers perceived their brand they also wanted to gain insight
into what young people, and young men n particular, feli about Canada, naticnalizm, amd
national identity. With the market rezearch completed an March 26, 2000, Malzen por-
chased a single television advertising spot during the Academy Awards, The ad, tthed "The
Rant,” quickly became an advertising phenomenon both within and outside Canada, cap-
turing the national imagiaation. Of partizular ncte with respect to this analysis is the fact
that sport played a key role in the campaign during the spring of 2000. Although Labatt
Breweries held the sponsorship rights we one of the longest running asd higheso rating
sporting progrums wn lebevision, Focker Night in Camada, Mulson strategically mmin-
tained team sponsnrships with all zix of the exizting Caradian frarchizes of the Katanl
Hockey League (NHL) and was thus able to gain brand exposure via signage and other
promotions. Perhaps most significant was the live performance of Joe Canadian (played
by actor Jeff Douglas) who performed “The Rant” live at NHL games in both Tororto and
Ottawa during the playoffs. Although the “The Rant” campaign has been described and
analyzed by others {Jackson & Ponlc, 2001; MacGregor, 2003; Manning, 2000), I include
it here because it serves as an important point of departure for understanding subsequent
Malsan advertising campaigns.

I am nol a lumberjuck or a fur trader. I don't live in an igloo or eal blubber or
own a dogsled. And 1 don’t knaw Jimmy, Sally or Susie from Canasda, although
I'm certain they're really, really nice. I heve a Prime Minister, not a President.
I speak English and French, net American. | pranounce it about, not “aboat.”
I can proudly sew my country’s flag on miy backpack. I believe in peacekeeping
not policing, diversity not zssimilation, that the beaver is 3 truly proud and noble
animal, A toque Is a hat, a chesterfield s a couch, and It Is pronounced “Zed,” ot
“Zee," "Zed.” Canada is the second bargest land mass, the first natian of hockey
and the best part of North America My name is Joe, and | AM CANADIAN!
Thank you. (quoted in Gar field, 2000)

Drawing upon a wide range of stereotypes, the commercial is a humble salute te many
self-proclaimed positive features of being Canadian: friendly, pelite, bilingual, multicul-
tural, champions at ice hockey, and advacates of peace. Of equal importance. the entire
udvertisement i an illustration of how Bentity is defined oul of differance, in this cae
by differentiating Canada from its southern neighbour, the United States (Jackson, 199%),
The advertisement was widlely celebrated both for it humour and its abilivy w capture the
exence of Canadian identity. st under a decade after “The Rant,” Molson launched a
multiplatform campalgn titled “lhe Code” that mirrored, in many ways, various aspects
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of the previous advertising campaign. The next section focuses on “The Code” and its role
in articulating sport, beer, masculinity, and national identity in Canada.

Molson's “The Code” Campaign

In 2008, Molson built upon its earlier success by further linking its Canadian beer brand
with national identity through a series of advertisements referred toas “The Code.” Similar
to “The Rant,” “The Code” campaign draws upon a range of Canadian stereotypes, involves
a bit of national self-mocking, and is overwhelmingly male dominated. The focus on men
and masculinity in “The Code” campaign, however, is much more explicit than any previ-
oms examples from Malson, Specifically, “The Code” campalgn directly links the Molson
brand to both masculinity and nationalism. Throughout the campaign, this occurs rather
effortlessly given that it makes repeated references to the sport of ice hockey—a gendered
cultural institution and proctice in Canada that conspicuously urticulutes nulivnalism
and masculinity (Allain, 2008, 2011; Gee, 2009; Gruneau & Whitson, 1993; Whitson &
Gruneau, 2006).

In total, Molson produced four television advertisements for “The Code” campaign
series, and these were strategically released to air during the 2008 NHL playoffs. The appeal
to men is fully acknowledged by Molson brand director Michael Shekter: “The strategy for
[Molson] Canadian has not changed in years. The purpose of these ads is to reflect the role
that Molson Canadian plays in the Canadian beer environment. It stands up for what it
means to be a Canadian guy” (Lloyd, 2008).

In each advertisement, the audience hears dramatic music and a strong, serious, deep
male voiceover accompanied by a series of fast-paced images corresponding to the dia-
logue. The narrative of the first of the four advertisements is provided below. To achieve
consistency of brand communication, the ads all begin with “There is an unwritten code
in Canada,” and they all end with “This is our beer, Molson Canadian.”

There’s an unwritten code in Canada. If you live by it, chances are: You've lefi
your coat on some pile, and knew it wouldn't get stolen. You've never made a
move on your buddy’s girlfriend. You know that on a road trip the strongest
bladder determines the pit stops. You've kept all your hockey trophies. You've
replaced someone’s pint if you've knocked theirs over. If your buddy’s in trouble,
you've got his back. You've clapped for a dancer even though she shouldn't be a
dancer. You've used a blowtorch to curve your stick. You've used your arm as an
ice-scraper, and you've grown a beard ir the post-season. This is our beer, Malsan
Canadian, (*The Code 1")

Throughout the series of four uuls, numeroux nativnalistic xignifiers are ured to com-
municate the rules or “codes” of Canadian masculinity, including Canadlan politeness
and demonstrations of male strength and courage, Furthermore, there are two key signi-
fiers of masculinity central ts each advertisement: man's relationships with women and
men's dedication to spart. Here, women accupy marginal. sexually themed positions as
strippers; desperate, amorous girlfri:nd_s; and prospective one night stands, Yet these
sexist representations are strategically mixed with humour or stereotyped Canadian
courtesy and politeness to neutralize any Insult or offence that might be tken. References
to sport are evident throughout the series, not only with respect to the NHL playoffs but

81 Jackson: Sport, Beer Advertising, and Corporate Nationalism in Canada

also in regard to the meaning of hockey to Canadian males. The ad used iconic signifizrs of
Canadian hockey, including long-standing traditions such as growing a beard during the
playoffs, using a blowtorch to curve one’s hockey stick, driving long distances just to play
agame, or the nonchalant parading of real or metaphorical badges of competition, such as
keeping old hockey trophies and proudly displaying a hockey scar.

Reminiscent of Strate’s (1992) manual on masculinity, “The Caxle” offers a catalogne
of defining characteristics and guidelines for Canadian men. Haweaver, the opning catch-
phrase, “There’s an unwritten code in Canada,” suggests these rules are not formal and
explicit; rather, there is a subtle expectation that they are known. To this extent, the codes
infer hegemony, whereby they form part of » widely accepted common sense for many
Cannading mules, As Williins (2009) nules, “Becanse the code is unwritten, and hence lost,
the advertisement goes on to list not what the code states, but what the effects of lollowing
it look like; this allows you to know yuu're Jduing your jud xs 1 Canadius nan withou! mem-
orizing a bunch of rules and siuff.” According to Aaron Starkman, creative directar at Zig
Advertising, the agency credited with developing the campaign, “We wanted to continue
to exemplify the values of the young Canadian guy in a heroic way. ... This year’s com-
mercials are more honed in on beer occasions” (Llayd, 2008). Thus, according to this cul-
tural intermediary, the campaign was not simply abouf rapresenting bath masculinlty and
national identity but celebrating and articulating them with particular “baer momants”
which are often highly gendered or exclusive male spaces and zones. And, in light of various.
discussions and debates about a contemparary crisis of masculinity {Atkinson, 2011; Clare,
2000; Edwards, 2006), these exclusive male spaces and zones serve as the means to enable
the construction, negotiation, and even the evaluation of masculinities (West, 2001),

In a more receni rejuvenailon of the previous "I Am Canadlan” campalgns, Molson
launched “The Beer Fridge” promotional initiative in 2013, Developed by its new advertds-
ingagency Rethink, Molsen set up red branded fridges theoughout Enrape (later expanding
to other geographic regiomns), inviting Canadians travelling abroad to insert their passpoits
lo vpen the [ridge o gel a free beer fin subseguenl campaigns Uhe Cidge asked pasiensby
to say "I am Canadian” or to sing the nativnal anihem (o gain entry). The initiative was an
immediate success, and Meolson further capitalized by developing multiplatform Internet
and television ads with one sereening during the 2003 M1T1L Stanley Cup playaffs. In its own
way, this promotional campaign clearly articulates the hely trinity, corperate nationalism,
and consumer cilizenship whereby Canadians are asked to provide proof of citizenship
(a passport) to consume the Molson brard. Since 2013, Molson hae continued to cevelop
campalgns that articulate Canadian nationallsm, masculinity, and the nailonal game f ice
hackey, including their highly suecessful sAnythingFartockey initiative.

#AnythingForHockey Campaign

Unvelled for the 2013-14 hockey season. Molson's #AnvihingFortlockey campakgn was
a response to the 2012 NHL lockout and intended 1o rejuvenate fan interest In the game
and the brand. Through a range of soclal medla platforms, Including the Molsan web

site, Facebook, and Twitter, the brand invited fans 1o show how much they loved hockey
by demonstrating the extreme lengths they would go to celebrate the game. Advertising,
agency Rethink also developed #AnythingFo:Hodkey, which debuted on €3C% Hockey
Night in Canada during a gane between Uhe Torontu Muple Lesfi and Montreal Canudicns
in October 2013. A 30-second spot titled “The Hockey Sacrifice” launched the campaign
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and featured a man who voluntarily allows his family heirloom grandfather clock to be
put into a wood chipper in exchange for tickets to an NHL game. The ad ends with a text
trailer that reads “Tell us what you'd do for hockey” and invites the audience to share
their ideas using the hashtag #AnythingForHockey. According to Chris Blackburn, senior
marketing manager for Molson Canadian in Toronto, “Hockey represents an extremely
important pillar of our strategy for the brand” (Powell, 2013). Thus, it was no surprise that
as part of the campaign Molson Coors also introduced NHL-themed Canadian and Coors
Light cans, further articulating the brand with both ice hockey and Canadian identity.

Since 2013-14, the #AnythingForHockey campaign has expanded and fans have
been encouraged and rewarded for submitting stories, photos, and videos explaining
what they would do for hockey. Among the thousands of postings on the Molson website
(www.molsoncanadian.ca/anythingforhockey) are examples of fans who got married at
hockey games, displayed selfies of themselves drinking cans of Molson Canadian, and
people vvercoming serlous injuries or medical conditions to attend games. In this way
Canadians, through new forms of social media, become both producers and consumers
of both self- and national identity specifically through the Molson brand and its spon-
sorship of hockey. One particulur purt of the campaign was “Hockey Heaven,” where
winning stories were rewarded with a helicopter flight to play on a remote and specially
designed rink in the mountains. In one touching story, which was the basis of a Molson
commercial that aired during the 2015 World Junior Ice Hockey Championship, Vitaly
Lanochkin surprises his father, Andrei, with a trip where the two skate upon pristine ice
on glacial Shamrock Lake in the Purcell Mountain range just outside of the Canadian
Rockies. During the ad Vitaly tells the story of how his Russian-born father, who became
the Estonian national team coach, decided to move to Canada for a better life for his
family. We witness their close friendship, complete with sharing alone time on the ice.
‘The commercial ends with a helicopter delivering a red-and-white fridge full of Molson
Canadian beer. This storyline allowed Molson to tell a heart-warming story about the
special bond between a father and son through their mutual love of hockey, And beyond
this, Molson is able to represent Canada’s multicultural identity and align it with hath
the national game and the brand. Yet the ad raises a number of questions. For example, to
what extent is #A nythingForHockey really about men doing anything for hockey—is this
inclusive of all men and, if not, which men? Furthermore, inasmuch as this ad is about
men doing anything for hockey, what is the message te girls and women?

Extending the #AnythingForHockey campaign, in 2016 Molson developed an idea
to show how seriously Canadians take hockey. The result was a rooftop ice rink on a
32-storey building located at 120 Adelaide Streel Wesl in downlown Toronto, According
to Molson Canadian marketing manager Duncan Fraser,

We can't be a company or brand that just says we're irrationally ohsessed for
anything about hockey we need ta prove that we are too. That's where the rink
on the mountains came from. We laved it and we thought it was such a successful
campaign, but we thought the biggest mizs for us was the fact that people weren't
going to be able to access it That drove us 1o where we ure wday. (Rosen, 2016)

Molson, in conjunction with its advertising agency Rethink and media production com-
pany Rexlen FX, created the "New Heights” campaign that not anly featured television com-
mercials and a social media platform but, like previous #AnythingForHockey initiatives,
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included a contest where consumers had a chance to win ice time to skate on the uniqgue
rink.

Collectively, Molson’s “I Am Canadian” campaigns (including “The Rant,” “The
Code,” and “The Beer Fridge”) and their later #AnythingForHockey ads can be viewed as
producing and representing particular hegemonic codes or guidelines of masculine ma-
tionalisms and national masculinisms (Jackson, 2014) intended exclusively for Canadivin
males, This is carefully and creatively achieved through a ramye of imuges, narealives, and
stereotypes that articulate the holy trinity (sport, beer. and masculinity) with a particular
expression of nationalism that embodies certain expectations of citizenship.

More recently, as part of Canada’s 150th birthday <elebratiors, Molson once again
selzed the apportunity 1o articulate itz brand with aotions of Canadian identity. Motably,
through its #ATasteOf WhoWeAre campaign, Malson offers ane of ite most mxplicit links
between consumption of its beer and Canadian cheracter and identity through the wee of
words like “taste” und phruses like "who we are.” Launched in May 2017, the campaign was.
inspired by founder John Molson, who in 1782 was quoted as saying “we are all members
of a larger community, which depends on everyone playing their part.” Linking the com-
pany’s past and present, seventh-geaeration family member and chair of Molsen Coous,
Geoff Molson, fronts u television wdvertisement inviting people W nominate Cosudivns
who both inspire and represent the nation’s ch ter defined liny to the five O
Connection, Class, Celebration, Commitment, and Contribuiion. ‘The top 120 nominees
receive a specially designed red Molson beer fridge and the opportunity to be featured in
corporate promotional campaigns. Althcugh aspects of both sport and masculinity fea-
ture in a number of the storylines of nominees. the campaign is much broader, According
to Molson marketing director Chris Blackburn,

Today, we as Canadians represent a diversity that is being recognized globally
like never before. . It s o unigue stiength of character that makes vs stand
apurl, wnd Molson Canadian wanls o celebrule special individuals across this
great country during this milestone year by giving them & memorable reward
from Canada'’s beer. (Molson Coors Canada, 2017}

‘Thus, celebrating Canada’s diversity appears to be a key theme. Whether or not there
was less focus on sport, and ice bockey in particulas, given that the campaign was
launched in May and summer was on lts way is not clear. What is clear is that Molson's
#ATasteOMWhoWeAre campaign is the latest in a long-standing series of campalgns that

articulate the brand, consumption, and particular sigrifiers of Canadian identivy,

Corporate Nationalism and Clobal
Hegemonic Masculinity

Clearly, the phenomenon of corporate nalionalizsm Uhal we are referring o is not lnived
to one brand of beer, Molson, and one national cordeat, Canada. Thus, o further import-
ant and immediate guestion is whether or oot the articulation of the holy trinity and
national identity ix operating within other national contexts around the globe, Evena cuar-
sary review of the consalidation and glohalization af the hrewng industry reveals that an
increasing number of similarly thermed promotional campaigns have been used in other
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beer markets. This leads to a second question: What are the implications of the synergies
operating between the global brewing industry, global media conglomerates, major sport
organizations, and, perhaps equally significant, global advertising agencies with respect
to the construction of local, regional, national, and international masculinities? Consider
Messerschmidt’s (2008) comments about the relationship between local, regional, and
global contexts and how masculinity operates within these spaces:

Local hegemonic masculinities are constructed in the arenas of face-to-face inter-
action of families, organizations, and immediate communities; regional hegem-
onic masculinities are constructed at the society-wide level of the nation-state:
and global hegemonic masculinities are constructed in such international arenas
as geopolitics and trans-national business and media. (p. 106)

In essence, Messerschmidt raises the idea of a global masculinity. This is not necessar-
ily a new idea, but within the context of global consumer capitalism's impact on local cul-
tures and lived experiences the implications are enormous. As Connell and Messerschmidt
(2005) explain, “Global institutions pressure regional and local gender orders; while regional
gender orders provide cultural materials adopted or reworked in global arenas and provide
models of masculinity that may be important in local gender dynamics” (p. 849). While
many may wonder why scholars should be interested in something as trivial as beer adver-
tising, hopefully this chapter demonstrates that the answer lies within the powerful and
complex links between the global beer industry, global sport, and global advertising indus-
tries: in effect, a globalizing holy trinity that is articulated through corporate nationalism.

Conclusion

The holy trinity and its particular nation-based manifestations offer—for # number of
reasons—a unique site through which the complexities and contradictions of contempor-
ary identity formation can be explored. First, both masculinity and nztlonal Identity have
been commeodified; that is, while they operate as subjectivities that we embody, they are
increasingly available through various forms of consumption, thus confirming the articu-
lation of the citizen-consumer. With respect to the commedification of masculinity, Holt
and Thompson's (2004) compensatory consumption thesis usserls thal "Men use the plas-
ticity of consumer identity construction to forge atavistic masculine identities based upon
an imagi.ued life of self-reliant, prt-modem men who lived vutside the confines of cities,
families, and work bureaucracies” (p. 426). As such, further explorations of the nature and
motivation of men seeking to find or express their maseulinity (and nationalism) through
consumption is warranted,

Second, within the context of glohalization, all identitias {including national and
masculine) are being reconceptualized In response to an emerging set of shifting power
relations. In turn, this has sparked calls for a reconceptualization of Connell’s (1987) ori-
ginal notion of hegemanic mazzulinity, which haz been widely critiqued for a range of
reasons (Demetriou, 2001; Maller, 2007}, including its limplicit advocacy for a homogen=
eous, globaliy standard form of manhood, However, if the production, representation, and
consumptlon of global commodities such as sport and beer are increasingly being con-
trolied by o powertul group of corporations and teir atlendant prometional agencics, the

8| Jackson: Sport, Beer Advertising, and Corporate Nationalism in Canada

possibility of, and the potential for, a form of transnational masculinity might be envis-
aged. Indeed, this particular form of masculinity may find its roots in the very structures,
policies, and strategies that underpin macrolevel organizations, includéing state arganiz-
ations and also global corporations and their advertising agencies. For example, Connell
(2001) uses the term “transnational business masculinity” to refer to “the hegemonic form
of masculinity in the current world gender order . .. associated with those who comtrol
its dominant institutions: the business executives whe operate in global markeze, and
the political executives who interact (and in many contexts merge) with them” (p. 369).
According to Connell (2001), it is the symbolic pawer of masculinity, including its link
with sport, that makes it an appealing and powerful vehicle within promotional culture:

Transnational business masculinily does nol requiss a powerial physique, dnce
the patriarchal dividend on which it sests is accumulated by impersonal, instilu-
tional means. But corporations increasingly use images of the exemplary bodies
of elite sportsmen as a marketing tool (as seen in the exceptional growth of cor-
porate “sponsorship” of sport in the kst generalion), and indirectly as a means of
legitimation fur the whole glubal gender order. (pp. 53-4)

Thus, while there are ongoing challenges to various gender orders, particnlar farms of dom-
inant (hegemonic) masculinity are being reinvented, reinserted, and reproduced through
transnational corporations that use the prometional technologies at their disposal to ar-
ticulate masculine nationalism and masculine nationalisms with the hely trinity. For ex-
ample, consider that in 2016 Anheuser-Busch InBev beer corporation was involved ima.
$100 billion-plus takeover of rival SABMiller, the bizgest corporate acquisition In the hist

ory of the industry, “ushering in a new world order for the beer industry” (3Mickle, 2016). The
transaction made AR InBev the largest beer corporation in the world, nearly twice the size of
its nearest rival, Heineken Notably, lor the takeover Lo gain regulatory approval AR InBev
had to sell SABMiller's 58 per cent stake in MillerCoors to Molson Coors Brewing Company
with the $12 billion acquisition making Melson Coors, the world’s third most-prefitable
brewer (Mickle, 2018), The resuli of these types of corporate mergers and acquisitions is that
alarger percentage of plobal beer brands are cantrallzd by fewer, mare eonsolidated and in-
fluential interests. However, from ancther perspective there are other far-ranging jocial and
political implications with respect to how these global corporations are able 1o arficulate
their diverse range of brands to local markets and how these may plav a role in construciing

our various identities and transforming us from citizens into consumers,

Review Questions

1. Identify and explain the soclal significance of the “holy trinity.”

2. Explain why sport is considered by some to be ane of the final frontiers of masculinity.

3. Describe how the specific Molson wlvertising campaigos diseussed in (his chapter
construct both the stereotypical Canadian and stereotypical male consumer.

4. Explain how the global beer edustey could influence both nutional and mesculine
identity.

93212
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Activity
Watch professional sports programming, either on television or online. Identify and de-
scribe any beer advertisements or sponsorships. Explain how they engage with themes of

68

corporate nationalism or offer “manuals on masculinity.”
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Chapter 2

What Is Sex in Advertising?
Perspectives From Consumer
Behavior and Social
Science Research

Tom Reichert
University of Alabama

While speaking to a group of advertising exccutives in 1968, Thomas
Shepard, publisher of Look magazine, went on record as saying hat the
days of scantily clad models in advertising were numbered, He foretold of a
day in the not-so-distant future when advertisers would resact to putting
clothing on medels to grab consumer attention, instead of saking it off
("Nudity is Ad Fad,” 1968). Skepard was referring to advertising’s reflec-
tion of the sexual revolution in the mid- (o Jate-1960s, bul by most indica-
tions his prediction was in the wrong direction. A recent Adweek poll
revealed that more than 70% ol respondents thank there is too much sexual
imagery in advertising {Dolliver, 1999), and advertising analyses suggest
ads are more sexual than ever belore (Lin, 1998, Reichert, Lambiase, Mox-
gan, Carstarphen, & Zavoina, 199%; Soley & Reid, 1988).

Although Shepard was referring to nudity, he was probably aware that
other forms of sexual information are woven intoads. For example, a recent
Revelstoke whiskey ad depicts a man gething a lap dance ina gentlemen”s
club. Women in Clairel Herbal Essences commercials exclaim “Yes! Ves!
Yes!" az they wash their hair inservice station reatrooms and airplane lava-
tories. And print ads for Christian Dior feature female models m unmistak-
ably sexual embraces. These ads are all examples of sex in advertising, but
they involve more than just scantily clad models. Because sexual content

can vary in form and meaning, it is Important to provide an overview of re:
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curring representations of sex in advertising. As such, this chapter reviews
sex in advertising research with the purpose of identifying common types
of sexual information.

The lion’s share of academic research pertaining to sex in advertising ex-
ists in the consumer behavior domain. Advertising and marketing re-
searchers have studied this topic since the 1960s, and it is easy to
understand why. Their investigations are concerned with understanding
consumer responses to sexually oriented marketing communications in an
effort to increase the practicality of effects.

Most studies examine the effects of sexual ads from the information pro-
cessing (McGuire, 1968, 1972) and hierarchy of effects perspectives (Barry,
1987; Stewart, Pechmann, Ratneshwar, Stroud, & Bryant, 1965), Thess ap-
proaches assume persuasion occurs in a linear manner. Information must
first be noticed and encoded before receivers become receptive to it, yield to
it, and ultimately act in accordance with the recommendation. Important de-
pendent variables include attention, cognition, recognition, recall, and pur-
chase intention. Brand-name recall, unaided memory of the brand name, is
an important outcome in this research because it assesses whether brand in-
formation is encoded or not. For example, Reid and Soley (1983) examined
the effect of decorative female models on ad attention and message process-
ing. In a seminal study, Steadman (1969) examined the impact of nude
women in magazine ads on brand-name recall. The results of these studies
(for review, see Belch, Belch, & Villarreal, 1987; Percy & Rossiter, 1992;
Reichert, in press) lend tentative support to the generalization that attention
and processing resources are directed toward the sexual information in ads,
resulting in fewer resources available to process brand information.

Recently, researchers have examined the impact of emotion (affect and
arousal) evoked by sexual information on evaluations of the ad and the
brand (Jones, Stanaland, & Gelb, 1998; LaTour, 1990; LaTour & Henthoine,
1993). Investigations of emotional effects center on the concept of ati-
tude-toward-the-ad (MacKenzie, Lutz, & Belch, 1986; Muehling &
McCann, 1993). Findings from these studies suggesl thal the relationship
between evaluations and sexual imagery are complex and depend on sev-
eral contextual and individual difference variables. For example, evalua-
tions can be influenced by sex of the respondent, sex of the model /actor
(LaTour, 1990), level of explicitness (LaTour & Henthorne, 1994), and rele-
vance to the brand (Peterson & Kerin, 1977; .‘iimpmn, Horton, & Brown,
1996). The processing approaches were the first to be used to understand
how sex influences advertising ellevlivencas. Az a result, moat of what is
known about sex appeals is limited to processing effects, with attitude re-
search providing additional insight. To fully understand the eliects of sex-
ual information in ads, however, it 1s important to consider the types of
sexual content that have been tested.
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WHAT IS SEX IN ADVERTISING?

Former U.S. Supreme Court Justice Potter Stewart stated that, at least for
him, pornography was easy to identify: “l know it when I see it” (Jecobeliis v.
Ohio, 1964, p. 804). When conceptualizing sex in advertising, itis important
to move beyond individual-level interpretations to conceptions that are
more useful. Fortunately, there are types of stimuli that groups of people
predictably recognize and consider as sex in advertixiny;.

As a basic working definition, an instance of sex in advertising can be
thought of as a sexual appeal. By its very pature, advertising is an applied
form of persuasion that attempts to inform, position, convince, reinfarce,
differentiate, and ultimately sell producis.and services, As such, sexual ap-
peals aré persuasive appeals that contain sexual information integrated
within the overall message (Reichert, Heckler, & Jackson, 2001). Sexual in-
formation, defined by Harris (1994} as “any representation that portrays or
implies sexual interes, behavior, ormotivation” (p. 206), is often integrated
within the advertisement as images, verbal elements, or both. For example,
ads can contain images of attractive people clothed in revealing or
tight-fitting clothing, or contain verbal elements such as donble-entendres
and sexually suggestive words and phrases, Ofen, both dementa coalesce
to create sexual meaning in ads.

Aside from simply containing sexual content, sexual information in ads
canbe integrated within the message to greater or lesser degrees. For exam-
ple, some ads contain images ol blalant nudily or models engaged in erotic
linisons, On the other hand, some ads contain only a hint of sexual sugges
tion, perhaps a subtle innuendo or plav on wards. In many cases, peaple
consider images of fully clothed, physically attractive women and men to
be sexually attractive, and thus, a subtle instance of sex in adwvertising

Whal follows is a review of cominon types of sexual stimuli reseanched
in advertising, and to a lesser degree, mass communication research. The
lollowing calegories also provide a ramewaork for conceplions of sex in ad-
vertising as they are presented in the chapters contained in this book (see
Table 2.1).

Types of Sexual Information in Advertising

Nudity. Ttalmost goes without saying that people, and revealing dis-
plays of their bodies, constitute an essential source of sexual information.
T a recent shudy, participants were asked to think of a sesual ad, and then
1o identi ly the characleristics of that ad thal made it sexual o hem
{Reichert & Ramirez, 2000). Without oxception, physical aspacts of the
people in ads—physiques and revealing clothing—we e mentioned most
often. Common responses referred to chiseled chests, short skirts, tight
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TABLE 2.1
Types of Sexual Content Identified in Advertising Research.
Type Description
Nudity/ Dress Amount and style of clothing worn by models.

Examples include revealing displays of the body,
ranging from tight-fitting clothing, to underwear
and lingerie, to nudity.

Sexual Behavior Individual and interpersonal sexual behavior. In-
cludes flirting, eye contact, posturing, and move-
ment (body language, nonverbal and verbal
cummuniutiul;ﬁ. Sexual interaction between two
or more people typically includes hugging, kiss-
ing, voyeurism, and more intimate forms of sex-
ual behavior,

Physical Attractiveness  General level of model’s physical beauty. Often
incorporates facial hnaury, mmplaxim, hair, and

physique.

Sexual Referents Allusions and references to objects and events
that have sexual meaning by means of double
entendre and innuendo. Also includes facilitat-
ing factors that enhance or contribute to sexual
meaning, such as setting, music, lighting, design
elements, camera techniques, and editing.

Sexual Embeds Content interpreted as sexual at the subconscious
level. Includes words like sex, nonsexual percep-
tible objects that can connote sexual body parts
and sexual actions, and small images of genitalia,
body parts, and people.

tops, muscular arms, breasts, bikinis, bare midriffs, and lingerie (see Fig.
2.1). Given that other forms of sexual comtent (e.g., erotica and pornogra-
phy in magazines, romance novels, videos; Brown & Bryant, 1984) depict P |
people, typically in various stages of undress, it is reasonable to assume Fig. 21. Revealing displays of the body are considered sexual by most people.
that models in various stages of undress represent a fundamental type of

sex in advertising.

Indeed, nearly all sex in advertising studies have examined levels of nu- stream mass communicalion analvses of primelime lelevision prograims
dity as a form of sexual content. For example, advertising content analyses ming (Sapolsky & Tabarlet, 1991}, music videos (Seidman, 1983), film
have assessed nudity and body display in magmzine ads and comimercials {Dempsey & Relchert, 2000; Greenberg et al., 19493), and nelwork prome-
(Lin, 1998, Soley & Reid, 1988), Similarly, nudity has been assessed in main- tional messages (Walker, 20000

#6
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The term nudity does notimply that models are completely unclothed. In
this research, the term generally refers to the amount and style of clothing
worn by models. In a typical study, images of female models in progressive
stages of undress (e.g., suggestive, partially revealing, and nude; Soley &
Reid, 1988) are integrated into ads representing different levels of nudity.
Suggestive dress is often represented by open blouses with partially ex-
posed cleavage, tight-fitting clothing that accentuates the body, and
mini-skirts. Partially clad models wear underwear or bathing suits. Nudity
ranges from implications that models are not wearing clothing to
full-frontal nudity. Because complete nudity is extremely rare in main-
stream advertising, nudity is often represented by side and back shots of
the madel, tub and shower scenes, and in some cases, frontal nudity from
the waist up (see Fig. 2.2).

Experimental studies test the effects of nudity levels on advertising pro-
cesses and outcomes. Investigators compare responses 1o ads with sexually
dressed models to ads with either demurely dressed models or no model at
all (i.e., pastoral scenes; for example, see LaTour, 1990). Common depend-
ent variables include attention, attitude-toward-the-ad, cognitions about
the ad and/or brand, and ad/brand recognition and recall (Alexander &
Judd, 1978; Belch, Holgerson, Belch, & Koppman, 1981; Jones et al., 1998;
Judd & Alexander, 1983; LaTour, 1990; LaTour & Henthorne, 1993; Peterson
& Kerin, 1977; Sciglimpaglia, Belch, & Cain, 1978; Severn, Belch, & Belch,
1990; P. Simpson et al., 1996; Steadman, 1969). Consequently, most of what
is knownabout the effects of sexual ads pertains to the effects of people (i.e.,
women) in various stages of undress.

An assumption in these studies is that sex is synonymous with nudity,
and that risqué clothing, or lack thereof, is the primary determinant of sex-
ual response. In actuality, other aspects of partially clothed mndels (e.g.,
physical attractiveness, facial expression, eye contact with viewer) also
contribute to sexual perceptions. Researchers assume that a linear relation-
ship exists between progressive levels of undress and sexual arousal (e.g.,
theless clothing someone is wearing, the sexier he/she is). Although lrue in
most cases, there are situations in which nude models are not sexually ap-
pealing, while fully clothed models are. Revealing displays of the body are
an important component of sexual interest and sexual attraction, but limit-
ing sex in advertising to nudity neglects other, often more important deter-
minants of sexual attraction such as behavior, physical interaction, and
sexual contexts.

Sexual Behavior. Pornography can be defined as “the visual (and
sometimes aural) representation of living, moving bodies engaged in ex-
plicit ... sex acts” (Willlams, 1989, p. 30). Although sexual content in main-
stream advertising omits the sex act, it does include sexually provocative

2. WHAT IS SEX IN ADVERTISING? 17

Fig. 2.2. Full nudity in advertising is often represeated by implied rudity of side shats.
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behavioral displays. Models are filmed and photographed in enticing
poses and positions—sometimes with other models, sometimes alone. In
an analysis of magazine ads from 1993, more than half of ads that contained
both men and women portrayed the couples engaging in sexual contact
¥ (Reichert et al., 1999).

Sexual behavior can be woven into ads in two ways, as individual behav-
ior or interpersonal interaction. Models behave sexually in ads by making
eye contact with the viewer, flirting, and moving provocatively. In these
ways, models can communicate sexual interest with the viewer or sim-
ply attempt to elicit sexual arousal. In the Reichert and Ramirez (2000)
study, sexual behavior was mentioned by about 40% of respondents. Re-
spondents referred to the model’s behavior (e, pose, walk, hip move-
ment), the model’s demeanor (e.g., sultry), and the model’s words and
tone of voice. Behavioral characteristics of models in sexual ads are simi-
lar to those of people enacting flirting behavior (Simpson, Gangestad, &
Nations, 1996), including eye contact, open postures, bedroom eyes, and
inviting smiles. For example, the model in the Pepe Jeans magazine ad in
Fig. 2.3 communicates sexual interest with her pose, facial expression,
and eye contact with the viewer. Similarly, the model in the Maxim pro-
motional ad is physically attractive, but it is her expression that is de-
signed to elicit a sexual response (see Fig. 2.4).

Audiovisual characteristics of television commercials can accentuate
sexual behavior by showing models moving and talking seductively.
Bello, Pitts, and Etzel (1983) analyzed the effects of a commercial contain-
ing sexual behavior when they compared the communication effective-
ness of the infamous Calvin Klein jeans commercial featuring Brooke
Shields to a less provocative version of the commercial. In the ad, Shields
sits on the floor in an open position while the camera pans slowly from her
foot to her body. Shields looks at the camera and says, “Do you know what
comes between me and my Calvins? Nothing.” Deable entendre and
other sexual elements were certainly at play, but Shields’ body position-
ing and vocalics contributed to the construction of sexiness in the ad. Lin
(1998) attempted to capture sexual behavior in commercials by creating a
simple coding protocol that measured sexual appeal in primetime com-
mercials. The coding scheme assessed the model’s persona as conveyed
by verbal and nonverbal behavior.

A second form of behavior in sexual ads involves two models—some-
times more—shown engaging in sexual contact. The degree of explicitness . -
and progressiveness of the sncounter can vary from portravals of voyeur- Fig. 2.3, The woman i the Pepe Jours od conamuniontes seaual aerst vwith ber faal e
ism, to simple displays of affection, to inferred intercourse (see Fig. 2.5). In preszlons and behavior.
advertising, Seley and Kurzbard (19868) used a lour-level ordinal scale o
analyze physlcal contact between models. Any time a heterosexual couple
appeared in an ad, physical contact was coded as not touching, displaying
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ON SALE SEPTEMBER 26

Fig.25. Models engaging in aexual behavior (together) -8 another form of sex in advertising,

Fig. 24. The female model's (il &ujaid-saion ard musid Tuir in B Maxin promotional
ad contribute to viewers’ sexual prroaptinna.
simple contact (e.g., holding hands), more intimate contact (e.g., kissing,
embracing, playful wrestling), or depictions of intercourse (c.g., implicd,
suggestion of). For example, the couple in the Durex condom ad would be
categorized at the mest intimate level.
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The effects of suggestive behavior have been tested several ways. For exam-
ple, Belch etal. (1981) and Sciglimpaglia et al. (1978) tested responses to images
of heterosexual couples in various degrees of physical contact. Reichert, Heck-
ler, and Jackson (2001) tested ad pairs for 13 social marketing topics containing
images of sexual or nonsexual depictions of couples. Similarly, LaTour and
Henthorne (1994) compared two print ads with images of couples at two dif-
ferent stages of sexual interaction. In the moderately sexual ad, the heterosex-
ual couple was holding hands, whereas the couple in the highly sexual ad was
positioned in a sexually suggestive embrace with the woman’s naked breasts
and abdomen covered by the man'’s arm as they kissed passionately. In addi-
tion, Severn et al. (1990) compared two visuals for Fox sports shoes. Consider
the ressarchers” description of one of the visuals

The ... advertisement showed a side profile of two adults from the chest
down—one male and one female—completely nude except for the advertised
sports shoes and matching socks. The models were shown in a position
clearly suggesting sexual intercourse. (pp. 16-17)

Sexual behavior is a central variable in analyses of sexual media content.
In television programming, behavior is analyzed by explicitness and arrayed
according to levels of sexual intimacy (e.g., hugging, kissing, petting, oral
sex, intercourse; Sapolsky & Tabarlet, 1991), as well as categories of implied
and explicit sexual behavior: rape, homosexual acts, intercourse, prostitu-
tion, petting, and miscellaneous (Greenberg, Graef, Fernandez-Collado,
Korzenny, & Atkin, 1980). Intercourse (implied and references to) and pet-
ting are reflective of advertising content.

Physical Attractiveness. According to psychologist David Buss
(1994), physical attractiveness among humans is a trait that is central for
predicting interpersonal attraction and mate selection. In his cross-cultural
study, Buss argued that features of physical appearance, including facial
beauty and complexion, play a central role in sexual interest and desire
There is little doubt a link exists between physical attractiveness and sexual
interest. For this reason, physically attractive maodels in advertising can
be—and often are—considered examples of sex in advertising,

In marketing and advertising studies, physical attractiveness is often
operationalized by having members of the respondent pool rate photo-
graphs of people (e.g., Baker & Churchill, 1977: Caballero, Lumpkin, &
Madden, 1989; Caballerc & Pride, 1984), Determination of attractiveness
levels (high, moderate, low) is made by comparing mean ratings. As Joseph
(1982) pointed out, there is little discussion of what constitutes physical at-
tractiveness in the pholos, but most likely it is linked to facial features, More
recent studies, however, ask respondents to consider the model’s hair, face,

2. WHAT IS SEX IN ADVERTISING? &)
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complexion, eye contact, dress, physique, and behavior when rating attrac-
tiveness (Brumbaugh, 1993; Englis, Solomon, & Ashmore, 1994).

Work by Solomon and colleagues has identified types of physical beauty
represented by female models in advertising. For example, Solomen, -
Ashmore, and Longo (1992) differentiated between six types of physical at-
tractiveness: classic beauty, cuteness, sex kitten, sensuality, girl-next-door,
and trendy. Ina related study, it was determined that viewers are able to Jif-
ferentiate between sexual, cute, and trendy images ol femabe physical al-
tractiveness (Ashmore, Solomon, & Longo, 1996). These studies suggest
that physical attractiveness is not one-dimensional, and research that sim-
ply compares general levels of attractiveriess neglects factors such as in- |
ferred personality attributes about the models that can affecs responses
(Brumbaugh, 1993).

Agreement is mixed regarding how physical attractiveness works in ad-
vertising. Advertising researchers agree that attractive models draw atten- -
tion to ads (Joseph, 1982). Researchers also agree that physical
attractiveness can influence evaluations of ads (Baker & Churchill, 1977),
but contributes little or no effect on behavior and purchase infention {(Ca-
ballero et ai., 1989). There is weak evilence that purchase behavior is higher
when ads contain images of physically attractive people, but only for 16=
mantically linked products'such as fragrances (Baker & Churchill, 1977). It
has also been argued that attractive models serve as implicit arguments for
the brand: Good-looking people use the brand, so the brand will make you
better looking (Kahle & Homer, 1985). The effect of physical attractiveness
may be greater for low-risk purchases or when consumers have limited
ahility, molivation, or ppportunily 1o process markeling communication.

Joseph (1952) argued that research should differentiate between models
who are pleasing in appearance and models who are sexy. Work on beauty
types may provide informatior. in that area, as it is obvious that not all at-
tractive models elicit a sexual respunse. As an integral component of ilﬁ-;;;:
persanal attraction, physical @tfractiveness is an important ingredient in
representations of sex in advertising.

Sexual Referents.  Images and words that subtly refer to sex or that
trigger sexual thoughts canalso be considered examples of sex in advertis-
ing. These suggestive images are less tangikle and are more oblique than
graphic depictions of nudity or erofic behavior: Researchers have referred
to sexual referents as “implicit” (Bello et al., 1983), because references to sex
are implied or subtle (e, inmuenda, double entendre).

In advertising, sexual referents can be defined as message elements (vi-
sual or verbal) that serve to elicit or educe sexual thoughita, Although this
definition canencompass any Lypeal sexiial inforination, it i meant o reler
to instances of sexual mnuendo and allusion Sexual éontent takes form in
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the viewer’s mind not in the ad. For example, Belch et al. (1981) quoted
Freud when defining sexually suggestive content as “a command or piece
of information that triggers or arouses an idea in a person’s mind” (as cited
in Belch etal,, p. 424). Similarly, Richmond and Hartman (1982) labeled ref-
erents as fantasy, and defined itas “an appeal that links the product to imag-
inative wish fulfillment, implicitly promising fantasy gratification of
sexual motives” (Tinkham & Reid, 1988, p. 118). The example was an ad for
J&B Scotch featuring a close-up image of a smiling woman looking up and
off the page with a man’s hand on either side of her face. The caption read,
“Whatever you've got going ... keep it going with J&B.”

Sexual referents are different from other forms of sexual information be-
cause they depend on the receiver to interpret the message in the intended
way. In this manner, referents work at a cognitive level by having viewers
generate sexual thoughts, as opposed to making the sexual information ex-
plicit. Consider the sexual innuendo in the E-greetings ad in Fig. 2.6. The
e-mail message has sexual meaning when accompanied by images that
serve to trigger sexual thoughts. The ad supplies symbols that only have
sexual meaning within the context of the message, and viewers have to put
the pieces together by thinking about the connection between the message
and the objects in the image. Sexual cognitions are a form of sexual response
(Fisher, 1986), and in this context serve to stimulate cognitions instead of
using graphic images that evoke visceral responses.

Fig. 2.6. Theemail message has additional meaning when accompanled by visual props.
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Somewhat related to referents, elements of the ad apart from models can
contribute to sexual meaning. The way commercials are filmed, along with
design elements, camera effects, music, and lighting, can contribute to the
construction of sexual meaning. In the Reichert and Ramirez (2000) study,
25% of respondents identified things about the ad other than models that
contributed to sexual perceptions. For example, where the commercial was
filmed (bedroom, exotic local) played a role in making an ad saxy Oftan,
these factors were mentioned in conjunction with references ko physical as-
pects of models and their behavior. In this way, referents and cbjects other
than the model serve to facilitate and enharnce sexual interpresations.

Sextial Embeds.  Although sex inadvertising is a controversial topic in
and of itself (see Gould, 1994), nething in this arca ralses more debate than,
the supposed use of sexual embeds, Often referred fo a= subliminal ad\tru
tising, sexual embeds are defined as Teferents or forms of sexual representa-
tion designed to be perceived subconsciously (Theus, 1994). Common
types of embeds include: the word sex; objects that are shaped or positioned
like genitalia and sexual acte; and small, hidden images of naked people.
body parts, and gemitalia, Sexual embeds are integrated into images by ad
creatorsand are intended to go undetected by those viewing the ad. The wse
of embeds in advertising was popularized by Key in the 19705 and 1980s
with the publication of his books Sublimina! Seduction (1973) and The
Clam-Plate Orgy (1986). Controversy pertains tothe existence and supposed
effects of sexual embeds,

Sexual embeds represent a type af sex Inadvertising because they consist
of sexual information—allseit small and imperceptible. One class of sexual
embed refers to sexual symbolism, which includes representations of objects
that cannate either genitalia or sexual acts (for review, see Ruth, Masatehe, &
Kramer, 1989; Theus, 1994). For example, a regeiver could subconsciously ine
terpret an image of a cylindrical cologne hottle positioned at a 45-degree an-
gle as an erect penis. Similarly, lhe image ala key inserted into a lock could
represent intercourse. Consider the Bailevs ad in Fig, 2.7, Anadv uml.'eufem-l
beds might argue thal the posilioning of the woman’s finger in her open
mouth would register as fellatio in the viewer's subconsclous. |

Aszecond type of sexual embed is often characterized by hidden sexual im.
ages and words (for review, see Rosen & Singh, 1992). For example, these em-
beds are often represented by words and images of peaple and hody parts
(1e., gerutalia, breasts]. The differerce between the two types of embeds 1s
that one consists of readily perceptible images of nonsexual objects, whereas
the other consists of imperceplible sexual words and images, Botharesimilar
becayse sexual content is perceived below conscions detection, and both are
explainid by the same operating premise. As embeds rigger aneonscious
recognition, they stimulate sexual arousal and motivation. Ulimately, ob-
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servers are motivated toward goal-directed behavior (e.g., movement to-
ward the stimulus). When embeds are consciously detected their power
diminishes because viewers' defense mechanisms are stimulated. i

The following two studies exemplify the controversy over embed ef-
fects. In one study, Ruth et al. (1989) examined the effect of images conmot-
ing genitalia in liquor ads on purchase intention. Using Freudian
symbo]ism theory as a framework, the researchers hy?ﬂ_lihwi?ﬂl that #m-
beds trigger unconscious recognition and motivation toward {he stimulus
(purchase intention). The results were such that respondents reported more
intention to buy the advertised liquor after viewing ads with embeds (ie.,
genital symbolism) compared to ads without embeds. Although the study
involved a comparison of seven similar (i.e., type of liquor) pairs of ads
(with embed /without), the commercially produced ads used in the study
varied in ways other than the variable of interest, thereby weakening sup-
port for the findings.

Efforts at tightly centrolled studies typically yield no effects. For exam-
ple, Rosen and Singh (1992) assessed the impact of three types of embeds
(sex, death, and nudity) in ade for two products (cologne and liquar), The
embeds were small (Hwe word sex, the word digth with skalls, and a nakiea
woman with phallic symbals), and integrated within the ads to inhibit de
tection. The researchers found no effects for either type of embed on any
processing or outcome variable.

These two studies represent the dilemma with regard to influence of sex-
ual embeds. Although Rosen and Singh's (1992) study was carefully core
trolled, it lacked realism. On the other hand, the findings of the other
investigation were apen ta alternative explanaticns. Many researchers and
advertising professionals consider embeds to be a hoax because controlled
research has not substantiated theireffects, and they doubt that media pro-
fessionals intentionally use embeds. A comprehensive sludy combiiing
the best of both approaches (e.g. replicated message design, Jackson,
O'Keele, & Brashers, 1992) is warranled, and might provide delinilive re-
sults. At this point, however, interested readers are encouraged to review
work in sexual embed research (o reach their own conclusions.

CHALLENGES AND OFPORTUNITIES
FOR FUTURE RESEARCH

Anumber of opportunities exist to extend what is known about the effects
of sexual information in advertizing. Research that can unify the sometimes
idiosyncratic findings pertaining to sexeal appeals would be especially

Lt useful. Following are considerations and suggestions for rethinking ways
Fig. 2.7. Sexualémbwd advovates might argue the mmage i the Badeys' ad suboonsetouwsly i cumphm]iw and st sex effects, asowell as specific reseanth concems
represents felleite that can strengihen conclusions and gencralizations.

ool
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Sexual Explicitness and Intensity

Despite efforts to identify and test different types of sexual information,
past research has frequently intermingled the types of sexual content when
assessing sexual meaning in advertising. Physically attractive models in
ads can be, and often are, explicitly dressed and move or speak seductively.
Similarly, ads can contain images of relatively demure models with head-
lines or body copy that allude to sexual behavior. In reality, variations of
these images, as well as combinations of types of sexual information, are in-
finite. As such, attempts to isolate and test specific types of sexual content
offer conclusions that not only are confusing, but so narrowly focused as to
b unrepresentative of real-world content effects.

One way to address both the range and blending of sexual content in ad-
vertising is to array representations according to explicitness and intensity.
Bothdimensions could range from low to high, and sexual content that var-
ies along each dimension could be located relative to other types of sexual
information. Such an approach would be helpful because it is likely that
two different content types (e.g., physical attractiveness and suggestive
clothing) evoke similar levels of sexual response. Researchers have been
combining types of sexual content all along. For example, it is likely that the
female model in LaTour’s (1990) investigation of nudity was also physi-
cally attractive. Similarly, Englis et al. (1994) determination of physical at-
tractiveness types was based on behavior, physique, facial expression, and
clothing—in addition to ratings of beauty. Arraying sexual content along
dimensions might allow future research to make generalizations about sex
in advertising that are more robust.

Explicitness of the appeal refers to the graphic nature of the sexual infor
mation in the ad. Images featuring nude models and intimate sexual behav-
ior would represent high explicitness, whereas subtle innuendo and
demurely dressed models would be characterized as impilicit. Forexample,
the Durex condom ad in Fig. 2.5 contains a highly explicit image. On the
other hand, the message and images in the ad for E-greelings (Fig, 2.6) are
implicit because the sexual reference is inferred by the viewer.

Sexual content can also vary in degree of intensity. For example, two un-
clothed models can easily represent different levels of intensity. A model
portrayed in an “in-your-face” posture is likely to represent high sexual in-
tensity, whereas another model, perhaps in a classic pose, might represent
low intensity. Burgoon (1982, p. 151) defined intensity as “the degree to
which a persuasive message deviates from neutrality.” Alihough Bungoon
was writing about Janguage and verbal variables, he argued thal sexual
metaphors can be manipulated within senlences to represent different vari-
ations in language intensity. Similarly, sexual imagery can be representind in
a manner that varies in terms of how sexually charged the information is.
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For example, Grazer and Keesling (1995) tested sexual ad appeals that rep-
resented high, moderate, and low levels of sexual intensity. Similarly,
LaTour and Henthorne (1994) examined responses to two ads representing
either moderate or high sexual content. The ads differed in regard o explic-
itness and intensity levels.

In the case of sexual information, appeals that represent high intensity and
expl.icib’less could be described as graphic, leaving little tis the iraggination,
and visually characterized by nude or scantily clad people. As such, ads that
stoutly sexualize or emphasize physical, behavioral, or relational aspects of
models are likely to represent high-intensity appeals in this quadrant. Simi-
larly, images of models engaged in simuiated sex acts exemplify powerful
images. High-intensity verbal appesis that make very straightforward or

ious references to sex would be located at this level as well.

On the other hand, sexual information low on both dimensions s subtle
and implicit. Sexual appeals in this quadrant ate manifested in visuals that
are less obtrusive and more veiled than more explicit forms. For instance,
images might consist of couples that are playful and flirtatious instead of
engaged in a passionate embrace. The aame would be true for verbal ap-
peals. Subte innuendos and double-entendres are more ambiguous with
regard to sexual meaning and mone apt to be inplied.

Explicitness and intensity are important to consider because they may
correspond with the type of responses people have to sexual information
and how those responses influence processing. Appeals that represent high
intensity and explicitness are likely to be visual in nature and apt to evoke
cmeotionally charged reactions. On the other hand, informationrepresented
as low on both dimensions is less apt to elicit strong reactions and may de-
pend on the viewer to think about the implied sexual message. In addition,
highly intense messages are mare likely to be offensive, whereas
low=intensily messages will elicil less inlense reactions.

Inaddition, the type of sexual content in the ad may influence distrac-
tion. Sex research has shown that arousal can be inhibited if respondents
are given distractive tasks while listening to erotic stories or being askes]
ta imagine erotic imagery (Przybyla & Byrne, 1984). On the other hand,
distractive tasks had no effect if respondents were viewing erotic im-
ages. When considering sex in advertising, explicit sexual information
affects people at a visceral level, and should be able to be processed in-
stantaneously with little opportunity for distraction. Alternately, more
creative approaches involving sex that invite the viewer to piece to-
gelher the story (implicit/low-intensity appeals) may be affected by
normal ad viewing dislractions such as flipping pages, driving, or con-
versing. Assessing explivitness and intensity pravides a Gestalt ap-
proach to testing sexual information that may be more informative than
testing isolated types of sexual content,
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Sexual Brand Benefits

Most research questions have sought to determine how sexual informa-
tion influences processing and emotional responses. More interesting,
there is little discussion of one of the primary reasons sexual appeals are
used in ads—as a benefit or outcome of using the brand. Many sexual ap-
peals argue that sex-related benefits accrue to brand users. Past research
assumes that sexual elements in ads are creative execution devices that
only serve to grab attention. In actuality, sexual information is incorpo-
rated into ads to demonstrate that brands can make consumers more sex-
ually attractive and more sexually active. In this way, sexual models and
sexual seenes are arguments for buying the brand, while also serving as
attention-getting devices. To neglect the former prevents us from fully
knowing how sexual appeals operate in advertising.

In their exploratory study, Richmond and Hartman (1982; see also,
Tinkham & Reid, 1988) identified a type of sexual ad that featured brand
promises linked to sexual wish fulfillment. The sexual ad attempted to po-
sition the product, with either implicit or explicit reasons, for buying the
brand. Work by Lambiase and Reichert {in press) revealed three promises
common in sexual advertising appeals: (a) sexual attractiveness for the con-
sumer, (b) likely engagement insexual behavior (and more enjoyment from
these encounters), and (c) feelings of being sexy or sensual (sex-esteem). In
these types of ads, there is a quid-pro-quo promise: “Buy this product, use it
as directed, and you'llend up in a situation like the one pictured in thisad.”

Consider the argument made in the Jovan Musk ad in Fig. 2.8. The
headline reads, “What attracts? This is what attracts.” When combined
with the visual image of a couple engaged in sexual behavior, the argu-
ment is that wearing Jovan Musk will either make you more attractive to
the opposite sex, or that you are more likely to increase your opportunities
for being in a similar situation as the one depicted in the ad. As such, the
utility of the brand is that it enhances sexual prowess. To fully understand
how sexual appeals operate to stimulate transactions, it's imperative to
consider the promises and pledges made by advertisers for brands. Re-
search that demonstrates the effectiveness of sex-related benefits in ad-
vertising will provide important insight into understanding how sex
works in advertising.

Other Considerations
Fig. 28, Soxin advartiaing often offers secual bunasits s an outcome of buying and using

Despite the number ef studies that have investigated the effects of sex in ad- the brand. Consider the brand iz ondade in e Joram g rance ad

vertising, most have only assessed male responses to female sexual imag-

ery (i.e., scantily clad women). Although there are exceptions, it is

important for future studies to assess women’s responses to sexual content

2ol
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in advertising. One reason for the emphasis on male response is that histor-
ically, images of women represent most sexual information in advertising.
Times are changing, however, as research shows that beefcake imagery is
on the rise (Kervin, 1990). Although some male images are directed toward
men, for the same reasons decorative female images are directed to women,
sexualized male images are appearing in media directed toward women.
Because men and women may respond to these images differently (men to
female images, and women to male images), it is important to provide a
better understanding of women’s responses to sexual advertising content.

Another limitation of sex in advertising research is the difference be-
tween naturalistic and forced exposure to advertising. Most of what is
Einown aboul sexual ad JPPNlS i&derived from wslihs AP wlents in lab
settings after one exposure to the ad. Unfortunately, the practice of care-
fully controlled scientific research does not always simulate naturalistic
viewing experiences. As a result, a credibility gap exists between aca-
demic research conclusions and what resonates as meaningful for adver-
tising professionals. For example, Courtney and Whipple’s (1983) review
of the sexual appeal literature led them to recommend that “advertisers
would be well advised to ... avoid overtly seductive, nude, or partially
clad models” (p. 118). There is little evidence to suggest that advertisers
paid heed to Courtney and Whipple's caveat. In fact, some major brands
have successfully positioned themselves by relying exclusively onimages
of scantily clad models. Similarly, although itis generally regarded that
sexual appeals distract viewers from processing brand information, in
real-life situations, consumers view ads many times, affording them the
opportunity to learn information about the brand over time. Naturalistic
research is expensive and difficult to implement, but unless research can
approximate naturalistic exposure to advertising, the credibility gap with
ad professionals will continue.

An additional challenge for sexual appeal research is its dependence on
inadequate message designs. Most sex-effects studies utilize sin
gle-message designs—designs that compare one message category to an-
other using only a single ad to represent each condition. For example, a
single-message design might attempt to test the effect of nudity by compar-
ing two images of the same model portrayed as nude and fully dressed. Al-
though models and meaning in ads vary in an infinite number of ways,
generalizations are often made about the effectiveness of nudity based on
the one comparison. A number of communication researchers have argued
that the use of single conerehe mesaages 1o represent abmtract R it
gories fails to offer the type of generalizations researchers seek to make
(Jackson 1992; Jackson, (V'Keefe, & Brashers 1995). Even carefully con-
trolled, single-message designs fail to guard against rival hypotheses by
not representing the vanahon imherent in messages. Interested researchers
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are encouraged to review the arguments for replicated message designs
when testing sexual ad effects (see Jackson, 1992).

Last, an opportunity exists to make use of persuasion and marketing the-
ory to understand how sexual information operates in advertising. Atan
advertising conference in late 1970s, Wilson and Moore (1979) argued that
theoretical development was needed in this area: “Little thought seems to
have been given to those theoretical concepts which may be vseful in un-
derstanding the effectiveness of sexually oriented ads" (p. 55]. Although in-
vestigations in this area utilize information processing and
attitude-toward-the-ad concepts, there are other approaches that have
proved useful for explaining effects.

Interested researchers could apply concepts related to emotion-
evoking message research to better understand the eifevts of sex inad-
vertising. Recent work in communication and persuasion research per-
taining to emotional content in messages is promising (Dillard &
Meijnders, 2002; Dillard & Wilscn, 1993). Messages that evoke emo-
tional reactions can influence persuasion in several predictable ways.
Because sexual responses to sexual information are often characterized
as consisting of affect and arcusal, appeals containing sexual informa-
tion appear to be central to that type of ressarch. In addition, process
theories such as the Elaboration Likelihood Model can provide additional
insight. It is possible that sexual information can serve as both periph-
eral cues and central arguments. For example, sexual content could
serve as a peripheral cue in low-mvolvement situations, having little
effect in high-involvement situations. On the other hand, sexual infor-
mation may serve asan argumient forusing the brand ifitis .anal:rzed'in
terms of sexual promises and benefits. As such, sex could influence per-
suasion through central-route processing by serving as a compelling
reason for buying and using the brand. An enterprising researcher
could contribute to the bady of sexual appeal research by applying per-
suasion theory to advance meaningful generalizations regarding the
affects of sex in advertising.

CONCLUSION

Despite Shepard’s prognostication in 1968, there is little doukbt that nude
models and other forms of sexual advertising contentare here Lo stay. Sex-
ual appeals that feature a range ol sexual inlormalion (nudity, behavior,
referents, and physical attractiveness) are commonplace and used to pro-
mote an increasingly wider range of mainstream products and services.
Advertisers not only use sexual appeals 1o attract attention 1o their ads,T
but to position their brands as gexual, and to suggest that sex-related ben- |
efits can accrue to the brand purchasers. Future research that takes a more |

- > __
108/ 212



¥oL

34 REICHERT

unifying view of sex in advertising, while employing research strategies
that consider naturalistic viewing and natural message variation, is likely
to extend past research by further illuminating how sexual appeals affect
advertising responses. Findings of such research will be meaningful to
professionals, as well as to researchers.
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CHAPTER 5

Beyond Subliminal

The Pervasiveness of Persuasion

All that I dexire to point out is the general principle that Life imitates Art far more
than Art imirates Life.

—Cscar Wilde

P ersuasive communicarion exists in all areas in our society. Have you ever tried o talka
professor into giving you a better grade, tried to avoid getting a traffic ticket. or negotiated
with a vendor at a yard sale? These are all examples of persuasive communication: You are
advocating your own acmittedly biased point of view o convince someane to change his
af her mind.

In Chapter 2, the differende between persuasion and manipulation was discussed. We
T we inade clear that advertising is persuasive SOl as advertisens, we need toacknowl-
edge thar persuasive communicarion can have astrong influance in our society. In additdon,
we must acknowledge that the meszages we creze are blased and that we ame advocaies
fer our clienis.

Given this advacacy position, the role of porsuasive communication in our sogiety is
important to consider. We must recognize that some pecple may be uncomfortabile with
Persuasive communication, so we must acknewicdge and cvaluate their suggestions on
hew 1 Use persuasive commiunications erthically

PERSUASIVE CONTENT AND SUBLIMINAL MESSAGES

Most advertising messages are a mix of infor mational and persuasive conent. The persua-
sive aspect of such messages: cormes in o farms. Fiest, the advertiser cliooses specilic
attribules of cach product or seevaee Tor melasaon o e message. Clien, such selecied
attributes are those that will b imporiant cr meaningful to consurrers. econd, the message
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may indicate how consumers will think or feel once they have decided to purchase or use
the product. Consumers make the decision about what to buy based on how the product
or service, as described, will address their own needs and wants. Advertising that does not
present such a point of view would be ineffectual, then, and truly wasteful of both the
advertiser's and the consumer’s time and money (Nicosia, 1974).

It is commonly acknowledged by most that consumers recognize that traditional com-
mercials, such as those we see on television and hear on the radio every day, are advocacies
for products and services. Today, however, critics are increasingly concerned about the
types of persuasive messages that “slip in under the radar”—that is, those that consumers
do not register as being traditional advertisements. Instead, persuasive messages can be
presented in ways that have been described as “sneaky” or “subliminal.”

Some people believe that advertising works subliminally; that is, advertising places a
message under an individual's margin of consciousness. In turn, messages can create some
level of anxiety that can be 1 only by purchasing a product or service to address the
anxiety. This product or service is presumably one we would not normally buy (Twitchell,
1996). As we discussed in Chaprer 2, the myth of subliminal advertising has been in exis-
tence since the 1950s and persists to this day.

Have you ever looked for sexual imagery in an alcohol ad featuring a photograph of ice
cubes? This idea originated with the best-known proponent of subliminal advertising,
Wilson Key. Key wrote a series of books that suggested that advertising agencies, specifi-
cally art directors, embed advertising with symbaols that represent sexual and death-related
imagery to create feelings of anxiousness, which leads to increased drinking. Somewhat in
response, the Federal Communications Commission (FCC) created a policy in 1974 that
stated that if TV stations knowingly ran subliminal advertising, they could be found in
violation of the public trust and risked having their licenses revoked (Teinowitz, 2000).
However, even this action did little to diminish the public’s perceptions that subliminal
advertising does exist. Furthermore, even the denial of professionals may not reduce the
public’s view that subliminal advertising exists. A recent study of advertising professionals
found that 95% of respondents denied use or knowledge of use of sabliminal advertising
in the profession (Rogers & Seiler, 1994). Indeed, most respondents said that they did not
use it because there was no evidence that it worked (Rogers & Seiler, 1594),

Active and Passive Consumers Revisited

‘Why does this fascination with subliminai advertising cantinue? There are several rea-
sons. First, many critics still believe in ihé idea of the passive consumer. As discussed
earlier, passive consumers believe that they are powerless aghinat advertiaing The tarm
subliminal, literally meaning “beauaih tha surface,” suppartx this idea of 2 lack of control
among passive consumers. Ta put it simply, if war ddo not know an advertizing mascags ix
there, we cannot know how to avoid it or make it go away. Addidonally, the phenomenon
known as the third-person effect may come inw play. The third- person effect staes that
although individials believe that they are active consumers and processors of informa-
tion, they will say they know others who have been affected by the subliminal strength of
advertising

Active consumers would not be susceptible to subliminal advertising becausz, by nature,
they are actively involved with absorbing the information that they see and hear in adver-
tisements. In addition, it is contradictory to suggest that individuals can perceive anything
presented below their threshold of perception: They can either Consciously perceive mes.
sagles or they cannot (Vanden Bergh & Katz, 1999).

Broyles (2006) suggests that people often use the e sublirminal W mcan subile, pa:-
ticularly in regard to studies that report on the “new subliminal advertising” This phrase
is used to describe tactics that subtly target & niche market without alienzting mzinstream
audiences (F 2000). Examples include-brands placing a rifle in the background cf an

advertisement to appeal to National Rill: Aswuciation suppiorices o a rainbuw sppearing in
an unnatural setting (see Figure &1} v sppual o gays and lesbians, Broyles anfues that
these tactics are not sublimunal ;e the acie W sciually perorivied by the consumar.
Another misinterpretation of subliminal advertising is a persuasive message that appears
in a place where we do not expect (o se2 one. A message thar does not have the traditional
context of a relevision or magazine advertisement may be more persuasive than the norrn.
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Furthermore, the environment in which the message appears can enhance its persuasive-
ness. One specific area that is of concern to many is the idea of product placement.

PRODUCT PLACEMENT

Product placement is defined as a paid product message aimed at influencing a movie or
other media audience through the planned and unobtrusive entry of a branded product
into the medium’s content (Balasubramanian, 1994). In a way, product placement is a
hybrid of advertising and publicity because it involves using movies or other media content
to incorporate brands in return for money or some other promotional consideration

® The Lincoln Lawyer carried the brand name of a car in its title
® The Social Network is arguably a 120-minute-long commercial for Facebook.

+ The film remake of Total Recall featured a “2084" Clirysler 3000, prinl s proridol-
ing the film and the car encouraged customers 10 s¢2 the new 200 convertble o

their dealers. (Figure 5.2)

Product placement is not limited to films produced in Haollywood. A Chinese film, I
Know a Woman's Heart. is the story of a Chinese advertising executive, and it uses ltalian
sport brand Lotto as a plot device Alwe Sauer (2011) feand that nearly every third seene
in I Know a Woman's Heart featurus either a Machook, iMac, or 1iPhone. For e, B

(Gould, Gupta, & Graner-Krauter, 2000). Advertising agencies are often involved in placing
clients’ products in television shows and teature tilms. Other rimes, a speclalist Hrm acts as
a liaison between agency and studio and cbtains scripts far in advance so the advertiser
can evaluate a range of potential product placernents (Balasubramanian, 1994).

Froduct placement in Nilms and television programs 1s a new spin on an old technigue.
In the early days of television, brand names were in the program title (e.g.. the Texaco Star
Theatre). There has always been a tradition of sponsored content: Shakespeare's sonnets
were written for hire, and James Bond novels mentioned brand names of cars (Campbell,
2001). While the use of products in the title of programs has never been a concern ro the
FCC, the commission discouraged program tie-ins through product placement before the
1960s. The networks themselves voluntarily adopted standards that kept brand name prod-
ucts out of TV shows in a 1960 amendment to the Communications Act (Balasubramanian,
1994). These standards were relaxed in the 1980s. Today. paid product placement appeais
in all manner of media, including films, television, novels, and more. Product placement I8
seen by many advertisers as a targeted and cost-effective way to reach consumers (Wells.
2001), and it is allowed in most parts of the world with few exceptions. The Upitesd Kingdam
lifted its ban on product placement in 2010, Poland is considering a ban. and in Germany.
product placement is allowed but must be clearly identified as such.

Figure 5.2 Chrysler ad promoted the 2012 Chrysler 200/and the fim Tosal Recoll, -

Product Placement in Film

Ever since a little alien had a snack of Reese’s Pieces, the level af product placement in
maovies has been increasing. Movies are expensive (¢ make, and there is no guarantas that
box-office receipts will make a profit for the film studio 6F #ven recodip the costs of making
the film. Once the movie is made, additional funds are needed to promote the filin: Movie
marketing costs sometimes equal the cost of the film, and product placement subsidizes
these costs (Balasubramanian, 1994). Today, about 15% of revenus from teature Hlms is
generated from product placemunt (Twitchall, 1996). Smme recent axamples of Him prod-
uct placement include the fallowing:

« Characters in Il Avengois diive roadsters lrom Nissan.

* The award-winning movie The Help features charactars bonding over Coca Cola
Additianally, Crisea is referrad moas “the most Imparane invention since they pur
rayannaiee in A jar”

oLl
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character, a sage, elderly Chinese gentleman, listens to an iPod. Shortly after the movie
was released, China became Apple’s second largest market, accounting for close to 15%
of all sales (up from 2% in 2009). In February 2012, Apple CFO Peter Openheimer said
these numbers were “just scratching the surface™ in the Chinese market. As a result, we
can expect to see a growth in product placement in films produced outside the

Hollywood system.

Product Placement in Television

Television product placenent runs the gamaut from characters in sitcoms using prod-
ucts (one classic example is Jerry Seinfeld and Pez) to storylines and even entire shows
built around advertisers. Here are some examples of recent product placements on
television:

* The office superstore Staples sponsored an entire episode of The Office, where the
obnoxious character Dwight went to work there after being fired from Dunder
Mifflin.

* In an episode of the ABC show Modern Family, the geeky dad Phil receives an iPad
the day it was released, which was on his birthday. The character said, "It's like God
and Steve Jobs got together to say ‘We love you, Phill'™ The product was integrated
in the plot as it was mentioned in different contexts.

* The “frosty beer” from Holland, Heineken, was featured in the hit show Mad Men,
set in the 1960s. The show has also featured brands from the 1960s that are familiar
to today's viewers, including Kodak, Jaguar, and Noxema.

+ Reality programming is made for product placement. Judges on the popular compe-
tition show American Idol drink out of Coke glasses, and the waiting room 15 deco-
rated in Coca-Cola red. Survivor contestants phone home on Verizon phanes, Tap
Chef contestants drive to the grocery store in Toyotas and ceok on branded appli-
ances with branded cookware.

Product Placement in Other Content

- @@
116212

Product placement does not stop with traditional media content. Today, we are seeing
product placements in many different places. Here are some recent examples:

+ Books can be branded. In 2001, ialian Jeweler Bulgari commissioned best-selling
writer Fay Weldon to write a nowl in which their product was prominantly faanrad
Originally, the novel entitled The Nulgari Conneciion war produced ac a party tavor
(Campbell, 2001). Many kids brohs are also branded: tor example. the Orea Cookie Cawnting
Book features Oreos on évéry page.

e NBC television hax a deal with ad agency conglomarate OmniComm w place
OmniComm cliént’s brands into digital contént on programs on the NBC website.

» Video games often contain product placement. For example, Fizza Hut has pop-up
banners exhorting players to order pizza online while they're playing EverQuest 2.

* In a bit of a reverse product placement, Air New Zealand introduced two “Hobbit™
planes to coincide with the release of the Peter Jackser varsion of The Hebafr, The planes
act as a flying billboard for the movie (which was filmid in Naw Zealane, and tha: wafuy
videos will also be Hobbit-themed. Air New Zealand similarly promoted each of the Lord of
the Rings films with painted planes.

= Recording artisls sing abour products ir their sorgs The artist Pink sirgs about
Mercedes Benz, LFO about Abercromibie und Fiich, und Furgie absout Deolos ared Gabanna,
A duet between Flo Rida and TFain focused on Zoosk Girl, referning 1o the enline website,
Froduct placement alse shows up in music videos: the online dating site Plenty Of Fish was
seen in a Lady Gaga and Beyonce's video for the song “Telephone,” Pitbull's video for “Give
Me Everything” features a lengthy shot of Kedak's Times Square ¢lectronic billboard, and
Pitbull raps the camera company's nama in the beginning of the song, OK Go's musio video
of their sang "Thir Ton Shall Paxe™ wax aponsnrad by Stae Parm irsurance, which recaived
a briuf crushit ai thw end of ihe video,

Advertising and Editorials

The use of advertorial sectons 7as been incraasing, These features, combining editarial
content and adverlising, have been accused of badly blurring the lines belween Uie advers
tising and editorial functions in both magazines and newspapers (Cameron & Ju-Fak. 20001,
The growth in the numbei of advertonials is tied o the incieasivgly Coimpetitive maries
that newspapers and magazines face. Advertorials are a way w generate revenue fram new
advertisers by providing sAitorial contant that i2 Somplementary 1o thair advetiairg mes
sage. Newspapers, for example, will ofien produce special sections on fashion or home
impravement that feature a range of advertorigls. and the types of magazire adverionals
are limitless.

Advertorials are problematic for some because af the intentional burring of the
advertising and editorial lines (Singer. 1991} Sametimes these sections are clearly
labeled as adveriwnials (see Figure 5.3 but other tmes, they are net. Aliheugh the
American Society of Magazing Editars (ASME) ercaurages magaziness 1o lahel adwertari-
als as such, there is no specific regulation that compels print media w do so. Readens
miay mizintarpear advarorials ae sdirarizl congane, which may eraars higher sredibility
for tha msRAge. Th muxaaphe changes from “wilviacy” ke Tnews” However, adverionals
can confuse readers about the origins of the information they provide and could com-
promiae editorial credibility. Uthers suggest that advertoriala specifically unlabeled
ones, cause information polliutdon 2t best and are porentially deceprive T worst {Cameron &
Ju-Pak. 2000).
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INTENDED EFFECTS

Like any decision involving a persuasive messagc. there are clear ettects intended by the
message in the medium selected as well as uninténded effects o repercussions o tie mes.
sage that may or may not have been anticipated before the message aired. There are several
intended effects to product placement.

Brands Are Exposed to Viewers

Given the growth in usagie of DVRs, il is easicr than ever for media users w ship through
the commercials thal rusn i lelevision progranmiming. Additonally, new forms of media
channels such as cable on demand and online streaming often provide content with

minimal or no commercial interruptions. Thus, placing products in programs makes up for
the lost exposure from traditional advertisements.

The Von Restorff Effect

The Von Restorff effect suggests that any rechniguie that i ncieases the novelty of particular
products or leads them to be unexpected enhances the recall of those products (Balasubrama-
nian, 1994). Therefore, placing a familiar brand in an unexpected context will have positive
effects in terms of product awareness and recall. People recognize andior recall brands pro-
moted in movies, and some researcheérs hive Fruned thal praminent product placéments per.
form better than television ads jn ereating baaved recall armonyg consemers (Goukd o al., 2000).

Increased Authenticity of the Content

Product placement increases the realism and authenticiry of the story bedng told [Ram-
berger, Kim, & Mravic, 2000; Rannan_ 2002). In pre-product placement days, TV shows might
have a character drinking out of a silver can labeled sode, and such images do not ring true
with viewers. It is much mone realistc i have Swe soda can lebeled with the name of an aciual
beverage and enhance the viewing experience for all involved. In addilion, there is same
advaniage 1w blending products inte the siory line the persuasive message does net insermupt
the flow of the story. and consumers may get less annoyed ar interruptions, Research has
shown that of all consumers in the world, 1.8, consumers are more accepting of and likely
1o purchase producs shown in movies than consumiers in other countries (Goald e al.. 20000

Indirect Product Endorsement

Products seen in TV programs and filims receive an indirect endorsement from the
characters that use the product on the sereen. For example, Tom Cruiss wore Ray-Ban
singlagtes in the films Risky Business and Tog Gani, and he hat been continuslly assacisted
‘wirh the hrand for many years Such an sredcoemant hax wooeral anefioe i can roinfeirce
paziriva faslings amang ussrs as roowhy thay bought and use cha product (1 waar the sama
sunglasses that Tem Cruise wears!). Additianally, the endorsement may inflvence non-
users w think aboul purchasing dw product (1 can be like Tom Cauise, at least interms of
U sungllusses | wearl®). Finally, e image of the endorses can be transfemed w the prod
uct and to the user’s self-perception.
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UNINTENDED EFFECTS

Developmental Support

Product placement allows for revenue streams that may permit more films, books, and
websites to be developed and supported. Author Fay Weldon believes that sponsorships
similar to hers (for the book The Bulgari Connection) could help struggling writers earn a
decent living so they can spend more time working on their craft.

Every planned action, or effect, tends to result in unintended effects. Advertisers do not
intend advertising messages to be harmful because that would not be in the best interest
of the brand. Any mass-mediated message that relies on interpretation of meaning by con-
sumers has the potential to generate unintended effects. As an advertiser, it is important to
try to anticipate unintended effects, assess the impact of such effects, and examine how to
minimize these effects If necessary. Some of the unintended affeces for product placement
that have been identified are outlined next,

Content May Be Compromised

Increased involvement by advertisers in all type of content may lead to the content being
controlled solely by the products and their producers (Wells, 2001). This may affect the
content in several ways. First, creativity could be stifled because product producers will
have definite ideas of how their products should and should not be used in TV, films, and
the like (Campbell, 2001). For example, Bulgari might not have wanted their jewels (0 be
used as a murder weapon or worn by drug dealers (Bruno, 2001). This concern is strength
ened by observations that the individuals on the advertising side who deal with preduct
placement tend to be media buyers and planners, persons not particularly trained in pro
gram decision making (Wells, 2001).

Blurring of Advertising and Editorial Messages

Product placement represents the continued blurring ol entertainmeant and selling
(Rothenberg, 2001). The interests and opinions of target audiences of media content
become less important. Viewers, listeners, and iéadeis have been “relegatéd o the back
seat while advertisers call the shots” (“"Ruaner’ Test," 2001, p. 20). There is ain associated
concern with books and other types of pieviously nonsponsored content now becoming
crassly commercial, which can ulimately destroy the credibility of such content. IF all
stories become sales stories, than it = poxsible thar the rich array of soryrelling around the
world will be diminished.

Controversial Products Circumvent Advertising Restrictions and Bans

Placement of certain types of products, such as cigareties, in mediated content is seen
as a way 1o circumvent other media bans that exist for the product (Gould e al., 2000).

Products placed in adult-oriented films and programs can be viewed by inappropriate audi-
ences to which they are not directed. For example, underage viewers can see products |ike
alcoholic beverages, cigarettes, and guns. Furthermore, the context of the message is also
a concern; and some feature films have presented smokers a5 powerful and sucressfyl
people, which is problematic for opponents of smoking. The Aiméfican Lung Asucriarion
and the Canadian Cancer Society say that there should be a niew movie rating sysiem thar
includes tobacco use in the calculation to reduce the number of young pecole exposed 1o
such messages (Wake, 2002).

For example, films such as Avatar and Men in Black Ii feature product placement from
Marlboro. The activist group Smoke Free Movies, which aims o sharply reducs the film
industry's usefulness to Big Tobacco's marketing ¢lfoels, selim w the effevis of product
placement as dramatizing simoking and glamorizing the Marlbor brand by amaclating it
with a star like Sissy Spacek.

Lack of Disclosure Is Problematic

The FCC has sponsorship rules that must be considered during the placment of -
ueix in lelevision programs, Specifically. programs must include an annowscement sating
clearly which sponsors paid for products that are featured prominenily in the programs.
Products that are furnished as “backdrops™ for scenes do not have to be disclosed (Avery &
Ferraro, 2000). Recently, legal scholars’have been debating whether product placemenits
fall under commercial speech regulations. IE the courts rule that product placereent mes-
sages have limited protections, then placement of some progucts (e.g., cigarettes, aleakolic
hevarages) in some programs may not be pessidle.

SUMMARY

In this chapter, we examined the phenomencon of subliminal advertising and provided
evidence to dispel myths thal exis 1o this day about such advertising technigues. We then
discussed product placement in selevisien, film, and ather mass-meadiated content and
provided ways for advertisers (o examine such choices

The next section of the haak Wil examine penple in advertising—specificall y, porrayals
of different iypes of people {men and wonrien. ronodities and mdaonties, ldens and children)
and the content of advertising messages to these different groups. We will continue ©
Identify intended and unintended effects of such portrayals and messages, as wwll as pros
vide conceprs advertisers should consider in decision making

IHsclosure 71 Subliminal adverusing 62 Von Restorff éffect 67
Product placement  &d Third-person effecr (2
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1. Societal cc with subliminal advertising seem to resurface every 20 years or so. Why do
you think this cycle exists?

. Is product placement subliminal, subtle, or something else entirely?
. Have you seen evidence of the third-person effect recently? In what way?

. Does product placement make you feel differently about the programs you watch that include
product placement?

-

h

. Is product placement in songs different from placement in television programs? Do you think
one is more effective than the other?

GREEN PRODUCT PLACEMENT

Lehu, ].-M. (2007). Branded entertainment: Product placement and brand srateqy in the entertaimment business.
London, UKS Philadelphia. PA: Kogan Pag.
g K. (2004). Product | in Hollywood films: A history. |elfaran, B MeFarland
Shrum, L. J. (2012). The psychology of entertainment media. Elurving the lines between enteriaimenit and

persuasion. New York, NY: Routledge.
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Advertising and Product
Placement

And Now, the Star of the Show!

When we talk about "product placemania.” wa usually mean brand-namad
items (including products, packaging, signs, and corporate names) thal ane
intentionally placed in movies and on television programs. In recent years
the product placemant “controvorsy” has increasod In advertiaing circlas,
Yet the phenomenon I not new. Thinking back (o the early days of lelevision,

Product Placenient 95

advertisers sponsored entire programs, infusing their brand's name through-
out the program. Kraft Television Theatre, General Electric College Bowl, and
Mutual of Omaha's Wild Kingdom are only three well-known examples from
the past.

Researchers D'Astous and Chartier (2000} list threw roasans why acdves-
isers might want to place their products in movies, First, watehiryg a movie invohves
high attention, so the assumption is that some of thal *super” attention might
fall on the product. Second, movies can praduce large audiences. Even if the
movie isn't a box-office blockbuster, after intemational sales and rentals, lats
of people potentially may see tha product placament, Witk shrinking telaviaion
audiences, this is becoming evan mana irmportant, Thitd, the “natural® placo-
ment may make audierwe members less iritated than they sometimes ase with
in-your-face advertising. And a happy viewer i potentially & happy cusiomer.

Even though there are sturning examples of tremendous products placed
in movies, many af tha producis thal wo ses in movies taday am not aven
“placed.” Instaad, thay're mewly used In Bha movis sl the disorctian of the
director for creative realism or some other reason. Still, the phenomenon is
growing and, most likely, here to stay. In Jaruary 2005, for example, the shrase
“product placement” was rmentioned in the American press over 500 times [Sauer,
2005),

While some people have argued that usirg product placements is a lorm of
“stealth” advertising (“slipped inta” the mavia o no ona realizes it might ba gn
ad) and, in turn, is unelhical, others champlon the approach as innovetive
and effective. Sametimes theie is a quirky use of a name brand pradust that
creatss almost a cult tollowing. For example, the aliens in Roawall liked 1o
sprinkle Tabasco sauce an everylining. So when the WB trestened o cancal
the show aller the first season (19392000}, borlas of 1abasco stertad show-
ing up al the sludio offices. Some repona stated that ove- 6,000 botlles waie
sent to the studio. (The campaign "Roswoll 1s Hot” waa suceesstul tor awhile,
but the quirky alien/fomance show was canceliad allar thise seasons.) Other
axamples of products thal, in essence, becams the “hom,* such as Wilsan the
vollayball in the movie Castaway or AOL's email service in You've Got e,
demansirate all the positive reasons why acverlisers may be inlerestad in
Qetting thelr products A atarieg rals in g movie oF alaviaon show

But how deo you tell when ife placement goos too far? Laiims Petrecea wrote
an aicla for USA Today (October 10, 2006) in which she quastlona wiisis
the ubiquity of the adverteing will und. Sha pointa oul that, in the 15705, the
avorage oty dwaller was exposed lo 500 to 2,000 ads per day. But now that
nurnber is more like 3,000 o 5,000, This acvertising clitter facas advertisars
to look for ¢reative ways to get their products noticed. Thal's why we see
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promotions in the bottom of the trays where we put our stuff when going through
a security check to board an airplane, on the doors of bathroom stalls, and
on shopping carts for our perusal while we check out advertised products in
the grocery store. Product placement may seem fairly innocuous after being
assaulted by overt advertising all day, every day. The more viewers move toward
“on demand" media consumption (watching when you want), the more “tradi-
tional” commercials are in danger — and the more advertisers will look for ways
to incorporate their products into movies, TV shows, music, etc.

According to Petrecca, $941 million was spent in 2005 to integrate products
into television shows. Clearly this phenomenon will only increase — both for
television and movias. In 2007, VW raportadly spant $40 million on product
placement (High, 2007) and marketing tie-ins for its 2008 Touareg 2 car, which
is the vehicle Matt Damon uses in The Bourne Ultimatum. Using footage from
the movie, the crealive leam was able to create a commerclal featuring the
car before the public saw the movie. So rather than stealth advertising, the
advertiser is trying to ensure that the movie audience will not only pay atten-
tion to the car, rather than just to Jason Bourne's wild chase-scene antics, but
be looking for the car. Is that manipulative — or great advertising strategy?

Whether you think product placement is a good idea or not, advertising
agencies have had to struggle with how to figure out adequate payment. Some
have moved toward a “time on screen” approach or a “product prominence”
approach, and others have tried fo develop a form of gross rating points far
quantifying a branded placement in order to run comparisons for different media
platforms. But even with these approaches, most agree that it is difficull o
control product placements in movies (and more recently on television, in video
games, and even in mass-market paperback books) — et alone understand
the impact that they may have. Whether or not media plannars understand
how to “count” product placements, it is clear that they are trying. For exam-
ple, in early 2004 Nielsen documented that American Idol/ showed 3.300
instances of praduct placements (Gibson, 2004).

As using product placement as an affective strategy for media planning
becomes more pervasive, it is inavitable that peaple will start o question the
ethics of the practice — seeing it sither as a form of privacy Invaslon (¥l pald
to see the movie once, why do | have 1o pay again by watching the ads in the
movies?") or from a pragmatic parspactiva. What happens when a client pur-
chases a placement and doesn't got the box-office numbers - or the scana
gets cut because of the creative directer's prercgative? What happans if the
new televigion show Mops after just 3 few episodes? What is the media plan-
ner going to do it a big part of the advartiaing sirategy ravolvad around that
television show?

Product Placement a7

Why Are Product Placements Potentiaily
So Important?

As Charles Lubbers and Kathy McKee both mention, product placemant az an
advertising strategy will only become more important as Tivas and other kincs
of digital recorders become more prevalent, As it becomes easier for consumens
to skip commercials, advertisers will beceme even more creative al ways
to make sure the message slips in. With sstimates of nearly thras-quartsn
(72.3 percent) of television audisnces now s<ipping comimersials (Hamana,
2003) advertisers need to find a way to gel their messages across — olherwise,
they may withdraw from television all together. At first you might think this s
a good idea, but who is going 1o pay for television if the advertiser won't?

As Lubbers and McKee point out, product placements are hare to stay. Bt
are they unathical? You decloa.

Ideas to get you thinking . ..

1 Walch a favorite felevigion show. Leok carafully and sas if you can find any branded
products. How many did you Snd? Do you think the products are there because af
tha adveriser agked for them o buo thars?

2 fent & mavie with a friend and walch i for the actlon, After tha mavie, azk your
friend to write down all the branded produets ke or she can remembar. Mow go back
and walch the movie again, naling every ime you sae a preduct placement Did your
friend caich most of them? If ret, why net? Based on this “experinsant,” do you think
thase product placements were a good idea®

If you'd like to read more . ..

Galician, M. L. (2004). Handbook of produet placoment in the mass media: New strale-
gies in marketing theory, practico, thonds, and aties. Binghamton, NIV: Hawcrtls Prass.

Lehu, J. (2007). Bramded srtertanment: Product phicermant snd brand stratcgy in e
entertainment business. Lendan: Mogan Papa.

Twitchell, J. (2005). Branded natian: The markeling of Mugachuren, Collsge ine., ang
Museumworld, Londen: Siman & Schuster Adult Publiahing Sroup.
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Product placement makes a lot of sense in
today’s media environment

Charles Lubbers

Recent articles within the popular and trade press offer insight into the
state of product placement in the United States media but also present
challenges to the legitimacy of product placement as a beneficial form of
advertising. There is no form of advertising currently practiced in the United
States that is free of negative aspects. However, individuals who do not believe
in the use of product placement are ignering all the positive arguments
for the tactic. In this essay [ will briefly describe the three major reasoms 1
believe that product placement is an important option for advertisers: its
increasing popularity; its historical foundations; and its many benefits for
advertisers.

Extent of Use/Importance

A 2005 PQ Media report estimated that the product placemient business is
worth $4.2 billion annually. While the product placement business is
clearly a small pereentage of the traditional advertising market of between
$250 and $300 billion in the same year; the renewed interest makes it an
important area for discussion (Edwards, 2005).

In addition to the overall growth in product placement revenues, recent
years have seen some examples of multi-million-dollar produet placement
deals. For example, Coca-Cola is reported to have paid a little less than
$10 million 1 get their logo and products prominently featured on Fox ‘Tele-
vision's hit, Amierivin Idol (Edwards, 2005). However, the multi-million-
dollar deals aren’t limited te television, One-guarter of the peadisction
cost of $100 million for the 2002 mavie Minority Report was covered by
corporations, such as Lexus, the Gap and American Exprest, who wanted
to have their products festured in the film (Weaver, 2002),

Another sign of the growing importance of product placements s
that Nielsen Media Research now tracks product placement in network
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television shows during primetime. One report found that, in the fall 2005
season up to November 27, the 10 primetime network television shows
with the most brand identification showed 9,019 brands. This was up
from 5,821 the year before (Edwards, 2005). Nielsen Media Research also
reported that the total media placements in 2005 were up 30 percent from
2004, with the greatest number of product placements in reality programs
(Friedman, 2006b).

History

With all the recent “buzz” about the use of product placement and the recent
growth in the percentage of advertising revenues placed in the area, it would
seem that this is a new phenomenon. However, product placement has been
around for a long time. It appears that the recent growth in its use is part
of the reason for the current concern.

In the early days of both radio and television, programs were sponsored
by businesses that had a great deal of control over the content, and it was
very likely that their products would be woven into the storylines of the
show. This relationship existed from the early days of radio in the 1920s
and continued until the 1950s. The quiz show scandals of the late 19505
were the final blow that led to the demise of advertiser-sponsored programs
(Turner, 2004). However, what disappeared was the sole-sponsored televi-
sion program where the advertiser could exercise undue influence on
the content of the program. Sponsorship and the placement of producis
continued over the years, and has experienced a great deal of growth in
recent years, The following section outlines some of the major benefits for
product placement, thus providing the reasans for its continued survival,

Benefits to Advertisers

One of the key rules underlining the eifective use ol product placements
is that the products inust be skillfully woven into the storyline. Clearly the
placement of a product simply to generate revenue is likely to distract the
audience. In fact, the movies Wayne’s World (1992) and Refurn of the Killer
Tomatoes (1988) both featured comedic sections poking fun at movies
attempling o integrate unnccessary products inta the storyline, Thus, the
benefits discussed below are predicated on the correct use of the product
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plac.ert.zent, just as one wouldn’t expect a poorly developed newspaper
advertisement to be effective,

I Compensate for advertising skipping technologies Jound in [V

In 2002 Bruce Redditt, executive vice-president at Omnicom group. noted
that new technologies, such as the DVR, had allowed consumers to have
“more control over their own programming, content and time” (Kim, 2002b).
While less than 1 million homes had such recorders in 2002, these nurn-
?}ers have continued to grow. The ability of the consumer w “ship” adwert-
isements poses great concerns for traditional media buyers. Flaci ng
products and services into the storyline of the entertainment offers a way
around the technological advances.

The tCChr}dlﬂgiiﬂl advances have forced adlvertisers to place more of the
money in their marketing mix intlo options other than traditional 30-second
advertisenents. Chunovic (2003) noted that the new options indude prod-
uct placement, show ownership, interstitial content, and sponsorships.

2 Deliver message when many of the receivers' filters are aff

Product placement also allows the advertiser the apportunity te deliver
messages to consumers when their guard is down. Most consumers are inher
ently skeptical of ad\«erljsing claims, but those natural filters are generally
off (or at least lower) when waiching entertainmert progeamming, This is
one reason why product placement is so effective, but it also explains some
of the eancerns coitsumers have about the practice.

3 Allow the developrent of a brand image

Many marketing campaigns are designed to “brand™ a product or service.
The branded product has two dimensions: the actual characteristics of the
product as well ag the emotional or affective characteristics the conswmer
associates with the product. Placing a product in an entertainment pro-
gram may make it much easicr for the advertiser 10 develop those affec-
tive dimensions. Tor Ex.\.-'l':]'.-h-, a drink manufacturer may have a line of 1eax
that is widely consumed in age groups aver 40. By having those drinks
wonsumed by younger actors in shows that draw 2 younger audience, the
manufacturer may change the emotional dimension of the brand, even
though the actual product has not been zltered.

124212




Charles Lubbers

4 Less obtrusive for the viewer

One consistent complaint of media consumers is that advertisements are
obtrusive and have a negative impact on the viewer’s enjoyment of the enter-
tainment programming. The integration of product placement allows for
advertising revenue to be generated without the annoying breaks in the
programming. Evan Fleischer, co-founder of a non-traditional marketing
agency, said that product placements are less obtrusive for viewers, allow-
ing the brand message to reach consumers in their daily lives without seem-

ing like a hard sell (Gaffney, 2003).

5 More realistic

One of the least mentioned advantages of product placement is that it can
actually create a more realistic viewing situation. Efforts to remove real prod-
ucts from a television show or movie can create an artificial environment
that is less appealing to the audience. In short, efforts to remove brands
from the scene may create such an artificial environment that is actually
distracting to the viewer.

6 Use in media other than television and feature films

Product placement has been traditionally associated with television and fea-
ture films. However, one of the advantages of this form of marketing i
that it can be placed in a wide variety of entertainment media, even media
where traditional advertising doesn’t exist.

Music and music videos. In 2002 it was widely reported that the Island Def
Jam Music Group was wooing potential advertisers to linc up product
placement deals. In fact, Kim (2002a)} reported that most of the major
record companies had established departments to pursue deals with advert-
isers. Much of the interest in incerporating product plugs into music
]yrics was de\reloped hy the rap arlist Busia “l\ylmm" succesalul AOHPA
featuring Courvoisier, However, product placement in videos has been
more difficult for record labels. Leeds (2003) reports how music com-
panies are using several tactics to bypass MTV's prohibition of advert-
ising in videos, Leeds notes that eapper Ms. Jade’s 2003 video for “Ching
C\hi“g" '|_1gr_p|1'|,i;|'|,r|;;||ly rf-!‘l.“lﬂ'-& wi Humimer H2s, for Hfhil'h the Hummer
manufacturer, General Motors, paid $300,000. In an age when music
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sales are declining, product placement in music lyrics and videos offers
advertisers another outlet for reaching consumers while providing an
additional revenue stream for music companies.

Books. There are examples of product placement in bocks, as a way of
increasing interest in a brand. Rothenberg (2001) noted that Beth Ann
Herman's 1989 book Power City contaired “plugs for a Beverly Hills
Maserati dealership in return for 2 $15,000 book party” An even
more definitive example was the 2001 book by Fay Weldon, The Bulgari
Connection, which was commissioned by Rulpari,

Video games — both console aria initersi-based, Have youn palayed any video
games rcccnﬂy? If s0, you‘ve ptu!ﬂbl)- noticed that advertisements are
now being inserted intc the story lines of the more sophisticated
games. Each download of play of a game allows the advertiser te bring
new messages o the consumer. Change the setting for the gamie, and
you zan bring In a new ser of advertisers, After all, il upscale products
can be successfully placed in James Bond movies, why not the James
Bond games?

Made-for-the-web movies. Use of the internet for entertainment deliv-
ery will only increase. Already the consumer can download, view or
play, selected films, music, and games However, in 2000, BMW hegan
releasing a series of eight made-for-the-web movies under the heading
The Hire. These movies not only featured BMW vehicles perfarming
amazing feats, but helped the company get rid of the 1980s view of the
BMW as a status symbol for yuppies (Vagnoni, 2001).

Board games. The release of the board game “It's Only Money™ in 198%
exposed plnynrs to product placement from a variety of organizations,
ncluding Harral's casino (Rothenberg, 2001).

7 Use in raditional media af television and film, but in new ways

Product placement has been associated with television and hlm for
decades. While the use in these media &= not new, there are at least two
newer trends for the use ol product placement in new ways.

* Vintage product placement in movies. Movies set in historical periods have
always strived 1o create an environment that accurately reflects the
surroundings a1 that time, A more recent developmens is the ot wo
integrate historivally accurate produet placements into feature films. This
technique can be particularly effzctive because the viewer is even less
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likely to expect vintage product placement. An example of this trend
was ESPN's television movie, The Jurnction Boys. The movie featured vin-
tage Dr. Pepper and General Motors automobiles that would have been
prominent during the movies’ profile of the 1954 Texas A&M football
team (Friedman and Chura, 2002).

Digital insertion of product images into first runs and reruns. Friedman
(2006a) reported that Marathon Ventures has negotiated deals with CBS
and Fox to use technology to “virtually place products on the sets of
dramas and comedies.” The products were not originally in the scene,
but are added through the use of computer technology. Friedman goes
on to note that with virtual placement advertisers can make decisions
quickly. He also notes that different products can be inserted each time
the show is broadcast. In fact, Goetzl reported in 2001 that Turner
Broadeasting System had reached a deal allowing it to digitally insert
products into the reruns of Law and Order that would be run on TNT.
While no specifics were reported in the deal there was some specula-
tion that insertion opportunities would include branding the soda
machine in the police station or the detectives’ coffee cups.

Conclusion

In conclusion, with the right product or service, product placement may
be an exceptional way to increase brand awareness and to creaie intention
to purchase. Despite the recent controversy related to its use, product place-
ment has been practiced in the United States for quite some lime. The carly
practitioners realized what I hope you have come to understand, that prod

uct placement can be an effective promotional tactic. However, in the end
it's the audience that will ultimately decide the fate of product placement,
As long as audiences find the insertion of praducts into the sioryline accept-
able the practice will continue, However, at the point that placements are
rcjl.‘cled b}r audiences becavse of overuse or uae of a ]h'l'lf.hll:[ that s ton
contrived, audience members will vote with their remote (Meskauskas, 2004).
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More than entertainment: product placement
in American media channels

Kathy Brittain McKee

“And the Oscar for best supporting performance by a product, good or
service this year goes to..”

Unrealistic? Perhaps. But considering the economic value of product
placement within films — worth some $1.26 billion and growing by about
11 percent each year (Graser, 2005) — and the prominence afforded some
of the brands featured in contemporary films, such recognition may be
warranted. Again, while perhaps far-fetched, perhaps an equal argument
might be made for awarding an Emmy, a Tony, or a Grammy for brand-
ing, too. One study cited in Graser (2005) argues that TV placement
already outpaces that in films, and placement in other media is escalating.
This text describes the growth of placement, not only within films and tele-
vision, but its recent use in plays, recordings, magazines, novels, video games,
and even in cyberworlds such as Second Life.

Obviously, the use of paid and bartered placement is a boon for pro-
ducers seeking production support. But consumers and parents may have
reasons for complaint and caution. Media audiences should be wary of such
arrangements for at least three reasons:

1 Reluctant or naive audiences who do not anticipate receiving commercial
messages cannot avoid those embedded in the entertainment content
itself,

Such placements may elude regulation of the advertising of products
deemed harmful or dangerous for some audiences,

Overt and blatant placcmﬂ'lli alter the \'.l"tﬂ'[itri'[y of narratives and
characterizations.

No-Choice Advertising

If there's one thing that may safely be argued about American media audi-
ences it's that they want chaoice, and increasingly technology offers such
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choice. Personal recording devices, from the iPod to TiVos, allow audiences
to choose what they will watch or listen to and when they wiil watch or
listen to it. They also may allow audience members to choase to be
exposed to commercial messages or not. Zipping or zapping through tele-
vision commercials or arriving late enough at the movie theater to avoid
the opening five to 15 minutes of commercials gives audience members
an opportunity to say no. But when the brand messages are within the
script or lyric, or the product itself is a game or film character, they are
unavoidable. From the subtle branding found in signage shown in a film
to the overt placement when the product itself advances the plot, audisnces
cannot escape exposure.

Perhaps most adults are savvy or cynical enough to note and discount
the persuasive impact of such branding. However, choosing exposure to
entertainment typically means that audiences are in a positive, receptive
mode when they likely expect 0 be able to suspend critical consumiptive
judgment. Viewers have chosen a film or a television program deliberatively,
seeking whatever gratifications present — and then are called to simultane-
ously suspend disbelief in order to immerse themselves in the involving or
amusing narrative while alsa critically noting (and perhaps discounting)
the depiction and assoclation of the products featured within that narrative,

Such a process is certainly difficult for adults, but more challenging for
children who have not yet developed sufficient media literacy to be able
to decode traditional advertising, let alone branding that avoids the tradi-
tional signals of a “comimercial message”™ The cross-promotions that often
accompany film and television placernent that lead to the toys within the
children’s meals at fast-food chains or the clothing or furnishings in their
bedrovms create a séamless stream of branding that deepens ils peisuasive
unpact. Such would require a high degree of media sophistication for
children to be able to discern and critically judge the worthiness of the prod-
uct itself. Groups such as the National Advertising Division of the Council
of Better Business Bureaus have indicated they will review product place-
ments on children's televisian (Edwards, 2005).

Even more troubling may be the explosion of advertisements within video
or online games where the ads may be either static or subject to dynamic
placements that may change as the games are played (Gerlsbeck, 2007). Some
reports estimate that the “in-game” placement may grow to become a
$3 billion industry by 2011 (Bulik, 2007). While the video game itself is
rated to indicate the maturity newded 1o view its content, there is no such
rating of the amount of commercial content included.
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Subtle Dangers

Such a concern is magnified when the product depicted in programming
may be deemed hazardous. Products that may not be legally advertised to
children, for example, may find a place within film content. The number
of film characters who smoke and discuss specific brands, for example, has
prompted consumer advocacy groups to argue for increased regulation
(Lipman, 1989). Glamorizing alcohol use or smoking without the accom-
panying warning labels required in traditional advertising offers marketers
a different route to reach and to persuade audience members.

Perhaps a greater danger lies in the cultural impact arising from unceas-
ing commercialization in every venue. Imagine if Dickens were writing today:
Would Oliver's plaintive request for more porridge now be branded - “More
Pickwick Porridge, please?” The Warhol soup can may have been more
prophetic than was realized. When virtually every cultural vehicle - from
films to plays to recording to television programming — carries overt com-
mercial imprimaturs, it contributes to a pervasive hegemony of mater-
ialism that not only overrides artistic or aesthetic values but also reduces
the audience to a commodity to be bought and sold again and again.
Kretchmer (2004) has noted the advent of what she calls “advertainment,”
which she describes as “entertainment content that mimics traditional media
forms but is created solely as a vehicle to promote specific advertisers™ (204
39). Put more simply, overt placements can turn art simply into another
commodity bought and sold for profit.

Restructured Creativity

Consumers have accepted the use of hranding to establish characterization;
we know the stereotypes of a “Marlboro man,” the “Pepsi generation” and
a “NASCAR dad” Writers have used products as specilic propa within
novels and seripts for years as one way of quickly signaling insights about
settings, characters, and ¢ras. Contemporary placement often goes beyond
such characterizations, however. The posed product pitching captured with
The Truman Show should be just that — a parody of commercialization,
not what we routinely experience when we watch a film or TV program
or listen to hip-hop. Numerous case studies in academic journals, trade
journals, and newspapers point to the editorial decisions of producers,
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directors, singers, playwrights, and novelists apparently made ta afford
the brand its negotiated positions, and a few lawsuits illustrate what may
happen when the director or producer does not follow through on the agreed
p.roduct depiction (see e.g. Nitins, 2005). Obviously, same of these deci-
sions get publicized, so that audience members and critics are aware of
the push to please the sponsor. But many such decisions may be made
throughout a project, from the initia! idea for a project as a product
vehicle to post-production edits that insert or delete brands from scenes,
The impact of such overt commercial consideration an originality and
creativity may be impossible 10 measurs — but it s certainly possible to
observe it on screen.

Is all product placement bad for cansumers? Obviously not. Some
branding is amusing, some creative, some arousing. But consumers should
be aware and wary of the phencmenon - and perhaps mindful that when
they pay 28 for their next movie ticket or go online to play the latest “Haly™
game, they may be getting more than just entertainment,

Do we really want to hear: “The Cscar for best leading role in a film

b
a product, good or service goes to . . 7 ’
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Stereotypes in Advertising

We den't bave milk cows. People
have so many stereolypes of
people from wheve I come from
Ciklakoma. We don'’t ride arounda
in covered wagons, cithern

Carrie Underwond

There's an automobile television commercial that has been running incessantly
on the TV programs I like to watch. In it, there is a back-in the home 20
something kid complaining about his clueless parenis, The parents, meanwhile,
are out having a blast — either nding mountain bikes across treacherous terrains
or gathering with hip friends to take in an ontdeor coneert of an eually hip
band. These commercials annoy me to no end. It might be because I don’t like
how the advertiser is using an “anti-stercotype” in what, to me, seems like a
stereotypical way, Or perhaps, I'm annoyed with the portrayal of thess clueless
“achuli, children,™ (Move aut of the house dghl now!)

While I find this adverlising campaign irksome, [ have o admil that it does
touch a nerve. First, I'm the warget market of the campaign. (I'm in the some age
group as the hip parents.) And, second, the car actually sounds Lke it might be

Advertising and S An i ductic, S d Edition. Edited by Carcl J, Pardun,
@ 2014 John Wilvy & Soms, Ine. Publislud 2014 by Joluy Wiley & Soms, Ine.
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a good one for me. So, maybe this is an example of a commercial that is full of
stereotypes used in a very effective way.

It's easy to make a list of stereotypes we see in advertising. In fact, I'm not
sure I can recall an advertisement that doesn’t use stereotypes! While it may be
easy to say stereotyping is wrong, when an advertiser has 15 or 30 seconds to
tell a story, it’s more challenging to explain the importance of eating oatmeal
to control cholesterol if the viewer can't quickly see that the person on sereen
obviously needs the product! And, really, aren’t some stereotypes just another
way to good-naturedly poke fun at others — and ourselves?

Even if we think stereotypes are expected — even necessary — in advertising,
the ssue is only going to continue being controversial. Heres why.

First, our society is becoming more segmented, so even if stereotypes are
indeed helpful, as Margaret Morrison argues, it is becoming more difficult to
create a meaningful stereotype that the audience ¢an resonate with right away.
For example, consider the aging population. There are currently more than 40
million Americans who are over 50 years old. Where a generation ago, “over 50"
might have meant middle age — or even “over the hill” - being 50+ today is more
complicated. Yes, many people in their fifties are indeed grandparents, but some
are also new parents themselves. Some are competitive athletes, some are on
the “most beautiful people” list, some are college students, and some are Florida
retirees, spending their days on the golf courses around the state.

Second, it is harder than ever to get a viewer’s attention when it comes to
commercials, Now that digital video recorders and other technologies are
common, advertisers have to be more daring, more targeted, more “in your face™
to get your attention for even a few seconds. It could be that the days of gentle
stereotyping are over! If an advertiser is too subtle, the message is most likely
to get lost.

Third, in this media-saturated world, consumers have become more sophis-
ticated about what the media can (and can't) do. Many look suspicivusly al the
message advertisers provide. So if it’s not authentic, the consumer may very well
ignore the message. If an advertiser doesn't use a stereotype, there is probably
just as much chance that audience members will criticize the advertiser for being
“too real” (i.e., the company is trying too hard) and thus the advertiser ends up
being criticized as much as (or more thar} if it had just gone ahead and used
the stereotype.

So, what's the right way to handle sterentypes in advertising? Ilo we get
offended if we're made fun of hy way of alereolypes? Or do we decide thal its
a technique to quickly grab our attention and then let us choose what 10 make
of the message? Are all stereotypes bad? Or can a “good stereotype” (hardwork
ing, patriotic blue-collar employes, for example) benefit the demographic that
is getting praised?

Finally, we need to wrestle with the issue of why sterectypes in advertising
may be an cthical issue in the Hrst place. How important is it for us to get the
whole picture before we make a judgment about a person? Does it matter if we
jmigﬁ fictional people (charactera in advertising) quickly? Some people might
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argue that if we don’t see a person accurately — even in an advertisement — thin
we are setting ourselves up to treating “real” people too simplistically, amd thure-
fore not ethically. Or, as Jane Marcellus mentions in her essay, when we believe
stereotypes, we begin to expect that people will act in a certain way, which may
be short-sighted and ignores the complexity of the persen. Other people wauld
say a stereotype is only an entrance into a person’s life — nod a defindtion of it
These are tough questions. What ethical role - if any - do sterentypes have in
advertising? You decide.

Ideas to Get You Thinking . . .

1  Make a list of all the stereotypes vou can think of Start with the most
obvious (housewife, football player, grandimother, etc.). Then wnte a one-
waord deseription of the label. Now see if a classmate or friend can match
the descriptions with the stereotypes. How many did they get right? What
did you learn?

2 Watch your favorile televigion progrun, Ligt every kind of stersotype tha
o o aerss in e show. Be as apecifie as possible, Ty you ihink e
stereotypes are necessary? Why, or why not?

3 Flip through a magazine. Every time you come across a stereotype, make a
note of it. Are there certain groups that come up more than others? Which
nnes?

4 Tape one of your favorite television programs (or access it online or through
YouTube). You will most likely need to view it more than onee. Make a lis:
of all the commercials you see during the show, List all the main characters
in the commercials and indicate whether you think the characters are por
trayed in stereatypical ways, What did you discover?

Other Topics to Debate

[

Only negative stereatypes are really negative.

2 Btereotypes in the media oulside of sdvertising are baa Beeaose Cthose vehi-
cles have plenty of time W develop the characters. However, because adver.
tisers have just a few seconds to make a point, it's 8 necessary
mechanism.

3 Stersotypes that mock successful mdividuals (such s doctor=) are perfectly

accepiable,

If You’d Like to Know More . . .

Gilmare, 0 and Jordan, A G012 Dorgers and haskethalk Hacs and stereatypes in foosd
and heverage advertising aimed at children in the US. Jowmal of Children and
Meddn 603 B17-20E2 doi: 10 ORIV 7AE2 700 20N 2 E798
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> < Argument

What'’s the harm in advertising

stereotypes?

Jane Marcellus
Middle Tennessee State University, USA

In the November 2011 issue of Esquire magazine, a foldout poster of Rihanna
shows the performer lying on her side, wearing nothing but what looks like
strategically draped seaweed. On the flip side is a color photograph of the 2012
Shelby GT500 Mustang. Both the poster and the ad follow a lengthy profile of
Rihanna, who was named Esquire’s “Sexiest Woman Alive” in a conlest spon-
sored by Ford.

Immediately following the poster, a Ford ad proclaims that “How you hang
this poster says a lot about you.” It offers three choices. Choosing the “Sexiest
Woman Alive side” shows that “You're a red-blooded American male.” Choos-
ing the Mustang side also shows that “You're a red-blooded American male.”
Hanging the poster on a plate-glass window, so buth sides can be seen reveals
that “You're a genivs.”

There are a number of criticisms about this spread. It blurs the line between
editorial copy and advertising and suggests that a woman and an automobile
are equal in value Just as troubling, however, i= the suggestion that if a
man does not select the car, the woman, or both, his masculinity - and his
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Americanism -~ will be in question. The ad degrades women, but it stermoiyges
both women and men, reducing them, as British cultural studies theanst Stuari
Hall observes, “to a few, simple, essential characteristics, which are represented
as fixed by Nature” (1997: 257).

Stereotypes in advertising are unacceptable. They are limiting, often demean-
ing, and simply not necessary to sell products. In facl, sl slereolypes are so
troubling that, in 2008, the European Parliament vodedd Bd=1 10 10 adop & non-
binding report aimed at convincing the ad industry not to use them. Focused
primarily on gender stereotypes, the report states that ad stereotypes can “strait-
jacket women, men, girls and boys by restricting individuals to predetermined
and artificial roles that are oflen degrading, humiliating and dumbed-down for
both sexes” (Carvajal 2008).

Understanding the probiem with stercotypes 15 casler i you understand that
the word "stereotype” comes from early printing, where it had to do with using
a metal plate to praduce the same image over and over. Nowadays, according
to the Oxford English Dictionary, it refers to an “oversimplified idea” that is
used, like those metal plates, over and over again. Media scholar Kim Sheehan
(2004) Jikens the concept to modern-day photocopying. The word "clich®” has
simifar roots. Unoriginal ideas multiphed without thought, stereotypes limit our
ability to see people, things. and ideas in nuanced ways. As Walter Lippmann
(1922) writes in his classic work Public opinion, stereotypes are “pictures in
our heads” (1922: 81) that construct the way we see the world around us before
we have a chance to loak for ourselves:

For the most part we do nol first see, and thea define, we define first and Cen see In
the great bl ing, ing o gan af the cater world we pick oot what sor culture
has already defined for us, and we tend 1o pereeive that which we have picked out in

e form stereotyped for us by our culiare, (Lappmowmn 1633 81)

Media ethieist Thomas Eivins calls stereotypes a “Platonic skadow-show put on
by our own culture - a figment of reality ab best™ (2008 208}, Limiting our ability
tea gee would be bad enough, but as Hall ohserves, stereatyping often accurs
where one group is more poweriul than another. Difference is emphasized as
the less powerful group becomes “the Other” (1997: 268) and social domirance
is maintained. In the Ford ad from Esquire, the dominani group is the “red
hlaaded American male” who sees hoth cars and women as interchangeahle.
Messured againsl one anotiher in a conteal, wonen ae disempowerid, bt
male readers who do not wish o disempower them are also, implicitly, “the
other” — unmasculine and un-American,

Of course, stersotypes are often justifled as the Bsiest way e comamunicats
in the blink of time that an advertiser has to capture andience attention. Cer-
tainly, they leave lasting impressions. We are all familiar with the “choosy moms”
wha select o certain brand of peanut butter or women who debate the best way
to mop their floors, clean their bathrooms, cr get the stains out of their rowdy
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little boys clothes, It seems dads rarely worry about such things, and girls are
never rowdy. Instead, at very young ages, girls are found in fashion magazines
like Teen Vogue and Costno Girl, Ultra-skinny, with flawless skin, they tout
everything from mascara to jeans. Such images are perfect illustrations of Laura
Mulvey’s point that the “male gaze™ constructs women as sexual objects in an
“erotic spectacle” (2006 [1975]: 346). In other words, the way men see women
determines their value, so women evaluate themselves according to how they
think men will evaluate them. Both sexes are encouraged to see women as
objects, and anything else is unnatural in this system of mutually reinforcing
stereotypes.

Une might argue that there s nothing wrong with having a clean house,
playing outside in the dirt, or wearing nice clothes and makeup. But many ads
present people in what cultural historian Roland Marchand calls “social tab-
leaux” (1985: 165), a strategy that emerged in the 1920s. Many tableaux suggest
there is no other way to see moms, little boys, or teen girls. As Bivins says,
stereotypes “present only a single cultural picture, and reinforce certain cultural
expectations” (2009: 207). “How many believe that the Irish are heavy drinkers,
that Mexicans are lazy, that blondes are dumb, that white men can't jump?” he
asks (208). Although many people know such egregious stereotypes are wrong,
other stereotypes — subtle but just as powerful - tell us that men are slobs, single
people are desperate to mate, and anything fleshier than “sixpack abs” is obese.

Both Sheehan (2004) and Bivins (2009) cite two media theories to help explain
why stereotypes are so powerful. Cultivation theory, developed by George
Gerbner (1973) holds that the media (particularly television) have such power
over the way we see the world that, as Denis McQuail writes, it “gradually leads
to the adoption of beliefs about the nature of the social world whicl con-
form to the stereotyped, distorted and very selective view of reality” (2005: 497).
For example, those who see a lot of ads where only women seruh bathrooms
and men objectify women begin to believe that these are natural behaviors for
real people. Media expectancy theory, similarly, holds that over time we not
only believe that certain behaviors are normal but we expect all people in that
group to conform to them. As Sheehan argues, expectancy theory suggests that
“the use of stereotypes hinders one's view ol any individual as a complete
person” (2004: 83). An example is Richard Iyer’s list of commaon gay and leshian
stereotypes — “the butch dyke and the camp queen, the lesbian vampire and the
sadistic queer, the predatory schonlmistress and the neuratic faggat® (2006
[1984]: 353). He notes that even somwe: gay peaple in the past believed they
were true, perpetuating self=oppression. Similarly, Bivins says, “IT you are a
young woman and you eonsistently see women portrayed us airheaded ‘shopa-
holics,” you may, over time, begin o adopt that chiché as an actual way of life”
(2009: 208).

It is important to remember that not all stereotypes are communicated visu-
ally; accents also stercotype. "Who would think that o German car company
could break ground in Sparianburg, Carolina and call it home?" asks the
anhigiifiect in 4 BMW commercial, his speach heavy with “goad ald boy” Sauth-
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ern inflections. The voiceover continues as images of working-class peopls in %
diner and football players on a field are interspersed with visuals of the factory
(which makes luxury cars). Similarly, a series of BP ads that appeared in the
wake of the 2010 Gulf of Mexico oil spill used announcers with Southern acrents
as part of the company's crisis management. In both, the “folks like us” attitude
and Southern dialect are clearly intended to convey “Amurivanness” and [0 ward
off the perceived threat of large foreign corportiona. Yer when there ia no
foreign “other,” regional accents can be negative. As linguist Dennis E. Preston
notes,

Just as US popular éulture has kept alive the havefoot, moonshine maling and drimlcing,
intermarrying, racist Southerner, s b i eondinued Lo coninbute bty the pereeption af
the brash, boorish, criminal, vinlerd Mew Yorker Small wonder that the sanetles of
English sssucialed wilk these areas have these characteristics attributed o them.,
(Preston n.d.)

British accents also convesy slereotypes about social class and education. The
little green gecko who sells GEICO carmsurance actoally speaks with o Cockney
accent from East London — the ane-lime poor, working-class ares immortalised
in Charles Dickens's Oliver Twist. Although the gecko's charm appeals to many,
it may offend those sensitive to defining “Englishness” in a way that both capital-
izes on but ignores the cultural complexity of an area knowr for overcrowding,
poverty, and erime, but which is inday a rich hodgepodge of ethnicitiea To thase
whio understand the regional nuances of British culture, “English”™ is no more
defined by the Cockney aecent than it is by the stuffy upperclass accent of the
stereotypical English butler. Out of place in America (and on a Southwostern
lizard), the gecko's accent may not amuse viewers sansitive to its cultural
implications. After all, how would people in the United Staces (particnlarly in
the South) feel if a “redneck” accent were used in British ads for British
products?

Bul maybe you're still nol convineed.

Sometimes, it helps 1o take a sep back in tme and gein a historical perspee-
tive, Let’s consider the African American woman featured in a bathtub cleane:
ad that aired regularly in 2006 Did she just happen o be black? Or did she have
what Raymond Williams calls “culiural ancesiors” (1961; 53), whose presemce in
media of the past make her presence in media now seem natural®

G0 ta the store {(or mayhe to your Kitchen cabinet) and look at the image of
the black woman on Aunt Jemima pancake mix. She has the bright smile, neat
white collar, and pearl earrings that any professional woman today would be
prrvnd Lo wesr o an execolive jole Bulahe ased U ook quite differsnl. From he
1800s, when the product was introduced, until the mid twentieth eentury, she
was an overweight black woman with a rag around her head = the typecal manmy
[rom the antebellum South, In faci, the first model Tor Aunt Jemimas aciaally seas
a h-year-old former slave named Nancy Green (Advertising Age, n.d.). Ina 1919
ad feoim Ladics” Hame Jowrnal, Aunt Jemima was called, paradosically, “the
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cook whose cabin became more famous than Uncle Tom's” - a reference to
Harriet Beecher Stowe’s antislavery novel Uncle Tom's Cabin.

Back in those unapologetically racist times, the black “mammy” who spoke
in dialect was common in ads for household products. The woman in a 1928 ad
for an insecticide called Flit declares, “Dat little easy contraption do de wuk of
six of dem giggling house gals in de old days” - referring to slave times. A 1931
ad in Forbes magazine urges businessmen to use “Clarinda™ (another mammy
with a rag on her head) along with the new imaging process of rotogravure to
sell their products. “Fresh, savory, delightful - ten thousand such words would
not tell the sales story of freshness as vividly and dramatically as the camera
and Clarinda tell it here,” clauns this ad, which [eatures Chase and Sanbom
coffee as an example of what “Clarinda” could sell. The popularity of such
images changed only when people became more sensitive to racism. Have they
gone away completely? It you think so, then why does it seem natural in Ameri-
can culture for bathroom cleaner (or, in another ad that aired in the early 2000s,
medicine for constipation) to be sold by plump black women with “down home”
plainspokenness, even if they do not wear rags around their heads? Who are
their cultural ancestors?

Other groups are also stereotyped. As Debra Merskin argues, “Trade charac-
ters such as Aunt Jemima (pancake mix), Uncle Rastus (Cream of Wheat), and
Uncle Ben (rice) are visual reminders of the subservient occupational positions
to which Blacks often have been relegated” (2001: 160). In the same way, “Crazy
Horse Malt Liquor, Red Chief Sugar, and Sue Bee Honey similarly remind us of
an oppressive past” (160) for Native Americans. Today's images of Native Ameri-
cans are heir to such stereotypes, for they draw on ideas of “Indianness” that
many people learned as children. In the case of African Americans, the culiural
purpose of many stereotypes was originally to help “make Whites feel more
comfortable with, and less guilty about, maintenance of distinctions on the basis
of race well after Reconstruction™ (Merskin 2001: 160). Their daily use had the
effect of “constantly and subtly reinforcing stereotypical beliefs” (1600, The
same can be said for any other group that is made “other.”

For advertising students seeking alternatives, it is nseful tn rememhber
Dyer's distinction between stereotypes and social types, which “are open-ended,
more provisional, more flexible,” creating “the sense of freedom, choice, self-
definition™ (1984: 355). Social typing suggests that there are many ways to see
onesell as a man or woman, mom of dad, girl or boy. In contrast, atereatypes
are designed to limit and exclude these who do not fit narvow ideas of normaley.
“You appear to choose your soclal type in some measuie, whereas you are con-
demned to a stereotype” (Dyer 1984: 355). Dyer argues that “righteous dismissal
does not make sterealypss o away™ (355) and culls for betler understanding of
how stereotypes funetion in society. Sheehan (2004) argues that stereotypes are
mitigated by factors such as valence (emeotional significance) and frequency, and
whether the sterestypes are positive or negative, Llowever, it is important to
remember that these may vary with audiences, as we saw with the GEICU gecko
example.
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Advertising creates an imaginary world that teaches us how to see the real
world - and how to see ourselves. As Anthony J. Cortese writes, ads “seem Lo
seep quietly into the back room of our consciousness,” where they “try to tell
us who we are and who we should be” (1999: 12). For this reason, stereatypes
have no place in advertising. They harm us all by diminishing our ability to see
and to be seen as the thinking, feeling, unique individuals we siee, 17, 1= Ligpmeann
(1922) says, we define first, then see, we don’t realiy sae al all. Becanae wls have
so much social power, those who create them have a responsibility to do so in
a way that does not reinforce unequal power structures. The ability o do that
is one indication, in the twenty-first century, of a truly creative, responsible
advertising professional.
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Counterargument 5 <

Stereotypes are a necessary and
appropriate strategy for
advertising

Margaret Morrison
University of Tennessee, USA

You come across a lot of estimates of how many advertisements the average
person sees every day. J. Walker Smith, principal with the Futures Company,
former president of Yankelovich, a pre t market research firm, and writer
of one of the essays in Chapter 3, says that we've gone from being exposed to
about 500 ads daily in the 1970s to as many as 5,000 today (Johnson 2008). Obvi-
ously we can’t possibly pay attention to all those ads. And advertisers have only
seconds to capture the attention of consumers. To do so they use a variety of
techniques designed to catch consumers’ attention. They place their ads in tiv
media vehicles that their target markets use (i.e., Gatorade on ESPN.com or
Wells Fargo in the Wall Street Jowrnal). They make their ads as relevant ta the
target as possible (for instance, a lot of college-age men like beer and women
and that’s why you often see very attractive women in beer commercials). They'll
use things like catchy headlines, popular music, quick edits, and metaphorical
devices, all with the goal of catching your attention.

And they often use stereotypes.

Yes, stereotypes. And most advertising would be a failure without them

So what is a stereotype? Let’s start at the heginning. “Stereatype” is derived
from the Greek (“stereos” or solid) and Romance languages and originally
referred to a method of printing from a plate. The meaning of the word has
changed over time. Today we use “stereotype” to refer to an oversimplified idea
about a group based on some preconceived assumptions.

We use stereotypes to help make sense of all aspects of our lives, Think of
them as shorthand for living. For example, belongings like cowhaoy boots or flag
pins communicate [0 others something about the individuals to whom they
belong (we might be quick to stereotype the former as a fan of country music
and the Jatter a3 an exiremely patriotic person) (Cheryan et al, 20080), Given the
complex nature of our world - all the information you are exposed to every day,
all the stimuli present in your environment, and the myriad things you encounter
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every day like countless advertising messages — you can begin to see how slare-
otypes may be vital to help you understand the world.

So stereotypes have been around as long as humans and are useful in helping
us organize our thoughts.

There are many theories about how the brain processes knowledge. including
advertising. One of these — schema theory — is particuiarly usiful in nndeistznd-
ing how stereotypes work. A schema is a cognitive Tramewnrk or oneept that
helps organize and interpret information. Schemas can be useful because they
allow us to take shorteuts in interpreting a vast amount of information (like the
amount of advertising to which we're exposed). However, these mental frame-
works can also cause us W ignore pertinent information in favor of information
that confirms our pre-existing beliefs and ldeas. For instanee,

prejudice is an example of a schema that prevents people from seing the world as it
really is and inhibits them from taking in rew information. By holding certain beliefs
about a particular group of people, this existing schema may cause people 1o inberpret
sitnations incorrectly. When z=n event happers that challenges these existing beliefs,
people may come up with altemative explanations shat uphald and support thelr sxtat
ing sehma instesd of adapling or changang their balials, (Cheery, md.)

Because we tend to gravitate rtoward mental images that reinforce what we
already know about the world, schemas contribute to stereotypes and make it
difficult for us to be receptive to or to retain new information that does not
ennform to what we already believe. Incorreet pre-existing information abowt
other groups is hard to correct because it is reinforced through the use of stere
otypes, As such, we develop ideas about people who are different (in psyehology
these are known zs “oul-groups™) thal become intractable, Thats (e wuin
reason why the word “stereatype” often comjures up all sorms of negative asso-
clations. White people don't have rhyithm. African Americans are good al
hasketball. All Asians know kung fu. Middle Easterners hate America. Germans
are cold and rigid. These are somwe common and enduring negative stereoypes
about racial groups. And such examples abound, But stereotypes can just as
often be positive. Mothers are loving and aurturing human beings. Children are
haorm inmocent, Best friends are loyal and would give yon the shirt offtheir backs
Your dog loves you no matter what youn do, Hard work seldem goes imnaoticed,
All of these are stereoly pical ideas wilh posilive comnolalions,

Stereotypes simplify realiry and advertisers use them to make an impression
on you, And it makes sense. Think about television, Advertisers have approxi
mately 30 seconds to explan their preducts to you. Some of these products
might be guite complex (think of technelogical things like computers, or high-
priced iy vehicles with amyriad options), so explaining them in sich o short
time frame Is a challenge. Short cuts are needed and thar's where siereoypes
are uzeful. If an advertiser can give you a cue via # stéréotype, that makea for
an efficient messglio, Forinstance, classieal muosic osed in s loxory car adver ise-
ment, combined with actors wearing expensive clothing, signals that the ear is
prestigious, You expect that rich people dress well and that they drive niice cars,
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Similarly, inner city youth and rap music in an ad for a clothing brand tells you
that the brand has “street cred” and is hip. And advertisers hope these qualities
will be associated with their product; they use very specific tactics to create a
brand with a personality that is attractive to the target market.

Common Stereotypes in Advertising

The United States is a large and complex country, comprising an almost infinite
number of different groups. And, similarly, an almost infinite number of stere-
olypes. Below, we discuss some conunon ones [vund in adverbising.

# Children: In children’s advertising, boys are often portrayed as rough or
aggressive. They are more likely to be seen in sporting or athletic roles or in
positions of power. They are presented as more independent than girls. Girls,
on the other hand, are portrayed as more dainty or feminine. They are often
shown playing house or cooking and they play with dolls (boys, on the other
hand, play with action figures). They like the color pink. They are more
concerned than boys with being popular and beautiful. If a girl is shown in
an advertisement with a boy, she is often smaller and gazes up at the boy or
is portrayed as in some way subordinate to him (Browne 1998).

*  Shallow or incompetent men: A fixture of many beer commercials, young
men are often portrayed playing childish pranks on each other. They are
old enough to drink alcohol, but their mental development seems to have
regressed. They will drop their friends in a heartbeat if a pretty blond pays
them the slightest bit of attention. Incompetent males are also often shown
in advertising. Who hasn't seen an ad in which a bewildered husband is out-
foxed by his smarter spouse? Males are often portrayed as bumhlers around
the home, incapable of performing even the easiest of household tasks (that
is, unless they have the advertised product).

*  Senior citizens: Older consumers are often portraved in advertisements as
infirm and doddering. They are shown as out af touch with reality and may
be unattractive.

* Females: Apparently, men don't do the laundry, as virtually every advertise-
ment for laundry detergent features a woman. Even though the majority of
women work outside the home, they are atill depicted as being in charge
of all household chores. They are alao more likely than men 1o be shown as
responsible for food selection and meal preparation in the home (unless it
is barbecuing, which is almost exelusively the domain of men).

*  Race: Advertising can prerpeinate racial stereoiypes that have lasted for gen-
erations. Native Americans have been portrayed in advertising as wild, primi-
tive, and uncivilized. Ur as noble or peaceful people who live in harmony
with aature. African Americans are often shown to be great athletes and
superb singers and dancers. African American women are sometimes por-
trayed as angry and lond. When Asians appear in advertising, they are typi-

Stereotypes in Advertising 132

cally presented as technical experts or otherwise intellectually gifted. They
appear in ads for business-oriented or technical products. They are seldor
shown in a domestic setting. Hispanics are often portrayed as lively and fun-
loving, or violent (but great lovers). When whites are portrayed in advertise-
ments with those of another race, they are perceived to be in charge
and typically pictured in the forefront of the ad Additiemally the sty
of ads for luxury goods feature white people, thiia croating a slerectype: of
privilege.

So obviously, stereotypes are pervasive in advertising. Why should you care?
Sterevlypes creale expectations that members of a group will act a certain way,
And if all you have to go on is a stereotyps, then membors of the group bocome
the stereotype in your mind. Think, for example, of o teenager growlng up Ina
tiny town. This person has never met an Asian person. Bur, he thinks they're
probably all really smart because they program computers, ar at least that's the
message that advertisers have been sending him. Imagine his surprise when an
Asian student transfers to hiz school and tums out o be 5 medioere student
except in the ares of ar, at which he excels, To take this further, think gbsout
the pressures that the Asian student. himeslf sneoumters owing o stersostypes.
All around, he sees signals (stereatypes) that Asians are exceptionally smart and
technologically savvy. He feels like a misfit with his dream of being an artist.

The Right Way to Use Stereotypes

We've discussed what stereotypes are, and why they are vital to advertising,
We've also discussed some of the negative things assaciated with them. At this
point its relevant to ask: Can stereotypes be used respansihly? 1T 50, how?

I believe they can. But first, its necessary to distinguish between good and
bad uses of siercotvpes. Stercotypes can be functional when they are accepied
as u nalurd process Lo guide expectations, Stereolypes become dyslunctional
when they are used o judge an individual ineorrectly (Moaij 2005). Advertising
messages are Lypically shorl and thus ey depend one steseolypes (o allract
attention and generate awareness, but they can also result in harm. Let's look
at an example, Elderly people have been stereotyped as feeble and senile. In
reqlity, many are physically fit and as sharp as tacks. But ler's say that you are
an insuranee provider looking at an application for supplemental inswrance aned
all you have to go by is a plece of paper that says the person applying is 50 years
old. A dysfunetional sterestype might leasd you w deny the applican, causing
hartn tax him or her,

The best thing for an advertiser to do is 1o use stereotypes in funcionsl ways
This is particularly effective in these times of niche marketing, as functional
stereotypes can be used to make advertising that 12 relevant 1o target segments
For example, alter %/11, many negative stereotypes of Middle Easterners
cmerged. When you see stories about Muslims, they are often aceompanied hy
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images of stern-looking men with turbans and beards. If we were advertising
a product to a Muslim, we might create a functional stereotype that shows a
Muslim man langhing with his little daughter or enjoying a happy feast with his
family. This new stereotype, seen often enough, might replace the older one.

Concept or copytesting your ad with members of the target audience also
helps avoid dysfunctional stereotypes. In such cases, members are shown
several concepts or rough advertisements and asked such questions as: What
was the main thing the concept/advertisement was saying? Were there any other
ideas in the concept/ad? Discovering in advance that you are sending a wrong
or unintended message can help avoid a disaster for both you and your client.

If you're planning to work in advertising, stereotypes will become vital to you
because they are vital to advertising. The key is to use them in a manner that is
respectful and does not perpetuate negative ideas about a group.
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Advertising Choices

Influences of Stereotypes and Taste

1 am sure I can’t define good taste any more successfully than our highest courts
can. Indeed, when one goes to the theatre or to the movies, he must wonder if
there are any bounds ar all. Compared 1o thar, advertising language has aimost
the moral purity of a Gregorian Chant.

—A. . Seaman

Much of the actual “work™ of advertising and advertising agencies involves choices:
choices regarding whom to target. which media to purchase, or whether the magazine
advertisement will be single page or a spread. To create an advertisement, advertising pro-
fessionals make dozens of choices. All these choices made during the developmient of an
advertising campaign help in the creation of the meanings of the advertisemeni. Thus, all
choices can be important, and all choices can potentially have sociesl #ffents thar go
beyond the goal of the advertising message itself.

In this chapter, we discuss two specific choices that advertising agency siralegisls, ari
directors, and copywriters make during the development of advertising campaigna, and we
examine how advertising professionals select specific imagery and messages that can
shape societal beliefs. First, we investigate the role of stercotypes in advertising messages
and in society, Second, we examine how some agency pérsonnel chaosé to *push the enve
lope” in terms of propriety by selecting messages and imagery that may be perceived by
some as inappropriate and in poor taste We look at how questions of taste are viewed by
the public and can be addressed by advertisers,

STEREOTYPES IN ADVERTISING

The term stereotype sriginuiod w o printing lerm: A& stercolypse wis originally o metal pring-
ing plate thar wax cast frem o meld of o raised prindng surface. It is much closer o what

T4

we think of as a photocopy today. In that way, then, the term stereotype is value free: it
denotes neither a positive nor a negative characteristic. Today, we delane slereolypes ws ure
group’s g lized and widely pred beliefs about the perscnal auributes of memben
of another group, The essence of a stereotype is the parcaption thar avary paran whs
belongs to the group is a generic exemplum of a tvpe rather than a unigue individual (Tayler
& Stern, 1997, p. 48).

We use the term stereotype today in a descriptive way that may have either positive or
NEGATIVE CONROATIONE (Tiylor & Srem, §997). These connotations derive from the quarntica-
tive and qualitative components of each xpeeifle s rantyps. Tha quantiurive sepscr comes
into play when we consider that meaeT Ataraary e Orlginars hecaims some proporicnol s
specific population is reflected i the sterentype o example, ke the following two
statements:

1. Children fove to play with toys.
2. Women love 10 shop

i wie think af the definiton of A serectyps givan sarlles we aee that b 2anemsns
ool b defined a8 arerearypes. Hosever, individuais would raely desonbe Ui G stne
ment as a stereotype but more as a statement of fact. The second starement might 'oe seen
as a stereotype because i reas all women as 2 generic exemplum of a typ: (shoppers).
The problem, though. is that the second statement is not completely true. You hawe prok-
ably met at least one woman who does not like to shop. In fact, we could probably st
that both siateients ane lalse Because theie siay be a child somesdens that does mol lowve
0 play with teys. To staic the phrases correcily: we would have (0 say that meos! children
lovve 1o play with s or some women love o shop. As we quan ianively assess the propors
G af the population that meets the staiement, wi can judge te quin litative conm poame it
of the stereotype. By not incluging same indication off the stzc of the specilic groug. then,
the s@rement suggests stereotypical behador.

The quahiaiive aspect mvolwes U context ander which D stalemsend is made. e e
stereatype has a negative connsation teday. 1l we are eelebrating the Ircedem and carelree
nature of childhood, we see the first statement pos ithvely and may o chink of h &s asve
reotype. IF we are suggesting that shopping is a wasteful and unproductive activity: we
might see the secend stalement aboaul women 28 siercotypical. When we soe the chad-
wrization in a negatve contexz, the sterectype @kes on an unfavoable nature. When a
characterization is used in A positive CORMERE, We May not Alwags son it A% 4 ety
Dobeynshi, 2000).

‘We can berter evaluare the quarsiative and qualliative aspecs of serectypes in the
aitvertising context and the miles of sterentypes in sociery by thinking ahoir stsrentypes
from thres differans perspactives:

1. The runye ol sercoiypes pr Iin W T
2 The valence of sterentypes presented for a specific group
T Tha frequancy of this porTrayale of #ach AaTearyps

We will discuss each of thes? individually.
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Range of Stereotypes

If you watch television for half an hour. you will be able to develop a list of what you
would consid /pes in both the p ing content and the content of commer-

cials. For ple, a recent six-c

ial block on a single television program presented
the following stereotypes: the supermom, the computer geek, the trendy youth, the good
dad, the dumb blonde, and the frat boy. It is likely that these descriptors have painted an
image in your mind of the specific people in the advertisernents and may even suggest the
lypes vl products Uhai were adverised i ibe commercials leaturing ihe characiers.

Why do advertisements use so many stereatypes? Advertisements present brief dra-
matic stories with a message (i.e., a selling message) in a very short time period. For
example, television commercials e place in 30 seconds. and meat print advertisementa
fit into a single page of a magazine. Since stereotypes are considered the “coin of the realm
of the dramatic arts™ (Lerner, 2001, p. 16), using pes in ] Tl
quickly sets the stage for the messages: Stereotypes convey characters and images quickly
and clearly.

Although the term stereotype has a negative connotation today, some stereotypes pres-
ent positive images of a specific group of individuals, whereas other stereotypes present
negative images. We will discuss some of these images in the upcoming chapters. At its
best, advertising presents a range of images of one group of people. Therefore, people view-
ing the commercials do not think of individuals in that group as being one-dimensional but
rather see individuals in the group as all being alike. For example, women between the ages
of 20 and 30 are seen frequently in advertisements for a range of products and services. A
variety of portrayals of this group are seen: executive, mom, student, artist, and so on.

Women over age 40, though. are seen much less frequently in commercials. When they
appear, older women are often portrayed as suffering from medical problems. Although
some older women do fit this category, many others do not. Since a limited range of pui-
trayals of older women is presented, we do not get a true picture of older women in sogiety
from advertising messages.

Valence of Portrayals

Valence refers to the emotional significance of any given portrayal. 1o state it another
way. we often connect positive or negative values to stefeotypes. We choose the value
depending on the context in which the specific stereotype appears and given the other types
of images we see. For example. when you look at the advertisements in Figures 6.1 and 6.2,
who do you think the woman is? Both headlines spell it out: these are moms. These images
appearing in a magazine like Good Housekecping are likely to be perceived positively by the
magazine's readers because many readers can persnnally relate to the image of the mom as
nurturer. When the stereotyped attriburies are positive, they can make a very quick linkage
between an emotion (the pride of being a good mom) and an action (uacking a haalthy lunch
with Tum-E Yammies or taking Myquil). Thug advarrizamante suggaar bshavioes for peapils
who see themselves as emulating the stereotype (Lermer, 2001), .

When we think of sta ax negiative, wa are thinking about the context, or the
qualitative aspect. Many hallava thar ararsatypes aré problamans hecaizs they have the
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ability to rediice people of ohjecs o classes based on iNfererces that are rads from an
individual or gocial context (vanden Bergh & Kz, 1999, p. &7, For sxample, if 2 working
wornan pichs up Good Housekeeping in the denlisi’s wailing roorn and sees a sunber of
“good mom” porirayals in the advertiscements she may think that society believes her plase
15 in the home, not in the office. she may feel that society chastises: her for bregking wish
tradiiion by working [ull tiroe, or she may leel guiliy for rot being as good a mom as el
suggests she could b In this way the pertrayal may be negative.

Fraquency of Portrayals

139y 212

Thee iddea or concept of a range of purirayaly s very inporam w consider when coem-
plating stereotypes. A single adveriisement or any onctime porizayal of a group will rot
craxte A earestype. Thi contnuasd rainforenmant of iInformation about a group develss: the
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stereotype. In post-World War Il America, for example, the majerity of adull women were
homemakers. In a 30-year period, though, the number of worRing wemen increased to 0%
of all adult women. As women accepted and reveled in neir new roles outside the home,
advertising continued 1o portray women as homemakers and raely recognized thal wonmen
had roles other than the traditional role at home: AAVSTTIRING MARRAZAR CANTINGR 10 POTITAY
women in this homemaker role, even when statietice prove the quantitative aspect of the
stereotype to be untrue. Such portrayals soitiniue Lo itk many winien to this day.

If we see a range of portrayals for a single group. and we are consistently exposed to a
range of portrayals, stereotyping is generally nor a probdem ir is when we see 2 single
portrayal consistently, to the exolugign of olber nndges, thal The stereolype moves o an
exemplum-—that is, a single-fagered represenianion of a group. AN INCcssant recurrence of
asingle depiction threighodt mass media conrent, coupled with the paiciny of conpensar-
ing images, marks e dhegriction % 0 Sereilype. Seemg one sngle, consstent porinayul of
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agroup of people can affect how we perceive all members of the stezeotyped group, either
while we are creating advertising messages or when we encounter membarsof the group
inthe real world.

Let us consider the “good mom” stereotype again. it Lerins of Hhe fregueney of Ewe o
trayal, we would ask how often we see the “good mom® stereocype relative 1o other depic-
tions of women in advertisements. If the only image we see is the "good mom” stereotype,
we may come to think that women shouwid orly be found in the home. This could have the
effect of limiting the roles of women in society.

As illustrated earlier, the individual fais pussarTully affecied by & Stirediy e i le pe
son targeted by the stereotype. Siuies huve shown thist iF you have knowlede ol how
others stereotype people wio are part of your own damographic group, you will sor ac-
Ing thar way. An experiment exposed selecte groups of individuals to stereocypical imag-
ery about their groups (e.g . blonde women are stupid, elders are fargetful) and then had
them perform a series of intellectual and physical tasks. Those exposed to sterectypical
images of their groups did worse on the tasks than those who were not exposed to the
steremypen (Bepgeley. 20000, This study sugdens that iF ne one seminds you of o steeonpe
aherit yoir apacific group, wou will noe ks alecsd by tha sarearype.

Tl real peoviassr of gidrsnrypes i rhisic abdlicy mochange thie behaviar of the pecenn hokd-
ing the stereatype. Begeley illustrates this with an observation abowr women, > suggests
that one stereotype of womren shows them strangly affected by premenstrual syndrome
(PMS), a hormanal fluctuation that naturally occurs during a woman’s monghly cycle
Begeley (2000) writes, "if you think wemen are ninnies ruled by hormonal swings, you
don’'t name them CEQ™ (p. €7).

HOW STEREOTYPES WORK

How do stereotypes work in our saciety in generalt | hree speific theones help 1o describe
the process by which sterectypes create imagery among groups of people.

Cultivation Theory

140 212

Hivw have steidalypes Bevaive &0 powdihil? Geargs Gecbingrs Ciltivation  Thisaiy
Attempts 1o describe the power of media in g ur culture, Media are

the most ubijuitdes whalesalirs af sama’ alés in industriil secienes Mass medin
form the commoen mainstream of contemporary culture, They present a steady,
repedive and compelling systerm of images and messages. . . This unprecedenied
condition has a profound effec: on the way we are socialized into our roles (Gerbner,
1993, p. 25)

The two main concep:s wikhin this theory are mainstreaming and sesonanee,
tr w R y ared Vicker (2000), describes how people from
differant zacial groups will come segethar o xhare o common peroepdion as a resul of their
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exposure to television. This idea suggests that viewing of media messages of all types,
including advertising, can be a great equalizer of opinions and perceptions across vastly
different social groups. Resonance, according to Rosenberry and Vicker (2009), describes
how some images can have a greater impaci for people whose real life reflects that which
is shown in the media. This means that if the messages the media are showing happen o
reflect what certain groups think is true, they are going to be more affected by them than
those whose lives are drastically different.

Specifically with regard to imagery on television, Gerbner suggdests that there is a pattern
of setting, casting, social typing, actions, and related outcomes that cuts across most pro-
gram types and defines the world of television (Gerbner, Gross, Morgan, & Signorelli, 1986,
p- 19). The medium of television is seen as one of the strongest cultivation agents in society.
Ferse suggests that relevision creares an idea of mainseream life that homogenizes the out-
looks and social reality beliefs of viewers in a direction consistent with television context.
What we see on television, then, becomes a strong part in our worldview. Television can do
this hecanse it is consistent in its deviation from reality (Perse & Ferguson, 1994) For
example, people who watch a ot of television are more likely than others to express sex-
stereotyped beliefs such as men are breadwinners and women are nurturers. This is
because television consistently provides such stereotypical images to its viewers (Perse &
Ferguson, 1943),

Social Identity Theory

Social [dentity Theory suggests that everyone strives to belong to a group, and once an
individual belongs to a group, he or she sees that group as the “in-group” and other groups
at the “out-groups.” Tajfel and Turner (1979) proposed that there are three mental processes
involved in evaluating others as “us” or “them” (i.e., “in-group” and “out-group.” Individuals
first categorize people using social categories that divide people by things like race, eccupar
tion, nationality, and religion. It also recognizes that, for better or worse, individuals relate
certain types of behavior to each category. Individuals then engage in a process called
social identification, where individuals adopt the identity of the group with which they
identify. If a student changes his or her major from biology to theaser. it is likely that this
student will begin to act in the ways he or she believes theates act (and conform w the
norms of the group). One's self-esteem will become bound up with group membership.
Finally, individuals engage in social comparison where w Sompars sur awn group (what
we consider the in-group to other groups for whar we conslder the out-group). If self-
esteem is to be maintained, our group needs to camparc favorably with other groups This
is critical o understanding prejudice, becasse ance two groups identily themselves as
rivals, they are forced to compete in order for the members 1o maintain their self-ssteam.

Expectancy Theory

Recall that we earlier S"W thar cie friver af a R T I5 thear it makes Soiedine
act differently. This is capiured In Expectancy Theory. which suggesis that advertsing
portrayals build or rainfrires sxpeceariang and Influsnes eoclal reality If advertizing srereo-
types specific gimiips of prenple in comain ways, persons in the gioup will st mooact thar
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way because it is expected of them. You could take this to the rext step and saw that if we
present a stereotype (e-g. good mom) and associate a product with it je.g., [if peanut maiter),
we can make a somewhat effortless connection and a meaningful ackerticing promize 13
woman wants to be a good mom, she will buy Jif peafiul Bisfler

If expectancy theory is valid. then the use of siereotypes hinders one’s view of any indi-
vidual as a complete person. The mass med/a's use of stercotypes suggests that the mass
media will rarely portray men and women (or African Americans, Caucasians, or Hispanics)
as complete people with full and meaningful lives iLerner, 2001). The “good mam” stereo-
type, for example, suggests that wiman BIve & Wiy R o dpde in e s facused
on the home and the family i e2alily, & Zossd e oy alse e oo o Pordune 500
company while keeping ciuZren avalthy. However. the time and space limisciors of adver-
tising do not allow this complete representation to be provided in a single message.

Obwiously, such stereotynes can affect how each of us feels about ounselves: whether
we are doing what is right, whether we will be accepted by cthers and whether we are
fulfilling the roles expected of ©s in sociery. Expectancy theory also suggesss thar we
develap u worldview of different froups of prople who are not e us (whsher they ae
voungar or alder, a differens gender or u Silferent race, ar @mply living ina diffarenz pan
of tha country) through this Images wa gas intha media, including advenicing Depanding
on our lifestyles and how much media we are exposed to, we may see 3 wide range of
images of different groups cf people or a very limited range of porteayals of the group.

How Stereotypes Affect Adverticing Messages

141 212

D srepentypess wilk in adverrising® The answer s 10 depends. T peaple in the taiget
audience relate positively 1oa stereotypical portrayal, the portrayal may help sell the prod-
wct. If people in the target sadience creaw opinions abow groups of people oibier than te
group that they are in, and hese apinions pir the stereacyped group inlo a regatise 1gh,
a stereotyped portrayal could be problematic, Although we can all recognizs stereotypes
thiat are blaanily offemsive, how we view sitoer posicogals depeoids em the aste and cend.
tivity of members of the g aidience. For enaimple, many adve tisemmenis cargeted o
women pertray husbands ard fatkers 25 ncompetent around the home. Women may laugh
at these Pon.rariln bui men vlcwlns the same commmenials may be less armused.

Atype of adverfising called recariive adve dising urma Alereatyped on theircars. Athleac
shog manufacturer Keebolis campaign for 15 women's product line fratures women weleh-
ing a welevised fooiball game while a man cleans up after them. In another spot, a grovp of
men entertain during a worcen's basketball gametime oul. These ads are meant o pokie fun
at other adverisers’ use of Slereotypes or markeing technigues (veegele, 2008) Whilg (e
spot makes fun of waditional female/male roles, we must ask whether such advergsing
really does anything to change tham. Does this type of advertising merely promaote the tra-
ditional sterectypes that cusrenty exisg? s o oy Reebok sy, redly 3 woman's world?

Im tha e several chapers, we will disouss portrayvaly of men and waman, minoridas,
children, and alders In adve lllsl.na Ar thet end of zach cha pern, we Wil prov dr.waya.m.r ¥l
ww think abow portrayals as you develop sdvenising campaiges both in school and in te
futura. Mram thiz chapter, thoughe you shoukd be asle w el that i an advartean, youwil
probably not be able i avold uring srarscayping, kur yau shauld ba surs ghar you préssne
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a range of images in your body of work. Throughout the chapters ahead, we will continu-
ally admonish you not to take the easy way out. Rather, think about unigue and interesting
images of all types of people that will resonate with individuals in your farget audience.
Take women out of the kitchen, strip men of their pinstripe suits, and try to present imag-
ery that is more complex in the ads you create. One way to do this is by recursive advertis-
ing. and another way is to get owside and look at the huge variety of people on the street
during any given day. Understand more about the complexities of these individuals and use
that knowledge to create better advertising that resonates with target audiences.

OF course, advertisers are always concerned with breaking through the clutter. Certainly,
recursive advertising gets attention if for no other reason than it causes us to reevaluate the
stereotypical ideas that we each have in our minds and memories. Advertising, as you know,
18 challenged to be fresh, to be exciting, and 1o anract amention, as well as 1o convince Ackle
media audiences not to turn the page or change the channel. This leads to all kinds of tech-
niques that some may find problematic, particularly with regard to taste and advertising,

SENSITIVITY, TASTE, AND ADVERTISING

have an obligation to be aware that many consumers may find the use of cer-
tain stereotypes questionable and possibly even offensive. This use of stereotyped images
edges onto the slippery slope of sensitivity and taste in advertising messages. In general,
advertisers need to routinely examine and evaluate imagery and language that they use 1o
determine how consumers are affected by the messages, both in terms of the meaning
consumers derive from the messages and the overall appropriateness of the strategic
approach. In particular, any messages that may cross the fuzzy boundaries of good aste
should be closely evaluated.

How do we know when this boundary is crossed? Bob Garfield, a popular writer at the
trade magazine Advertising Age, wrote that “there is nothing crass about commercialism;
there are only times when commercialism seems crass, This is why there are no billboards
incemeteries” (Garfield, 2001a, p. 29). Images that are shocking, disrespeatful, ar aut-and-
out disgusting must be evaluated within the context of where they will appear, in terms of
both the advertising channel and the market. The sensibilities al Lhe Largel andience who
will see the message must also be considered. This recogni=s that a message Mar is com-
pletely appropriate to one target audience (e.g., men aged 18 to 39) may be inappropriate
for another (e, women aged 65 and older).

The challenge to any discussion of sensitivity and £t is TRAEEIER iRAVIAGA] Bas Kis 6F har
own ideas of what constitutes “good” and “bad " taste, If you ask any number of different ind
viduals what they ider tasteful or di ful, yoou are likely o et unicue answers fom each
of them. Van Bakel (2001) suggests tha: advertising mirrons a culture, and thus, it should retlsct
the dominant tone of a culture, When cultural icoms include such controversial individuals as
Eminem and Tom Green, the doreanant {ue can bevome guite croge (van Balel, 2001).

This is not to say that ecHain individuals and groups do nottry to quantily gasd and bad
taste. The Wall Street fournui once aemped o draft guidelines for jourmal advertisers tha
would describe the iypes ol imagery thel vrees the line of decency and tede. In addition, it
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considered creating a review board to screen submitted advertising to see il adventisemens
met the guidelines. Many onganizations. including the Association of Amarican Advertising
Agencies (AAAA), the American Advertising Federation (AAF), thé Asaccistion af Marinral
Advertisers (ANA), the Magazine Publishers of America {MFPA), 2nd this Newspaper s
tion of America (NAA), all agreed that the Wall Srreet fouwrnal's plans were rot feasible. This
decision was based on the perception that £ecency and taste are more a matter of inddi-
vidual choice than industry policy (Ellios. 2001).

The growth of social media allows consumers to publicly stmte which ads are offersive
and which are not; marketers whn ki riack a0 rhess comweraations have t make same
hard decisions based on thess Cowersaiions, 1 an inlerview for the Adverd ey snd Socic iy
Review, the president and 20 of the Matienel Advertizing FBeview Council, suid,

Social media has really expanded the impact of offending a substantial geoup of
consumers. One recent ad, 1 think it was a Superbow| ad, inwived a humorous
take on @ machine committing suicide. There was an immediate outcry akoul the
ad. | think that the ad only ree one o by dmaes and wiss then pralled, eyven chough
tha company had spenc & subsuntlal amount of money producing the sd. Thi
kind of huzz war not ora any company wantad. Thare hava bssn mulripla axam-
ples of that. I'm sere if you did a Google search of Ad Age, yor'd find five or ten
instances every year where the advertiser goes over the line and they hear back
from the public very loudly and very quickly. {Peeler and Scotr. 2012)

Advertizing vends to be the firm medium w jump on national rends (Valend, 1061 ). It €
ane way that advertisers can find ways 10 puish the sovelope and break thiough theclurter
Given this, how can advertisers make good decisions and wise ehoices abo ut tste in werms
of imagery, depicdons, stereotypes, and thw 1ikeT Heith Reinbuand, chiel executive officer of
DR Needham Wirldwide, give a speect o a meetng of adver sing agencies ihal paovidend
ieas for agency personnel to consider with regard to taste, speeifically, Keanhard (2000)

sugiiesiee] ihai ardveriisers consider oans of inteni, relec anbesct, aml pariele

Intent

1427212

First, Rainhar {2000} siggesti Al Advemisers 45K tREmsals Aot the intent of &ach
advertisement, Specifically, sivertisers should determine what the adverticement ¢ degignad
o do. Mosi advertisenmenis are desigued o sell produeis, buid brasds, and conmmoe cale ol
ryfis F IRRGFATAN. THAT SIUAFELARGRES, NORUAUAR FAY NS & PLFTRSA AL Aty relined
o the product but may be designed to shock peoplé, 1o win an award, or 10 Créate a CORtro -
versy. This laiter group of adweriisernenis miy be stepping on dee bouadaries of bed Gsie

Fashion brands olten look lor shock value in advertising 1 make tham se2m culting edgs.
For exaumple, anad for Bulgari (Figure 6.3 featored aciress Julianne Moone in the nude, Bulgar
el weved jerweelry, aned bsabry TR, Thie ool ran in ouornerous indermadiona Gesbion reag-
zings, yet it was banncd from buing displiyed as an ouldod! pester in 51 Marks Square in
Verpvice, Taly, The ey of Venice, Siongis Crsen, valed dhe image top sacy and nappopriae
Boor 54, Mark's Square, Tha pro I the Venice F ot el "1 e weeomn Lol e fued
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. Hgllm .3 . Bul.gari“s a"& mﬂl Jluiian.ne Ho-nle was éppiﬁpﬁ;\u for fashion nu_'aqézinés.. but notfnr
i 2 outdoor board. Reges i bRt SRS el

that Venice is part of the real word . . . but we cannot accept these Hollywood-siyle images.
There are intelligent sponsors, and we need to come up with advertising that suits Venice, not
Times Square (“Venice Bans ‘Risqué’ Handbag Billboard,” 2010).

Relevance

The relevance question asks how the advertising content is related wo the product and to
the target. A relevant ad is placed appropriately for its target: an irrelevant ad is not and may
be problematic. For example, an ad for Antenio Federicl ice cream that ran in several British
ads featured a pregnant nun about to !adulge in iee cream while in a chirch (Fighine G.4)
The tagline reads, “Immaculately concelved-ioe cream 15 our religion.” The ad was banned
on the eve of the Pope’s visit to Rritain in 2000, amid worrlss var s appropriarsnasss ralarive
to the timing of the placenssnt and dimid warries of 4 perceived decline in moral valies in
the United Kingdom, The British Advercising Standards Autharity (ASA) sald in s ruling,

We considersid the iide af & i pragnant thinigh immacilate conceplion whis
likely to be seen as a distortion and mockery of the beliefs of Roman Catholics. we
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s e i 0 e pe

conclindid that to ase sich an image In a lighthearted way oo advertise ioe cream
was likely to cavse serions offence to readers, particularly those who practiced the
Roman Caiholic fadih (RRC, 2910)

The ASA in the United Mingdom also banned an ad for Samsurg phones that feawred a
varioon characer of a winking Jesus giving a ihumbsapio the beadline, which e “Mirsculos
Deals on Samsuag GAlaxy Addroid PRonEs." Civen INGE Ihe & fan during the Bister holoay,
vomurmiers Cormplaines al e ads moched religeon Cwinkiog jesos Phooe Adver = 2011

Context

Quemstions of context corsider not only waal i s e the mesage bul o where e
message will appear. The Bu'gari advertisements discussed carlior wen: seen as guestionat:ie
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to present in an outdoor setting, such as a billboard or a taxi top. Another example was an
unfortunate billboard placement for the television show The Walking Dead (Figure 6.5), which
features a storyline about zombies. The billboard was placed next door to a funeral home in
the United Kingdom. Both the cable system airing the program and the agency placing the
ad apologized for the placement.

Pride

Questions of pride an individual's own personal feelings abourt the message
that he or she has created. At the micro level, an individual working at an agency needs to
ask himself or herself, Would I be proud to sign my name to the ad? To tell people | did the
ad? How would I leel about showing an ad w my parents or grandparens? At the meso
level, agencies need to question how far they are willing to go to bat for the ad. Your convic-
tion to the message is essential for the message to be made. As an advertiser, you need to
take responsibility for your choices.

CHOICES IN ADVERTISING

When advertisers make choices in questionable taste, the may {and often do)
succeed in creating ing and gaining publicity for their clients.

However, the reason that these m&ssages succeed is not because they are so highly creative
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but rather because most other advertising messages play by the rales in terms of taste and
decency. If every advertiser employed crude innuendo and used imagery in quastonahle
taste, taking the “high road” would be seen as an innovative wity o AEproach an asdvesimising
problem (Fletcher. 2001).

The great advertising copywriter Bill Bernbach once said, “all of us who professionaily
use the mass media are the shapers of society. We can vulgarize society. We can brutalize
it. Or we can help lift it onto a higher level” Van Bakel, 2001, p. 4). Keith Reinhard (20040)
echoes thess sentimente when he says that advertising should notorly be informative ard/
or entertaining, but it should ales remind peaple of wayz 1w maka thelr Bvag kamar Thix
may cause advertising agenciag trr maks enmia teugh chalcas; howser, m scho hernkach,
“a principle isn't a principle il it coars yoil mnney” (Reinhaad, 208003

SUMMARY
In thus Chapiern, we deoudasd in general Weois condems abdul devlyping dnd [Gsle i
W W provided wayy @ think about ihe cilecis of soch messages on
congumers. In the nest four chag wa welll y in g di 1 i

and featuring men and women, ethnic groaps, elders, anr.l chllnrerl Refer hack 1o this
chapter when analyzing the arguments and the advertise ments presented in later chaprers
to better understand these Bsues as they are presented,

Culibvation Theory 7% Fecursive adveriising 81 Sirrcoiype T4
Expectancy Theary 80 Social ldenticy Valence 76
Mainsireaming 79 Theary #0

. Ad agency people olten Rear fedm consumers Whis dan't iike 4 eefinn ad. What should the
response bet How does ore kneow if 2 criticiem is 2 valid criticism| Uoes 2 negative comme nt
om social media hold a differen: amooni of weighi than a negaiive leiier?

2. Watch an hour of television and identify what types of stereotypes yod see in commercials,
How problemmic de you find steroctypicul perrayal? ls your reforenee group 6.c., solloge
studand portrayad In an appropriste way?

=]

. Are all stereotypes problematic. or ane cortain atereotypes oli?

-

Have vl sxperianced malnamaaming as dafinsd by cultivatkan thaary? In whae conmse?
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; ASPIRATIONAL MESSAGES IN CH‘NA
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CHAPTER 7

Gender and Advertising

How Gender Shapes Meaning

The emotional, sexual. and psychological stereotyping of females begins when the
doctor siys [0 d girl.”

Shirley Chisholm

Men are dogs and women are cals. Women are from Venus and men are from Mars.
Writers, filmmakers, psychologsis, and adveriisens all have used the idea thai men and
women are dilferent i develop stories, creaie conflicl, and provide persuasive irmagery, Noi
only do advertisess view men and women differently, bul inen ard woden also bring
different perspectives to advertising. Thus, we can assume that men and wormen create dif-
fereni meanings [rom the advertisemenis they see. Gender roles in our sociely have
changed dramatically since the 19505, and porirayals of men aml women in adveriising
have been researched since nearly the same time. R hes have cc Iy ghi o
vvaluate these roles (o examine wheiher advertising has kepr up with societal changes In
this chapier, we exarine the different ways men amd womnen view adveriising and mes=
sages, as well as some of the ways that advertising portrays gender roles today

The last several decades have seen changes in the role of women in society, both as
those who earn morey and those who spend money. In 19640, women comprised aboui
20% of the workfarce in the United Stares, while today thar percentage reaches 0% (115
Department of Labor, 2000). In addtion, the family structure in the United Stzres has
changed: smaller proportions of two-parent families and langer numbers of single parents
were characteristic of the family structure toward the end of the 2th century (L1 S, Depart=
mant af Labor, 2000), and thar rrend contines ey

Intarnariomally, the sory ix similar, It is assimamed chat worldwids abowt T0% ab all
working-age women now work outside of the home (Witel-Daugenti. 2011}, Women make
up the majority of professional workers in many countries. sven in the Mediterranean,
whers woaman hava rraditionally halid mors manial jiebs. In Speain, Br axampla, chis propar-
tion of young women in the labor fore has now reached American bvels,

L]
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In addition to their changing roles in the labor force and in the family, women have also
increased their power as consumers. Today, women wield incredible buying power: They
purchase or influence the purchase of 85% of all consumer goods, including 91 % of all
new homes and 65% of all cars (“Marketing to Women Quick Facts,” 2011). In the United
States, women start 70% of new businesses. A study by Continuum (2011) found that
women control 65% of global spending, a total of about $20 trillion. By 2014, the World
Bank predicts that the global income of women will grow by more than S5 trillion (Wallace,
2011). Around the world, women are delaying marriage to increase their educational and
career opportunities,

GENDER AND INFORMATION PROCESSING

As discussed in Chapter 2, advertisers provide messages and leave the meaning up to con-
sumers to develop. Advertisers are interested in similarities and differences in how men
and women receive and evaluare informarion. One difference involves the actual creation
of meaning from a given advertisement. Men look directly at the primary message of a
given advertisernent (e.g., “buy this beer™). Women not only evaluate the primary message,
but they also pick up multiple clues from the message and weave together threads to intuit
and infer the inner meaning of the message (e.g., “buy this beer and you will be popular
and trendy”) (Popcorn & Marigold, 2000).

Once the meaning from an advertisement has been determined, men and women differ
in how that meaning is used. These different decision-making processes are related to
whether the process is linear or more nonlinear in nature. Men process messages and make
decisions more quickly than women do, perhaps because men focus on the primary ms-
sage of a given advertisement and take in little other information during the process. This
is due to the observation that men have a linear thinking and reasoning style, and men wnd
to have a more task-oriented focus than women have. Women, on the other hand, process
the information in an advertisement quickly and from many levels and sources, including
music, visuals, voice-over, and text. Women also tend to evaluate and weigh the various
sources to process the message and determine what steps to take next. Wornen's reasoning
processes are less task-oriented and more compartmentalized than men's are. Women's
decision-making processes are characterized as being incremental reasoning processes,
where each piece of information builds on the previpus information that is taken in. This non-
linear app htor ing allows te think in terms of interrelated factors, not
straight lines. The observation that women evaluate mulriple sources supports this reason-
ing style (Fisher, 1999).

Women and men respond to enirely different stimuli when viewing and evaluating
advertising messages (Popcorn & Marigald, 2000} Man respoand positively 1o male imagery.
and women respond positively to female imagery. This I8 why vou rarely see hunters In
advertisements for products directed 0 women or bubble baths in advertisements for
products directed te men. Intersstingly though, women will use products and respond
positively to imagery rhat they parcaivs as masculine, althaugh men do not respand posi-
tively to images or products that they perceive as feminine. Women and men also respond
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differently to the same stimulus, such as athletic imagery: Women rarely think of them-
selves as athletes unless they are playing a professional sport, whereas mern have images
of themselves as athletes even if they do not play professionally (Wong, 2001). Therefore,
an image of an athlete, regardless of gender. is likely to genevare different responses from
both men and women.

Mew types of research that involves neuroscanning techinigques have shown that wormen
and men use different parts of their brains when processing information. Womens piro-
cessing is focused in the frontal lobes, where the brain also precesses multizasking. Men's
processing is distributed throughout the brain (Hotchkiss, 2008).

GENDER AND STEREOTYPES

Given that men and women differ in many ways, it should nat be surprising tha: advertise-
ments portray men and women differentdy. These different portzayals result in intended
and unintandad affacts, which wa discuss later in this chapter.

When katrhing al purirayis il’!d"l!leW af roen and wonmens, i s el W el
abudy of udverlsemenis, noljust one of iwo specile advertisements that ave imagery arl
may be stereotypical or in other ways problematic. Stereotypes are created by the continual,
extended exposure of consumers o patterns of imagery. i is also important to remembe r
that, as discussed in Chapter 6, there are vakd reasons that advertisers use siereotypes In
this chapter, we examine role portrayals of both men and women and provide numerous
ads 1o lllustrate our poins. Please keep In mind thar when examples of adve nissrrents are
included, they were selected as represeniative of advertising irencs thal appear in suciviy,
not just as a8 “sore thumb® or an abesrraiion T iypical messagdes seen in illl\w.rL'-\iingm(:ay

Role Portrayals

Men and women wday lead highly complex lives with mulriple soclewal roles. Men and
women are parerus, businesspeople, corporare board members, friends, siblings, volun.
teers, and more. This differs from the Leave It io Beaver society of the 19505, where socieial
roles were much more specific; Men were the breadwinners, and women were the home-
makers, Today, though, soclety soll clings o some of the values of the 1953 Almost half
of working mothers gay they spend more tme each day parenting than on their careers
(compared w19 % of working fathers). On average, moms spend 3 hours more per day than
dads do on parenting rasks (VTech, 2011}, Indeed, adverdsing has firmly held on o this
rradidonal porrraval of women as homemakers and uses this imagery to promote all rypes
of products from household goods o computers and avtomobiles

The website World Savvy Monior (2011) cites an UNESCO repart on rthe global srans of
waomen that suggests thar, globally, media partraye women In one of four waye: "the glam.-
orpus sex kitten, the sainted mother, the devious wich, o the hardface corporare and
political climber.” The study also argued that most heroes and promagonise on televison
are men, and men's spors are far more visible than womsn's spers, which s poearially
dammagting tw women's sall-eseem,

- P
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Today, advertising portrayals vary based on the medium in which they appear and, for
broadcast media, the times of day when the advertisement is appearing. During the work-
day, for example, the primary TV audiences are retired persons and women with children.
During daytime programming, most of the women in commercials are shown in traditional
Ker roles (the pictured in the Carnation ad in Figure 7.1 is lovingly watch-
ing her son drink his breakfast). Men are rarely seen in the commercials as husbands,
professionals, or spokespeople. During prime-time television, when the TV audience is
more balanced, women are shown more often in positions of authority and in settings
away from the home. Thus, during prime-time television, portrayals of men and women
are more equitable (Craig, 1992). For example, the individuals enjoying a drink in the Hilion
Garden Inn ad (Figure 7.2) are all business people: there appear to be no power dynamics
evident, and so the portrayal could be considered equitable.

Internationally, advertising still contorms w traditional gender portrayals. A meta-
analysis of advertising globally (Paek, Nelson, & Viella, 2011) found that women are much
more likely to be pictured as dependent in advertising, and much more likely to be pictured
at home than males.

e
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Notably, advertising in China shows equitable portrayals to some degfée, as Wormen were
shown as workers rather than homemakers, contrasting with women i ads in other Asian
cultures such as Sourh Korean and Thai ads. Ads in China reflect cultural changes from the
communist era, where the communist-led government it China made an #ffort o sxpand
women's roles outside the family to become economically prodiicrive, Addrionally, sspecre
of the Cultural Revolution minimized visual differences between men and womsn by
requiring that everyone wore generic worker clothes or “Mao suits.” Both th2se situations
may influence portrayals of women in advertising in China today.

Today, we are seeing an increase in portrayals of women and men in ways that nei-
ther conform to nor contlict with stercotypical understanding. Several socictal changes
may have contributed to the growth of such portrayals. First, there ane a substantial
number of women holding pozitions at a range of media organizations. Many of these
women are working professionally to present a more realistic view of women in the
media. Advertisements today are also starting to portray more nontraditianal images of

A0 eqdhabe oftoyatof e women i 4 oo

're not happy,

ou're Nappy.
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men. For example, advertisers such JC Penney and Philadelphia Cream Cheese have
shown men taking care of children and doing housework (Figure 7.3). Some countries,
such as Malta, have created guidelines on gender equity and portrayals in the media.
Malta’s guidelines read that “men and women should both be seen as making decisions
to support the family and with regard to household tasks and home management”
(Aquilina, 2007).

However, not all of these portrayals can be considered equality portrayals. Some adver-
tisements present images of fathers who are “childish but lovable goofballs™ (Crain, 2001)
and irresponsible fathers and lazy foolish husbands (Sacks & Smaglick. 2008). As an adver-
tising trend, this could be problematie it such images are not balanced with other images
of men that show them as confident and capable in traditional homemaking situations, A

study done by ad agency Leo Burnett in 2005 found that 80% of men believed media Beauty Stereotypes
portrayals of men are Inaccurare (Sacks & Smaglick, 2008).

When we think of the people who appear in advertisements, we often think of men and
women who are perfect physical specimens. They are young, with perfect skin free from
acne and nary a wrinkle in sight; they are fit. with a six-pack stomach and no hint of czl-
lulite, and they have full heads of glaszy. thick hal, Women tend t be thin, and e @nd
1o have well-developed upper torzes. An 3d Far Tom Ford Mragrances spitomizes rhis rend
(Figura 7.4) Now, wa know In our beads thar shess paajiles are | 1 dele whao ares
paid well to maintain themselves. We also know that advances in technolagy allow any
flaws and imperfections to magically disappear from phatographs. However, many view
these images as presenting a standard of beauty and fitness that is in many cases impos-
sible (o attain, yel atlempis are made W atlain it anyway by parchasing products.

The cult of beauty is as old as the cult of e malbe wardon Thinkof lazry tales lron your
youth: Girls and wormen tend o be portrayed eithed as good (Snaw White, Sleeping Beaiiryy
or bad (the Wicked Witch of the West, Cinderella’s stepmother and stepsisters). The good
women tend o be youny ard beautilul, and the bad soren are either old or wgly of
course, examples such as the Siow Quieen are exceptions to the rale). Sianilarly, good mzn
are handsome princes, and bad men are ugly ogres. Both the udly odre (whe kidnaps the
princess) and ihe handsome prince (who rescues her) desire ihe beautiful princess. These
wiyihs from our childhood coatine o resonate with us as adult Consuries.

Thearies af heauty aré culurally eonstitivted . primanly becauss of common socializa-
tion experiences. Thus, individuals in a sociery possess s hared cultural ideals. One of ihese
ideals is that we, ax human beings, lind specilic lacial and body conligusations pleasing o
view (Ashmore & Soloman, 1690), 'We haveassociated hese pleasicg feelings with an over-
all positive artirude toward beauty, and as a result, we have determined as a culture that
beauty is good and preferable to uglines (Welszor, 1963).

Since pur culivre constantly undergoes subile changes, Beaary nonms have also changed
ovar time (Soloman & Ashmaors, 1932). It hag specitically barn ohrerved that secieta)l axpac-
tatiang bor baauty changs with every generation {Jacobscn & Mazur, 15995). The stamdurd of
voluptuous beanty of Marilyn Monmoe in il 19508 changed 0 the sandard of trendy
beauty of Twiggy in the 1960 and to supermaodels such as Naomi Camphell and Linda
Fvangaliza in rha 19008 Negardbax ol the "beanty paradigm® currently promotad by
sociely, individuals sirive w attain the ideal of beauly Ui s prevalent o her culiure
(Englis, Soloman, & Ashmaore., 19%4)

——
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Today, cultural norms in the United States continue to promote the impartanee of an
individual's physical artracti beginning in infancy and continuing through child-
hood and adolescence (Martin & Gentry, 1997). For women. beaury has been institurional-
ized to the point where an entire industry devoted to beauty has been created. Beauty is
tied not only to appearance but also to mental health and physteal well-being (Brand,
1999). This beauty ideal is an overall “look” that incorporates one’s physical features as
well as a variety of products or services such as elathing and casmetics (Englis et al.. 1994)
Striving to meet the cultural ideal is a key selling message used by many types of advertis-
ers involved in selling beauty-oriented producis (jacobson & Mazur. 1995).

In the United States and in sevaral ather culturae, an impareant part of tha heaury ideal
today includes a thin body typs, and have rtranacd how ths tamala
body depicted in all media. including advertising. has become increasingly thin (Turner.
Hamilton, Jacobs, Angand, & Dwyar, 1907) Resaarch has indicated rhar woamen in adver-
tisements tend to Mt young, thin, and whita (Ruczynxkl, 1990), Woman whi do not e inm
this category, such as black and/or older women. are either invisible (Gantz. Gartenberg. &
Rainbow, 1980), presented as tokens (Balley. Harrell. & Anderson, 1993), oF afe portrayed
negativaly (Flons & Napruna, 1537) Thers iz a culmural raboo againe largs famale bodles
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(Wilson & Blackhurst, 1999), and advertisements often present large wemen as having bad
bodies that limit both their wardrobes and their social engagements.

Critics point to women's fashion and beauty magazines as one of the most influential
and potentially damaging media channels because they are dirsctly conceined with the
cultural ideal of beauty and provide a vehicle where advanisers can saslly link rheir prod-
ucts to the process of trying to attain the beauty (Engliz et al , 1994). The wypes of worman
portrayed in these magazines, both in advertising and in editarial pages, are parts of the
unattainable beauty ideal. The average woman in the United Stares is 5 feet 3 imches jall
and weighs 164 pounds (CDC, 2004), but the average model is 5 feet 11 inches tall and
weighs 115 pounds (Tung, 2002).

Men, too, are subject to culral ideals of beaury, While the exposurs of the males body
has historically been off-lim're In advertidng and orher medla, the pass e decades have
shown an Increase in che use of the male body to p prosd Bzanty {ards
have been set for men; for example, in terms of facial appearance, men are expected to
have square jaws and full heads of hair. Male beauty is alsa ecuated with physical strength.

As media global ization increasingly provides a view of Western culture to Eastern countries,
Western ideals of beauly are beconming popular flacinio. 26111 These nleals are often nans-
lating into risky and expensive actions Chinese women. traditionally shocter thiam theis
Westerin counterpans, now chose to undergs surgical procedires o make them taller In
Japan, South Korea, and Taiwan, women are undergoirg surgery that “opens” the eye by
reconstructing the eye sockes to achieve a more Caucasian look. [niIndia, cosmetic compa-
nies sell “fairness creams” ta ligheen the Skin tone.

Decorative and Sexual Sterestypes

Closely associaied with the idea of a beamiful face and body Is the idea of decoratve
portrayals. When people are portrayed in adventisemenis, they are sither actively involved
wilh the product or service being advertised or passively decorating the adveriisemeni. For
example, a model could be geen as having jusr finlshed drinking milk (an actve pormrayal),
or the model could be holding the product withcut interacting with it (a decoradve por-
trayal), such as we see in ihe Blfa ad in Figure 7.5, Decoraiive porirayals show the people
in the advertisements as passive and disengaged, whereas active portraya's show the per-
son interacting directly with the product. Many advertisemenis featuring beauriful men
and women iend w feaiure them as decorations. A study of advenising globally (Pachk.et al.,
2011), found that women are four times more likely to be presented visually withour a
speaking role) than males.

The fact that women wend w be porirayed in decorative roles much more often than
men sugdgesis that advertisemenis do not render a realictic depiction of the female gender
role (Falt & Lakner, 1997) Spacifically, many decorarive depletons of wamen reand ro show
waman in eaxual or allering poxirkens. & ssxual deplerion ix afen an szplicily aggreesive
image of a woman that focuses on her lips, breasts, or droin area. An alluing depiction is
less explicit and might Brature 2 woman reclining submissivaly on a piece of Furnioure or
an thie floor or loaking ar the camers wish her lips suggestdvely parted, as g#en inrha Eooare
ad fearuring Sofia Vergara (Figure T.4).

Decorative roles are seen as arguably representing society's wiew of the appropriate
place for wamen in soclery: mking a passive positan (Palf & Lakner, 1997) A recenr sdy
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of magazines advertisements in Germany, Poland, and the United &ates found that both
genders are frequently portrayed in decorarive roles (Skorek & Schrier, 2009), with more
women than men appearing this way.

When decorative and sexual imagery is used, adverusemenis eften include nenverbal
cues as an indication that women lack authority and possess less power than men
(Simmons, 1986). Probably the most importan: schular in the area of nonverbal cues is
Erving Goffman, whose book Gender Advertisements (197) explored a range of portrayals
of women and men in terms of power. Golfman’s findings include that women are gener-
ally pictured at a smaller relative size, especially height, Men tend w be piciured as aller
than women, putting them in a posilion of power, authornty, and rank (Figure 7.7) Boedy
language often suggests that wonmen are submisaive Wward products, such as the woman
lying on the floor with her Burberry trench barely covering her body (Figure 7.8), whereas
men are dominant over products (Figure 7.9).

Women are also seen ax more Wcile Uan men, that m ey more ofien ane tuashing,
cradling, and caressing objects. Goffman sess this type of touching as ritualistic, as
opposed & mitre utilitarian aspeeis of waehing such as wuch that grasps, manipulates,

o halds Again, this suggests the mare passive nature of wamen in advertising, Similarly:
wamen tend 1o appear remaved Irom the sacial situation of the activity pictured in the
ada Often. their gaze is avared (Figures 710). Goffman (1979 refers 1o thie 22 leensed
withdrawal

The cverarching concern with decarativie and sexual poartraya’s is that the individuals
involved in such portrayals rmay become objects. Similar 1o the objects that the people ire
trying to sell. With passive portragals, there is a disconnection between the person and the
ﬂhjl,‘nf? and pnmihl)r even betwesn pr.n-ph.-. {Kilhaarne, 1999 Such mling.‘\ Y [RASS o
trom the advertiscment to the world. ereating general leclings al disconneciedngss among
thoze who see the ad (Kilbourne, 1999

INTENDED EFFECTS .

In the previous chapier. we cxamied why siereotypes are générally used by the advertis.
ing industry. In this discusmon af effects, we recap some of the key effelts that rélate

—
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specifically to gender and advertising, as well as provide some additional intended and
unintended effects regarding the types of portrayals we have discussed sw far in this chapier.

The Stage Is Quickly Set

Advertisers are not alone in using sterectyped imagery. Television programs. maga-
zines, feature films. and other mass-mediated content all provide a somewhar limited
vision of men’s and women's roles in sociery that has become familiar o us as consum-
ers. Stereotyped imagery is effecive by virtue of it familinrity: Images such s the busy
homemaker, the brawny contiucton worker. and the butioned-dowin execulive aré
instantly recognizable. Given that they are working within time and space constrainis,
advertisers have almost always relied on stereotypes W establish rapport with cunsumers
and move on to more impoitant mlermation aboul e product o service being adver-
tised. It is efficient for advertising 0 use gendered stereolypes because the scene
becomes immediawly set,

8yl
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Beautiful Things Are Appealing

As social beings, we like 1o look at beautiful things. Even as babies, we are more anracted
to beautiful pictures than to ugly ones. Advertising images capitalize on this idea of liking,
as attractive men and women are often used to transfer positive affect from the model
the product (Gulas & McKeage, 2000). Studies show that this “affect transfer” works well,
Seeing attractive people activates thoughts of “goodness,” which extends 1o evaluations of
other people and objects—such as the product the pursen is it with (Pay
2011). This affect transfer also relates to sales: Consumers report increased purchase inten-
tions for the advertised product after seeing ads for the products that feature atractive
people (Petroshius & Crocker, 1989).

A study by Phillips and McQuiurrie {2011) goes beyond simple brand attitudes and Qs
that individuals reading gendéred lashion ads in magazines like Vogue reported that they felt
creative, interested, inspired, and enthusiastic, Such ads elicived happy moods, and individu-
als gained positive expurinoes, Ads fur Beauty producis. while nost acheiting] ths s Lypuss
of responses, resalied i 4 “priming effect” in which an anplicit refirence W a problem wbe
solved brings an individuals preexisting fealings to the service. Thus, individuals who believe
they have senmi: physical flaw will relace well w a beauriful imag: in an ad w cormee chie flas:
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These predilections can be further explained by a theory called the match-up hypeth.
esis, which suggests that attractive persons are highly effective endorsers for products that
are used to enhance the consumer’s own attractiveness. Effectiveness in this case was
measured in terms of both consumer attitude toward the hrand 2= wel| ag their purchass
intentions (Till & Busler, 2000). Moreover, attractive endomears are often considesed mnre
appropriate and a better fit than unattractive endarsers, Tagardless of tha proadicr (T &
Busler, 2000).

Role=Product Congruity

The idea that beautiful peaple can augraent the persuasive abiliny of adwereizing for
beauty-oriented products anid sarvices leads o the nexr inrended effecr ofthe use of some
gendered stereotypes: role-product congruity theory. The role-product congruity theory
simply suggests that advertising effectiveness can be increasec when apprepriate mocels
are used. At first, it was suspected that female models were more effective in promoting
feminine products tham males, and vice versa (Kanunge & Pang, 1993). This suggests that
beautiful women are effective ar selling peoducis w0 make women feel nooe beaunlul, The
role-prodict congrity theory goes bheyand that simple suggestion 1o examine ind| vidual
gendered role porrayals for differsnt product categories. Research has shiown that cernin
stereotyped portrayals of men and women are appropriate for specific categories of prod-
ucts (for example, a portrayal of a mom is appropriate for a product used in the home)
(Ferguson, Kreshel, & Tinkham, 1990). This suggests that we as consumers have some ided
of aceeptable images that relates 13 the cantext of the advertisement.

The role-product congruity theory has alss becen used to examine relationships pctween
images of spolespeople and products Let us go back o the previous discussian that
physically atteactive medels in advertisements have a pasitive iafluenes an eonsuUMs
attitudes toward Beauty-enhaneing products (Kahle & Homer, 1955). Une explanation for
this is schema theary, which suggests that memory is a blend of specific memaories as well
as general abstractions about peaple, activities, and ahjees (Guinner & Katon, 19994, Pl
eral. (2010), in a study of prime-time televison cammercials in seven differant countries
found that preduct [ype was the mest consisient predictor of preminent character gender
and valee-aver gender among numernus facmes meaning that the mareh up or congrosnce
hetween gender-rale partrayal and product ryps Sl matters. Advartisers a0mss eounnes
seem (o practice widely consisient role perimyals of human maxdels in thelr advertiang
march tha adverrizad producte. The aurhare suggesr thar thiz s svidencs of e contnuing
reliance on stereatypes in the advertising i ndhustry regardless of cultural values er ehanging
gender-role wlentities worldwide. The researchers argue that these depietions are libely to
limit women's roles in purchasing products (e.g . women will be less likely o learn about
auramaobiles In preparation m purchase them IF rhay dan's ges women inocar aded

The Theory That Sex Sells

Wi have decusscd ibal acverbzens wee straciive megcs b posibively connecl products
o feelings thar we already have. Before thar cannection ¢an take placs. the ads must get
our attantion. Oftan, kaxual imagery ix usndd o broak through the ever-grewing cluner in

-
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the advertising environment. As Twitchell (1996) said, at a minimum, “sex doesn’t sell, but
it certainly captures attention” (p. 157).

A sexual appeal is a strong psychological appeal. second only to self-preservation. In
humans, as in all animals, sexual desire is an instinctive reaction as we search for the per-
fect mate (Taflinger, 1996). Sexual imagery used in advertising for products like perfume,
makeup, and clothing, then, can be explained or rationalized in part by this mating desire
in humans: We want to look good to attract a mate and o propagate our species. However,
sexual imagery has been shown to have a stronger persuasive ability for men than for
women. It may be because men have a different set of criteria for selecting a mate than
women do: Men traditionally tend o recognize that a woman who is voung, healthy, and
beautiful will be a good mate, Therefore. many advertisers use sexual imagery to get a
man’s attention and then associate buying the product with getting a mate (Taflinger, 1996).
These types ol messages locus on instinctual or physical types of meaning in messages.

For women, the persuasive power of sexual imagery works on a somewhat different level.
A healthy, fit male model will attract the attention of many women and may even create desire
for the product. Women, though, also pay attention to the long-term potential of a man—for
example, his ability to be a good father and to provide them with money, power, and prestige.
All these factors are almost impossible to put into any single advertisement (Taflinger, 1996).

Arguably, then, it is difficult for advertisers to use sex successfully to sell 1o women.
Instead, advertising uses romance to make a sexual connection with women. Romantic
images are less blatant and more ambiguous than traditional sexual messages: They pro-
vide images of courtship, relationships, and the process of falling in love (Figure 7.11).
Sexual imagery in advertisements directed toward women becomes much more intellec-
tual than physical (Taflinger, 1996).

UNINTENDED EFFECTS

Given this range of intended effects of using different types of gendered imagery consisteitly
in advertisements, it is not surprising that a range of unintended effects has alsa been identi-
fied and to some extent documented. Many unintended effects are hasad on an assumption
that gender portrayals do not reflect the range of roles that men and women undertake in the
world today. Instead, advertisements tend to reflect a more limited representation. Other
unintended effects focus on the media’s power to create and transmit “cultural meaning”
(Ferguson et al., 1990). This power is a more sericus concern because advertising is not only
providing a limited view of gendered roles, bt it is also Cieating negative portrayals. Such
portrayals inaccurately depict men’s and wamen's roles in society and may ultimately influ-
ence individuals to believe that the portrayals are accurate. Thus. negative stereotypes are
created in a society where the porirayals do nol réally exist (Feiguson ¢f al., 1990,

Limited Social Roles

If mass media depict only a lrmled range of roles for men and wornen, the societal roles
that people assurie are appropriale for men and women wall iul.l;l:quwllly be lmiied,
Regarding advertising in particular, it has been suggested that advertising’s focus on women

CHAPTER 7 Gender and Adverrising 108

in the home may lead o women being exclisded from many facets of life oitaide the home.
In particular, a preponderance of female hormemaker portrayals ray cause both men and
worien o believe that wornen are unable o funciion outside the home without ithe guid-
ance of men. In addition, advertisements may influence people o belleve that womsen are
unable o make deciions or exen power in any iype of situation ouiside the homee, The
passive role of women in adverlisenents may scgdesi that women are dependent on olhers
and unable 1o actively make decisons an their own. i the long tedn, passive portiayals in
advartiging alang with the ocus on the hememaker role may prodace negative perceptions
of women's abilities to perform competenily in the worbplice (Coorlney & Whipple, 1983).

S -||1y_ the Tirmited |n|i'ny-|]:- ol men may vesull i men bel Eing ﬂh‘!y are exeluded
fram activities centered around the home Men may believe that they are not equal
partners in child rearing, houwseheld maintenance, and siher acirates. This FINLY ST e
remforee ihe postlion of women @ homemahes n thal cerlam household tasks can u:lly
he successfully accomplished hy a worman (Taflinger, 1996).

0sL
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Value System Focuses on External Beauty

Advertisements that focus on the beauty ideal may send a message that one's looks are
the only aspect that is important to the individual and to society. Some critics argue, spe-
cifically, that advertisements reinforce a cultural history of determining worth, particularly
awoman's worth, by physical appearance (Wilson & Blackhurst, 1999). Fashion magazines,
in particular, have been charged with presenting a strict beauty ideal that communicates a
specific type of beauty is more highly valued than others (Englis et al., 1994). Advertising
and editorial imagery in mass media must both share the blame for this problem,

When individuals are valued [or only one part of thew selves, their other accomplizl-
ments and attributes are trivialized. In our society, for example, some women believe men
value them primarily on how they look, and any accomplishments outside of this realm
are insignificant. Women can find this offensive and demeaning (Taflinger, 1996).

Avalue system focused on looks may lead to women developing issues with body image
and self-esteem. Numerous studies connect exposure to beautiful, thin models with nega-
tive self-esteem among women. Waiflike. thin models (Figure 7.12) appearing in fashion
magazines® editorial and advertising pages may make women feel helpless because these
models present an image that is impossible to achieve. One research study, for example,
showed that college students exposed to fashion magazines had different attitudes toward
beauty and self-esteem than women exposed to newsmagazines (Turner et al., 1997). The
women who were exposed to fashion magazines felt frustrated about their weight, felt
guilty while eating, and were preoccupied with the desire to be thinner. They expressed
these feelings more often than the women exposed to newsmagazines.

The consistent portrayal of thin women in all types of mass media, including advertise-
ments, has been seen as playing a part in the cultural phenomenon of body dissatisfactian
among women in Western societies (Johnson & Petrie, 1995) and is manifest in studies that
relate exposure to attractive, thin models in media to increased amounts of depression and
anger (Pinhas, Toner, Ali, Garfinkel, & Stuckless, 1999). Dissatisfaction is aiso related to
decreased ratings of individuals' body image attitudes (Rebek-Wegener, Eickhoff-Schemel,
& Kelly-Vance, 1998) and decreased perceptions of self-attractiveress among girls and
women (Crouch & Degelman, 1998). These effects may in turn lead to increased levels of
eating disorders (Pinhas et al., 1999), unhealthy dieting (Armstang & Mallory, 1992), smoling
(Garner, 1997), and cosmetic surgery among girls and women (Burton & Netemeyer, 1995).

Many fashion magazines are read by girls who are 16 and younger, and many girls have
reported that they frequently see ads that make them feel like they need to diet (Tsu, 2000).
Girls in the fifth, sixth, and ninth grade were more critical of their body shapes afier looks
ing at magazine advertising than before loohing at them (Bass, 1994). Teenage girls who
watched television ads using appeals rhat Featiired sex, beaiity, and youth as selling points
were more likely to believe that beauty and populanty were desirable than girls wha
watched ads without such appeals (Bags, 1994),

We do not want to downplay the importance and concerns aboul eating disorders, bu
some clarification abeat these disorders 15 necessary at this point. Although exposure to
fashion advertisemeniz b been linhed W cating diserders symmiplermalalugy, it ampartant
to recognize thal such diseases cannol be altributed solely (o adverlising {(Andersen &
DiDomenico, 1992). Advertising i part of a larger mass media process providing problem-
atic imaﬂﬂ ey wasrmen, lnaddiiion, while controlled expenmeniy indicaie that such |mlg-nr_v

can have same negative affeces oo wamean, there is na research that links exposures o
advertisements ﬂlﬂ‘.ﬁllr o such diseases Twitchell (1996) ﬂlﬁﬁﬂiﬂﬂ thar diseases like
anorexia and bulimia are “rauliinctoral disorders more attnbutable © biclogy. environ-
ment and personality than to the appearancs of scrawny meddels in Diet Coke acds™ (po 1540

Objectification

Ohjectification & definad a= any pressnation smphasizing sexually asgeecin bady
parts or not including the h2ad. A tocus on bady parts results in individuals Iosing their
humanity and becoming objects. [n many cases. the body pars highlighted in advertise-
SN AUZRESt that the person bacomes a sexual ahjecr iFlgurs 7 13} Tha processs of abxjec-
tificarion has heen described as demeaning and dehur . Ofeen, ohjectifeation
oceurs at its worsl whén theré is no rolé producl CONGruiry. Such as in the GoDaddy ad
shown in Figure 7.4,

- L
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Rethink Your Own Ideas of Beauty

As a shaper of social roles, advertising can do much to affect the cultura! beauty ideal
that is prevalent in society today. One way to influence the beauty ideal is 10 produce
advertisements featuring women who do not have thin, partece badiag. Wa alraacdy e
such magazines such as Vogue promising to be “ambassatlars fer s hualihy imaghe™ (Cohen,
2012). That magazine’s “Health Initiative™ pramises to not include models with eating
disorders or under the age of 16 in the ediorial pages of the 19 nterrational editions of
Vogue. The effort started in June 2012 editions of Vogue, and warldwide editions all fea-
tured a theme of healib, with U5 Ulympic athletes on the cover of the U5, edition, Many
hope that this decision about rhe magazine adirarial content will influsncs poremagals in
advertisements as well. Ben Narry, foundar of 2 modaling agency in Canada, conductasd
academic ressarch inte how imagery altects a woman's likelihood o buy a product @nd
found that women related more 1o advertisements where the models reflecied their own
size, age, and skin color (Gush, 2012). This confirms an earlier study that found the over-
whelming majority of consumers wanted models in magazines 1o represent that natural
range of budy shages, The majorey of wormen in iz Sudy said they were willing 1o buy
magazines featuring heavier models, even thoigh most believe thar clothes look berey on
thiin models (Garmer, 1997),

C T

ADVERTISING'S RESPONSIBILITIES TO MEN AND WOMEN

Advertising is one industry where one person’s efforts and convictions can have an effect on
the industry as a whole. With that in mind, here are some siraiegies and actics v keep in mind,

Don't Take the Easy Way Out

Advertising plays both a reflecring and a shaping role for men and women (Twitchell,
1996). It is important to recognizs adverrizing's arrengrh In this ragard and o uss rhe power
of advertising to portray mere realistic images of men and women, Stereotypes can quickly
set the stage for advertising, bur this does not mean that the same types of images must be
used repeatedly. Any rype of realisric, famillar parteayal can quickly set the stage and ald in
the storytelling process. Regearch has shown thar realistic portrayals can have positive
results for advertisers and thar certain types of imagery, including obectification of women,
cause negative responsas from consumens (Ellior, Jones, Benfield. & Barlow. 1995),
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Expand Expectations

Sometimes advertisers make automatic choices without thinking through other options that
might be effective. One is the choice of a voice for a voice-over on a television spot. Often, a
male voice is featured because it is the default choice. However, agencies should take the time
to consider both men’s and women's voices for voice-overs. This can add to the perception of
women as powerful in our society (e.g., the “voice of reason” or “voice of experience”). In addi-
tion, rethink the activity level of girls and women in advertisements, especially in categories
where they tend to be portrayed as passive. Show both men and women in a variety of settings,
using products, us well ay being experls and helping others leam how o uie products. In ihis
way, the actual societal roles of both men and women can begin to be presented in advertising.

SUMMARY

A variety of portrayals of both men and existin ¢ (and other mass-mediated
content) today. Many of the problematic images are the result of the beauty culture in the
United States, which is a culture that the advertising industry can choose to support or to
effect change. In this chapter, we examined the intended and unintended effects of a range
of portrayals and provided food for thought for current and future advertisers to consider.

In the next chapter, we will continue our examination of portrayals of people by looking
at minorities in advertising.

Licensed withdrawal 99
Objectification 107

Affect ransfer 102
Decorative role 97

Match-up hypothesia 103
Role-product congruity 103

1. What are the issues with stereotyping from a micro, meso, and macro perspective?

2. What evidence of role-product congruity and tke match-up hypothesis have you seen in

advertising recently? Is this an effective tactic? Why or why not?

Whar evidence of objectification have you 5een in advertising lately? Why does such a nega-

tive practice continue?

. What is the difference between decorative portrayals and objectification? 1s one more prob-

lematic than the other?

5. Have you seen examphs of nagativa giarsatyping of men, aspacially youngsr man, in media
lately? How do yoa personally react? Do you think such messages are effective? To state
another way, if the ads make you laugh, is affect transfer happening?

b
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Cultural Schemas for Racial Identity in Canadian Television
Advertising

SHyoN BAUMANN AND LORETTA HO
University of Toronto

Quelles significations sont rattachées 4 la race dans la publicité? Nous
analysons un échantillon de publicités télévisées canadiennes aux heures
de grande écoute dans le but d'identifier des schémas culturels associés &
ce que cela signifie d'&tre blane, noir ou d'Asie de 'Est ou du Sud-Est.
Notre analyse empirique porte sur la publicité alimentaire et pour
restaurants. Par Pentremise d'une analyze quantitative de contenu
portant sur les liens entre la race et les sous-types d’aliments, nous
démontrons des différences systématiques dans les types d’aliments
associés aux différents groupes étudiés. Au moyen d'une analyse
qualitative, nous éclairons ces modéles quantitatifs et présentons six
schémag eulturels de lidentité raciale. Ces schémas appréhendent 4 1a
fois la diversité et le privilége associés aux représentations des personnes
de race blanche, et des contrastes frappants par rapport au statut et 4
I"émotivité parmi les représentations plus limitées des deux autres
groupes.

What meanings are attached to race in advertising? We analyze a sample
of prime-time Canadian television advertising to identify cultural
schemas for what it means to be White, Black, and East/Southeast
Asian. Our empirical focus is on food and dining advertising. Through
quantitative content analysis of associations between race and food
subtypes, we show that there are systematic differences in the types of
foods that groups are associated with, Through a qualitative content
analysis of the commercials, we illuminate these quantitative patterns
and dizeues eix cultural echomas for racial identity, The schemas allow
for both diversity and privilege in the representation of Whites, and

This reserch wos Tinded by o Blaodan] Beawnsh Geanl fonn e il Jeieice and Thimanities
Beawards Cuwncil of Cunada. The aollins ace grateful for the helpfal feadiback sud puidance of the
anoaymous raviawers and the editor,

hyon Bwwmann, Vepoebnesd ol Soewlngy, e by of Toesoda, a3 podinag Aviins, Tt 08
DARN P, 47 LR G100, K mml: chyon banmone@utorente.on

a1 Chonalinn Seeinlopinal AssvmiatinnTa Gacldu canadianng ds soclelegly
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poignant contrasts regarding status and emotionality in the narrow
representations of the other two groups.

WHAT MEANINGS ARE attached to race in advertising? This paper ad-
dresses this question through an analysis of racial representation in Cana-
dian prime-time television commercials. Sociclogical work on media con-
tent is founded on the premise that the nature of media content reflects
and reproduces important dimensions of eulture, of which schemas for
racial identity are one salient case. Through investigating schemas for
racial identities in advertising, we can uncover understandings of race in
Canadian society that are otherwise difficult to measure.

We take the empirical case of food and dining commercials on prime-
time Canadian television to address two core research questions. First,
how do representations of race vary across different catcgories of foods?
We pose this question to understand the patterns in which different racial
groups are presented. Second, what clusterings of contexts, relationships,
and character traits are members of different racial groups associated with,
and what can these clusterings tell us about how race functions symboli-
cally within commercials? We answer these questions by first examining
guantitative data on the distribution of racial representation across differ-
enl categories of food commercials and comparing these results with data
on the distribution of product categories by race. Then, to gain a deeper
understanding of the symbolic funetions of race, and to address our second
question, we conduct a gualitative reading of the predominant cultural
schemas for racial identity emerging from our sample. Cultural schemas
are broader than stereotypes (associations between a group and a trait)
insofar as they define group boundaries, and provide scripts for under-
standing categories (e.g., categories of people) and for guiding behaviors
in social settings (see Blair-Loy 2001; Brubaker, Loveman, and Stamatov
2004; DiMaggio 1997). For example, Baumann and de Laat (2012) provide
evidence of a cultural schema for gender and age identity that under-
stands older men as “society’s bosses.” Rather than just an association
between a group and a trait, the cultural schema of society’s bosses en-
compasses an association, as well as suggestions for how to interact with
this group, and how to value and understand this group’s place in soci-
ety. Similarly, Roth (2012} argues that a “Hispanicized” schema for race
constructs Latino as a racial category (as opposed to an ethnicity), and
also suggests how to understand their place and value in society, with
attendant scripts for interactions and expectations about Latino identity.
Cultural schemas are socially constructed through eirculating knowledge,
beliefs, and wvalues. Individuals both encounter and reproduce cultural
schemas through daily social interactions. In addition to learning about
cultural schemas through face-to-face interactions, we follow others in
arguing that the media are another source for cultural schemas (see, e.g.,
DiMaggio 1997:280).
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Based on our guantitative and qualitative findings, we identify six
cultural schemas for racial identity: White nostalgia, White natural, White
highbrow, White nuelear family, Black biue collar, and Asian technocrat.
Some of our findings confirm previous research on representation of race
and ethnicity in the media, but we also describe cultural schemas about
White racial representation that were not found in earlier work.

Scholars have argued that depictions of visible minorities in Cana-
dian media arise from a dominant racial discourse that demeans, demo-
nizes, and stereotypes these groups (Henry and Tator 2003; Jiwani 2009a;
Mahtani 2008), We build on this prior lileralure by ezamining race in
Canadian advertising, in contrast to past studies’ predominant examing
tion of news coverage. Advertising is particularly susceptibls Lo slnrsolyp-
icul depiclions of social groups, including racial groups, that are shaped
by dominant cultural schemas of identity. The media in general, and ad-
vertising in particular, play a role in reproducing cultural schemas by
using existing cultural schemas (o produce content. Constraints on time
and space for content mean that advertising eflan prescnts cxtreme ver
sions of schemas that are widely available and enllorally pradominant
in wrder W elficiently and effectively communieate with broad audicnces
(Goffman 1979; Schudson 1984). Advertising therefore provides an ex-
cellent empirical site for learning about cultural schemas. In system-
atically studying television commercials, this paper documents portray-
als that differ from prior research vn race in olher lorms ol Canadian
media.

RACIAL REPRESENTATIONS IN CANADIAN MEDIA
AND IN U.S. ADVERTISIN{

Within the Canadian eonbexl, scholars arpue thal Lhe Canadian media un-
derrepresent visible minerity groups (Flerag 1994, 2011; Flerus and Kune
2001). Past work genernlly amploys eriliciel diveoorese analysis (Van Dijk
1993) to argue that the media tend to marginalize, trivialize, delagitimize,
caricature, and disimiss racial and ethnie mimorities (Fleras 2011; Henry
and Tator 200%; Mahtant 2008}, For example, Greenberg’s (2000:531) study
of news coverage of Asian immigration revealed a paticrn of framing of thie
group as varionaly an “invasion,” aa a ancial and economic hindrance, and
greedy. Henry and Tator's (2003:137) study of the covarage of the Tamil
commnnily in Turonlo newapapers Tound that Tamils were portrayed as
essontially differenl from mainslream Canadiaos aod implied that they
“eondons lerrorizm and illegal activily,”

Though most Coanadian reeserch bas Doossd on nsewa soverage, (e
sludy en advertising found that wisible minority woemen tended to be
pvarrepresented in domestic, cleanming, and tourism advertisementa (Kunz
wndl Kl T998), The prioe literature on racial representations in Cana-
dian media is virtually unanimous in loding sdrong evidenee o Othering
and negative depictiona of visible minority groups. We examine whether
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similar portrayals of visible minorities exist systematically across adver-
tising.

A plethora of research in other national contexts examines racial rep-
resentation in advertising, with findings varying significantly between
groups.! For instance, looking at U.S. results and citing population statis-
tics from the mid-1990s, Taylor, Lee, and Stern (1995) and Taylar and
Stern (1997) argue that while the Asian-American population was slightly
over 3 percent at the time of research, representation of Asian Americans
in ads ranged from 4 {Taylor et al. 1995} to 8.4 percent (Taylor and Stern
1997). Ten years later, when the Asian-American population reached 4.2
percent in the United States, Li and Joo (2005) and Taylor, Landreth, and
Bang (2005} find that Asian Americans were featured in $.3 and 10.5 per-
cent of ads, respectively. Similar to their Asian counterparts, Blacks are
well-represented in advertising in relation to their population. According
to the 2010 U.S. Census, Blacks malke up approximately 13.6 percent of the
population. Although numbers vary by study, they seem to appear in just
over 10 to 25 percent of TV commercials (e.g., Coltrane and Messineo 2000;
Wilkes and Valencia 1989) with similar ranges for print media (Millard
and Grant 2008: Plous and Neptune 1997: Sengupta 2006), suggesting at
least a proportionate numerical representation. Despite healthy rates of
representation for Blacks and Asians, other minority groups are under-
represented (e.g., Hispanies) or virtually unrepresented, as in the case of
Native Americans (Maestro and Stern 2003). Moreover, when represented,
minorities tend to appear in minor/background roles flanking White main
characters (Bang and Reece 2003; Seiter 1990; Taylor and Stern 1997;
Taylor et al. 1995, 2005).

When racial minorities are represented in advertisements, they often
conform to stereotypes. East Asians are commonly portrayed as business
professionals or workaholies who are technologically savvy and academ-
ically keen (Pake and Shah 2003), as workers in banks, telecommunica-
tions, retail (Taylor and Stern 1997), and technology (Maestro and Stern
2003). Some researchers estimate that ads for these types of lech-based
services and products constitute 75 percent of Asian-American appear-
ances (Taylor and Lee 1994; Taylor et al. 1995, 2005). At the same time,
East Asians are not frequently depicted in meaningful familial relation-
ships or friendships, but are restricted to collegial interactions (Bang and
Reece 2003; Taylor and Stern 1997; Taylor et al. 1995). Asian Americans
are rarely shown in the outdoors, in the home, or in soeial settings (Li
and Joo 2005; Taylor et al. 2005). Wang (2010) suggests that the relega-
tion of Asian Americans into the technological realm speaks to the reality
that Asian Americans are only allowed to integrate into the United States
in narrow ways, conceptualized in the media as “technical robots” who,

1 The numbers of Lating, South Asian, First Nations, and Arab characters are so small that we cannot
identify any patterna among them that woald constitute cultural achemas. Our subsequent anslyses
are therefore restricted to patterns among White, Black, and East/Southeast Asian groups in food and
dining commercials.




136 CRS/RCS, 51.2 2014

oversuhscribing to discipline and hard work, become subhumans lacking
emotions.

Unlike Asians, the range of roles Blacks play is slightly broader and
includes business people {(Maestro and Stern 2003), technicians (Pake and
Shah 2003), and athletes (Burton and Klemm 2011; Pake and Shah 2003).
They are widaly featurad in ads for financefingurance, automohiles, travel
(Bowen and Schmid 1997), and food (Bang and Reece 2003; Wilkes and
Valencia 1989). Notably, they are underrepresented in tech products (Tay-
lor et al. 1995, 2005). While Maestro and Stern (2003) argue that Blacks
arc frequently depicted outdeers participating in domestic or recreational
activities, Martin (2004) points out that Blacks are confined to the out-
door environments of suburban and urban settings, and excluded from
the “Great Quidoors™ (Martin 2004), where one might engage in camp-
ing, hunting, or fishing—this setting seems to be the exclusive territory
of Whites. More critical scholars argue that despite the sizable represen-
tation of Blacks in increasingly diverse roles, ad producers continue to
employ negative or racist stercotypes, albeit in more covert ways, such
as subtly associating Blacks with submissive roles, donning animalistic
prints, or bodily objectification (Bristol, Lee, and Hunt 1995; Millard and
Grant 2006; Plous and Neptune 1997). Although advertisers have moved
away from overtly racist images, some contemporary ads still subtly sug-
gest subservience and low social status (Burton and Klemm 2011; Fuller
2001).

An understanding of the representation of racial minorities is incom-
plete without some comparisons to the White mainstream. Levels of rep-
resentation for White characters are at or above population levels for tele-
vision (Coltrane and Messineo 2000) and print advertisements (Sengupta
2006). Regarding stereotypes, Seiter (1990) reports that ads exclusively
featuring White children illustrate themes of nostalgia (e.g., old school
days), domestic life (e.g., kitchen table), Victoriana, and great adventures.
Corroborating this finding is research by Maestro and Stern (2003), Bang
and Reece {2003), and Coltrane and Messinee (2000), suggesting that
Whites are most often shown in the home, engaging in domestic or recre-
ational activities.

We start with themes suggested by prior research {e.g., Henry and
 Tator 2003; Jiwani 2009b), and ask whether the same findings translate
across space and time. Specifically, do findings about the representations
of Blacks and Asians, relative to Whites, in the United States in the 1990s
and earlier predict the way that these groups are portrayed in Canada
in the late 200057 On the one hand, Canadian culture is often thought to
be more openly multicultural and inclusive. Moreover, Canadian society
is becoming more racially diverse over time, These observations suggest
that we might find more equitable and progressive racial representations
in our sample, compared to prior research, On the other hand, Canadians
consume a great deal of American media and share many cultural values
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and ideals with Americans. Thus, it is also possible that our findings will
resemble earlier American findings about the representation of visible
minorities.

DATA AND METHODS

This paper is part of a larger project analyzing Canadian television adver-
tising. The project includes content analysis of a sample of prime-time
{811 PM) commercials on three Canadian networks—CBC, CTV, and
Global. Despite the growth of Inlernel enlerlainment options, television
commercials remain the largest advertising medium reaching the broadest
audience, The sample was constructed from recordings of broadecasts for
21 evenings, comprised of Sunday through Saturday for each network. In
order to diversify the time of year represented in the sample, recordings
were spaced over an 18-month period, from July 2008 to December 2009.%
Descriptive statistics for the lavger sample from which the commercials in
this study are drawn are found in the Appendix.®

Moreover, in order to develop a qualitative analysis of cultural
schemas, we limit our study to the product category of food and dining,
and only for visually present human characters (not voice-overs or ani-
mated characters). We specifically consider food and dining commercials
for a number of reasons. First, as the largest product category of commer-
cials in our sample, racial representation is relatively diverse here. Second,
food and dining are an enormous market, so these types of ads have a broad
target audience and impertant implications for a diverse general publie.
Third, food is a cultural object embedded with rich and multiple meanings.
Across all races, the production and consumption of food play an important
and symbolic role in everyday experiences, family and cultural traditions,
and holidays. Following in a tradition of examining patterns in advertising
to uncover cultural schemas (Goffman 1979), we expeet broadly resonant
messages about race in food ads.

2 We would expect cultural schemas for racial identity to evelve rather slowly, with important changes
emerging sradually over perhape decades, rather than year-over-year changes. We see ur findings as
applicable for many years following the data collection, years of 2008 to 2008, At the same time, we
would note that some of the commergials in our sample continue to be broadesst in 2013, Bxact dates
of recordings are available upon request.

% Although racial categories sre sacially constructed, being neither b nor mulually axel X
we contend that it is not only still possible to study representations of race in the media, but necessary.
We follow decades of content analysis rosearch on race in the media in how we measore and deseribe
how race is represented in commerdials. Lu brief, the code for "vrace” in the content analyzsis was based
not only on skin eelor, but alan an &l visible phenotypic details (e.z., hair, facial characteristies, ete)
as well as contributing cultural details (a.g, dresa, accent, ate). As with all variables, sur coding for
pace invelved multipls eoders, and intercoder agreement for race was 99%  which is Lypical for eentent
analyaes of race. Race is rarely presented ambiguowsly in commercials. However, we had a code for
racially ambiguous charackers, which was applied for those extremely rare characters whose race was
nat elear.
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Qur sample for this analysis includes 244 commercials featuring 1,063
characters (primary and secondary combined).? We proceed first by break-
ing down the food and dining commercials to subtypes of this product
category. Because particular kinds of food have particular cultural mean-
ings, status, and market locations, we hope to uncover patterns in racial
group associations with particular food types that reveal something abiiut
the cultural schemas for these groups. These quantitative findings give
us a snapshot of racial representation, allowing us to make preliminary
comparisons between stereotypes found in previous literature and those
that sesm o be in eperalivn in sur sanpls,

In order to gain a nuanced understanding of how our foed ads conform
to or diverge [rom existing racial stereotypes, we follow wilh u qualita-
tive reading of the character roles in our ads to identify caltural schamas
for racial identities. In our analysis, these schemas &re themselves in-
terpreted comparatively, as their meanings are contingent on their place
within an ecology ol racialized representalions that vazy by group (diwani
2009b:737).

The method for this analysis is induetives, arul he proeass invalvies
viewing cacl commercial in the sample and nosing all derails about char-
acters’ traits, social contexts (e.g., work, family, interpersonal intaractions,
ete.), social relationships, and race, After an initial viewing, the commer-
cials were reviewed in order to identify si-nilaritizs between characters’
portrayals. This comparison of charsclers wllowed b clusters of similari-
ties to emerge, which then formed the bugiz for idenuifiing U six cullural
schemas for racial identity.

RACE AND CONNECTIONS TO FQOD AND DINING
SUBTYPES

How does race correlals willy Tood and dioing sablyoesi Tacang cuss from
both the scientific and social seienti e He lde of food studees, we reviesred our
food ecommercials and developed a typology of entogoric: that arc routually
exclusive and that. allow ns ta describe the majnrity of ads (=ee Tahle 105
We present our data firat percentaged scrosi rows in Table 1, to
show the racial distribution of characters withiz asel fuodin g ca legory.
Table 2 helps to contextualize Table 1 by percentaging duwa the columns
to show how characters of each race are distribuled suruss final wiloporivs,
Whersas Table 1 shows how exeh food catogorr is represansed by ehara-
ters of differsnl races, Table 2 gives us a pictuse of v each racial group
is rupresented through sssociations with food categenes. Delfore locking at

*  The number of commercals for coch rooe 13 the todlor adde wp o mor thor 244 badauis s

el Tenkoe charaloem of see e s e

iy shefiibimos e e labls o vrpiait.

166 212

161




162

Cultural Schemas for Racial [dentity 159
Table 1

Distribution of Characters in Food/Dining Commercials across
Racial Categories

Food/dining Percent Percent Percent East/ Total
category White Black Southeast Asian (A}
Whole foods 97 2 1 100% (235)
Fast food restanrants 80 14 6 100% (206)
Table serviee restaurants wy 11 ) 100% (195}
Health foods 82 14 5 10095 (130}
Processed foods 28 1 1 LOuys CL72Y
Other A5 S 7 100 ('f5)
Number of commercials 227 23 9

Notes: Row totalz may not add up to 100% due to rounding.
x¥ — 84,011, 10 df, p ~ 001,

Table 2

Distribution of White, Black, and East/Southeast Asian
Characters across Food/Dining Categories

Food/dining Percent Larcent L*ercent of East/
category of White of Black Southesst Aslan
Whole foods 24 & i

Fast food restaurants 18 32 36

Table service restaurants 14 26 12
Health foods 16 28 21
Processed foods 18 2 8

Other ki i 15

Total (W} 1019 (B42) 1004% (88) 99% (33)
Number of commercials sy o3 ]

Notes: Column totals may neb add up Lo 10098 due by rounding,
¥? = 64011, 10 df, p -+ D01,

each category, nole thut Whiles are vverrepresented vverall o [bod advers
tisemenls sompared W their Black amd Kast/Seutheast Asian counterparts,
their rapressntation in Al eslagoriss of Toed s combingd (87 pareanl) iz
higher than their representation in the general sampls of commercials (7%
percent) and than their proportion afthe Canadian papulation (80 percent).

There are several notable relationships in Table 1 The whals lued=
ealegory is almoal exclugively White, while fast food commicraals are more
disperdcd aeroas racial groups, with Blacks and Enst/Southeast Asinne
wrverraprasan b ralaliva G Lhsie propoelion o eed eommeccials gencrally.
[Tealth food commercials are very similar to fa=l food rasbanrania in Ghe
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breakdown of the race of characters, with representation from all three
groups. Processed food commercials closely resemble the racial distribution
of characters in commercials for whole foods, almost exclusively White.
Given the different cultural meanings associated with food subtypes, these
patterns raise intriguing questions about media representations of race,
which we explore further in Table 2.

Table 2 shows the distribution of food categories by race and provides
another perspective on the data to help clarify the significance of the differ-
ences shown in Table 1. Whites are spread almost evenly across =11 product
eategorics, sugpesting that thers is Qexibilily in the assucintivas the char-
acters ean make with different food subtypes. Black and East/Southeast
Asian characters show a narrower range of associations, Iming ronne
trated in fast food and health food commercials, with Black characters
additionally appearing in table service restaurant comnerdals.

The overall picture provided by these results iz thzt wherens Whites
are strongly associated with whole (vods, Blacks and Dast/Southeast
Asians are most often linked to fast food. Thews: pevedoniaont Lnkoges
coexist with other secondary associations, narmuly Wil wich procesael
fuuds, and Blacks with health foods, A chi-square analysis conirms thal
the differences between the racial groups are significant at the p < .001
level. While predominant associations conforo to racial sserestypes, such
as those found in the literature review, secandary associatons are less
prevalent, and less easily explained. L order ts allemirate thees assoeia-
tions and develop a better understanding ol Lhven, we vondud. = gualitative
reading of the ads.

TRADITION, STATTIS, NATTRALNESS, AND FARILY

This in-depth qualilulive wnalysis lumiosbes Low observed associations
in advertising imform cultural schemus for racia’ ideolily,. Whal social
characteristios of sael of Dhoee raciai Era s Led Lo be ciphasized, or
downplayed, to praduce the particular assaciationa we find? Tr eonneet. nur
theoretical understanding of race and representation with onr empirieal
analysis of food advertising, we identify six schemaz Wearanot snggeating
that these are ancxhaustive list of the donvmans schemas fur racial idencily
in aur culives; ralher, these ace the schcias taot ceerge 1 sur data,

Four achemas pextain to White:, cne to Blacks, znd one
Faaal/Bonihwsasl, Asizna, The amall nwa b of sehowos 0 these food com
morcials for Black and Ensl/Suuibvusl Asimn churselovs is selaled to the
small number of primary characiers of Lhese races in foed ads, We first
review these s1x schemme, and them dizeoes Toie ol bo @i e and
poasible relationships between then.

168 212
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“Whiz: Nostadgin™ Schere

This schems is represented in 58 ads in vur sample. Two variations of
zhiz schema exisk, one that is more closely related to food production, and
the nihar to focd consumytion. These variations of the “Nestalgia” schenin
establishtheideathat Whites haves lomg history of producing and consum-
mg quality foods that have an enduring presence in the marketplace. For
exampls, in the produetion variaticn, a commercial for Oka cheese depicts
a prodoction process circa mid-1800¢, while a voicz-over informs view-
crs thas White monks have been “crafling” (his producl fer generations.
The wse of the word “eraft” suggests that production is nol A wmechani

cal process to mass-produce food; rather, it i an ark thal #Rilllul monks
ergaged in leereale legney artizanal chceses now cnjoyed at important so-
cial gathorings. We also saw the authority and expertise of traditional food
production associated with Whites in ads featuring historical production
of bread (Dempster’s) and jamn (Srmuckers). In the other variation, an ad
for Ritz erackess romanticizes the consumption of kel A simple seene of
‘poy Leging down crackers for a girl o follow, rumminigeanl ol Lhe childran®s
Lule Hans=l and Gretel, coupled with the seng of uncomplicated friendship
and Leve for an angelic girl, attempts to transport us to a childhood when
Ritz cracksrs was frequently enjoyed. Visual images, shot in a glowing soft
light, triggzr werm memories of comsvming the snack. These nostalgie food
zommercials link Whites with brands (hal have an eslablished slalus, and
oar sample of ads features only Whitee as the bearers of tradition in food.

White Nodwral” Schema

[nthis second schema, appearing in 18 ads, Whites are symbolically hinked
L nature and the wholeanme foada it has to offor. A clear example of this
imzgery can be found in a relatively upmarket aupermarket. brand line of
modsPresident’s Choeice), where the CEQ of the company 15 shown jaining
White male farmers from different provinees in Lheir lields, presumably
chatring to them about their produce. The CEOQ's voice-over, heard dur-
inz the frames fonturing farmare, justifiee hiv company’s choice Lo buay
local—io support the Canadian farmer and the economy, and for “plain
preat esting.” This ad illustrates the *White Natural” schema in several
WEYE. Only White men are shown, in hoth producer and conanmer ralea.

Five White tariers symbolize “the Canadion farmer,” the ultimate pro-

ducer ul “plain proal saling.” This seheine i@ nntcwmthy for the extent to
which it divergea from social reality. In farmers ficlds aeross the country,
precal deal ol apricalboeal work in Caoida s dooe by cacialized minorities,
hoth Canadian and temporary foreign workers, This exclugion ol minorily
farmworkors in ads reinforces Lhe notion thal Whiles are vspecially in
tune with, and are authortics on the natural world and are responsibla
forr wholwaome and natweal food production.
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“White Highbrow” Schema

It is important to note that not many high-end or luxury food products are
advertised on television. However, the “White Highbrow” schema, used in
seven ads, was still applicable to advertisements of food products that wer
not high-end per se, but relied on cues of high cultural and economic capi-
tal as selling points. For example, although Europe’s Best Frozen Fruits is
an affordable food preduct, the advertisement portrays a family with high
cultural and economic capital. Cues include Baroque background music
and an elegant dining table and room, with proper setiingz (including a
napkin ring) prepared even for dessert. High economic capitsl is supipnaid
through the modern and very large kitchen with expensive-lnoking appi-
ances and Ritelien utensils, That both pareinta are wearing business casual
clothes implies that they hold well-paying white collar jobs. In our sample,
highbrow status, as expressed through traditional symbols of high cultural
and economic capital, is associated only with White characters.

“White Nuclear Family” Schema

The “White Nuelear Family” schema is the most common in our study.
Represented by 50 ads, it cuts across advertisements for all our food and
dining subtypes. In many of these ads, the White nuclear family is depicted
at the dinner table, with one parent at the head, leading conversulion g
the family enjoys their food (e.g., Mr. Sub, Maple Leaf Prime, Dan Ac-
tive). Although all ads in this category feature the typical configuration
of mother, father, and children, some ads also explicitly depict the mother
having the primary responsibility of preparing and serving lved Lo her hus-
band and children. This schema varinualy features additional elements of
idealized family dynamirg, auch as the mather asrving as the guardian of
family health (Beagan =t al. 2008), or the fathar as hreadwinner Mora-
over, the White nuclear family iz shown to be both socially and physieally
healthy. Despite the social reality of a vusl reduclion in famnily meals and
indeed in nuelear familics themselves, the White nuclear family schema
suggests that social stability and haslihy asting aliles wrs sesoeialod wilh
Whiteness.

“Black BElue {ollur” Selema

Because White characters so vastly oulnumber non-While characlers in
commaerciala, the depictiona of racial minoritica in commercials are rela-
tively powerful insofar ae o relatively mall nombee ol Chan repressnd, D
sehemas for racial minerities. From our sample, only one clear schema for
Black characters emerged, which we label the “Black blue collar” schiema,
appearing in 11 ada. It is conununicated through showing Blacks in o va-
risky o blus collar work aellings, moat prominently o foetorics and nuto
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body shops. For example, an ad for “Honey Bunches of Oats” begins with
a female voice-over asking “What’s our favorite part of Honey Bunches of
Oats?” A White food scientist examining a single flake under a microscope
responds, “The crispy flakes.” The camera then pans to the factory, where
among other workers, we are shown two Black men in front of a packaging
machine. The first simply smiles while holding a box of cereal, while the
other performs a little dance.

The predominant subtext of this schema is one of safe inclusivity. On
the one hand, commereials with Black characters provide diversity in ad-
vertising, It is recognition of both the racial diversity of the target market
for the advertising and of society as a whole. Furthermore, the schema is
not inherently negative, insofar as it does not play into traditional nega-
tive stereotypes of Blacks. On the other hand, this schema positions Blacks
within a relatively narrow relationship to food—as working-class produe-
ers. I'us schema avoids the more negative connotations of associations
with underclass membership, which at any rate would not make sense
from a marketing point of view. Furthermore, because Black characters
comprise so few of the total number of characters in our sample of ads,
there is no other elear characterization of this racial group to nuance or
to compete with this frame. The contrast between a White scientist and a
dancing blue collar Black character reifies the Whiteness of the food scien-
tist in this commerecial and, implicitly, sclentists in general, in contrast to
the racial diversity of the category of manufacturing workers.

“Asian Technocrat” Schema

Unlike any of the other schemas we identify in the commercials in our
sample, the schema of the “Agian technocrat” is quite negative. It is used
in various forms in ads featuring Asians. In this schema, noted in six ads,
Asians are portrayed as unemotional overachievers who respond to any
and all situations in a robotic way. Again, as with Black characlers, Asian
characters are represented by a relatively small number of characters, and
so only one schema emerged from our reading of the ads. This schema is
illustrated by an ad for Baskin Robbins Ice Cream. An Asian grandfa-
ther sits in a rocking chair in the family room when the granddaughter
approaches, appearing downtrodden. Grandpa asks, “What’s the matter?”
The granddaughter shows Grandpa a math test with a red F at the top
and bemoans, “Mom said if I got an A we can get Reese shakes at Baskin
Robbins.” Grandpa uses his blue pen to change the F to an A, and states,
“See you in the ear” He vanishes, leaving his granddaughter to stare at
her test with a complete lack of expression on her face.

The characteristics of the Asian technocrat, achievement-oriented,
and robotic are communicated through the granddaughter. Immediately,
viewers will recognize the Asian student who expects to perform well in
math, or in all academie subjects, for that matter (Louie 2004). Though she
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fails to achieve an A, which contradiets the model minority stercotype, her
reaction conforms to the overused robotic trope (Wang 2010). Moreover, the
failing grade for the Asian student is a (supposedly) comedic inversion of
the well-worn schema of Asian academic achievement, and retains the link
between Asian identity and a focus on academics. Upon receiving a failing
grade, her emotions are simplistic and one-dimensional; she is sad. Fvan
after her grandfather decides to take her out for an ice cream anyway, she
is unable to demonstrate the basic and antilogous emotion of happiness,
let alone more complex emotions that may arise in this situation: surprise,
rehief, or even puilt. In fact, ghe stands wilh her correcled Lest, face com-
pletely blank. It is hard to tell whether or not she was feelin# uny civotion
at the offer of ice cream, which she previously lamented 1ver nol lming
uble Lo have, given her bad grade. The grandfather, toe, s partrayed as a
technoerat, He approaches his granddaughter’s emotions as a problem ta
be solved. She is sad, so change her mark and take her cut to ice cream.
ITe is frugal with his words, uttered in a matter-oi=fact and monostenous
way. Making no attempt to emotionally consels ihe pravaldauglier, ha
instantly disappears, to solve her problem in a proctical way, throuph
buying ice cream. The robolic munnerisms portrayed by Grandpa and his
granddaughter achieve the marketer’s manifest goal of providing comedic
relief. A latent result is that these types of images reinforce tke stereotype
that Asians are industrious but emoticnless individuzls intzrested only in
climbing up the social ladder through academiy sxcsllence.

DISCUSSION AND CONCLUSION

Despite the often-touted differences between Conasda snd dhe United
States when it comes to issues of race we fiml sbmang similzridies belwaen
rates and modes of racial representation ir advertismg. Wea find nrderrep-
resentation of many visible minoriby gronps, but ar overreprasentatuon of
Black characters relative to their proporticn in the Canadian population,
at a rate that resembles thelr representotion In Amcrizon media, This
fact points to sn averlap hetween American and Canadian radal repre
sentations in advertising, rather than o divergence. Morcower, as has basn
found in American research, e represeoiations of Whites un advertising
are more divergified ang positive thuan (he repressn alivnes L ollver races
Cur paper i sbronply alipned willh Heoes aoed Talors (G008 clauns
that ‘[mledia discourss playe o lares ol in reprelocing Tha selloclive
beliel system of the dormnant White ssaisty and the vere walnes of this se-
cigty” (p. 711} and that the “dominant dhscpnrses anid rapreaantations ...
rainluees the conatruet of whizeness oz the normotire anivorse” (p 7020
Crur argumenl supporls Che main clains ullill'il'll‘ﬂi‘:l':ﬂlﬁl‘ﬂ af Canndian me
dia inanfar aa we find highly uncqgual recinlized media centent. However,
wi arrive al sue grpommand Ceeeagbe s idenlilicalion of 2ig schemos toir
racial wdentity that have not besn ddenlifisd befors in Ca naslizn madia
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Our examination of how Whites, Blacks, and East/Southeast Asians
are represented in Canadian prime-time food and dining commercials
identified significant variations between these three groups. In terms of
food subtypes, Whites were most often associated with whole foods, while
Blacks and East/Southeast Asians’ appearances were most strongly con-
centrated in fast food commercials This finding ahant. fast foad supports
Henderson and Baldasty’s (2003) research on U.S. commercials, and we
agree with their interpretation that the association suggests a symbolic
connection between race and class.

The eultural schemas we identify provide information about the sym-
bolism attached to race in this sample of mainstream Canadian media
content. We interpret the messages we see in these commercials as reflec-
tions of some of the dominant cultural schemas for these groups, and at
the same time as agents for the reproduction of those dominant cultural
schemas. The messages that come through are not only that Whites are
associated with whole foods, highbrow food, and natural food, but that
Whites are wholesome, highbrow, and in tune with the natural. White-
ness comes to symbolize all of these abstract ideas, assigning a type of vi-
sual “tangibility” through concrete examples. Furthermore, these schemas
contribute to the construetion of a seript of what it means to be White,
including the normalcy (however inaccurate) of the nuclear family, and
associations with legitimate or highbrow culture and with authority and
tradition. Our qualitative analysis helps to explain the initially surpris-
ing association beiween Whites and processed foods (to the near complete
exclusion of other groups). In these commercials we see Whites associated
with nostalgia and tradition, ideas on which these generally long-standing
and well-known brands are trading. Although it is mostly true that Whites
were the group that consumed these brands many decades ago, the contin-
uation of this association may perpetuate a symbelic connection between
Whites (but not other groups) and an idealized present and future.

In contrast to the various White schemas, these commercials provide
just one schema each for Blacks and East/Southeast Asians. The narrow-
ness of the representations is significant, because they present just one
way to be a member of each of these groups. While the schema for Blacks
is not overtly negative, it is nonetheless problematic. As the only clear
schema in our sample for Blacks, it constrains this group to a relatively
disadvantaged socioeconomic position. There is a poignant contrast here
with the White Highbrow schema for the difference in status accorded to
each group. Our quantitative findings show that Blacks are disproportion-
ately associated with fast food commercials. This association exists within
a social confext where fast food is connected to lower levels of cultural
capital (Johnston and Baumann 2010), and it is much less frequently con-
sumed by people from higher socioeconomic status groups (Kim and Leigh
2011). Regarding health food commereials, this finding corroborates some
of the more specific findings regarding stereotypical corporeality of African
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Americans in earlier content analysis work (Burton and Klemm 2011; Mil-
lard and Grant 2006; Plous and Neptune 1997). Bristol et al. (1995) observe
an emphasis on Black bodies in advertising and interpret this emphasis as
part of a schematic White/brains versus Black/brawn dichotomy in popular
culture. Health food's connection to the body and bodily appearance can
thus illuminate the association we find with Blacks.

The schema for East/Southeast Asians is narrow and negative. As
the only schema for this group in our sample, it effectively Others them
through implicit suggestions of their robotic, emotionless nature. [Lcarrob-
orates other earlier content analysis findings on Asian Americans (Pake
and Shah 2003; Wang 2010).There is another poignant centrast, in this
case with the White Nuclear Family schema, for the difference i warmth
and emotionality accorded to each group.

Our findings point to a problem with the underrepresentztion and
misrepresentation of visible minorities in the media Underreprasentation
is a problem because it reinforces narrow cultural szhemas for what it
means to be a member of these groups, including dominant sncietal ex-
pectations (and self-expectations) about the identiizs and behaviors of
group members. The rich, broad, multidimereional, snd pesitise cultural
schemas for Whiteness set up a contrast to uther zroups where White-
ness is implicitly preferable. Whiteness appears in commarcials as a bal-
ance between production/consumptior., leborfleisurs, dizeiplinefemotion,
mind/hody, with Blackness appearing as toc bodily or Asizmness as too
robotic.® We interpret the minority eultural schemss a3 both dependent
on, and helping to constitute, the Whitz cultural schemas. Jtisin contrast
to one another that they appear as broad or narrow, and throagh which
their significance is construzted.

In our view, advertisers ut:lize {rather than invent) dmninant cultural
schemas (of which race s just.one kind), and the organdizational ocnstraints
(on both time and the need to resonete with broad andiences) Lthat apply
to marketing make those schemas especially salient. and therefere ripe for
analysis. Although food anc dining advertisiag is a eulturally rich sourcs
for identifying racial cultural schemas, this erpirical ¢aoice has influenced
which of the particular schemas we identify. We would strongly sugzest,
however, that these schemas are broader than the rezlm of faod 2nd dining,
and encourags future researchers to systematically examine other forms
of advertizing and other media in Canads.
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CHAPTER 9

Advertising and Age, Sexual
Orientation, and Ability

Marginalized or Mainstreamed?

At that moment, I realized that from the standpoint of advertising and corporate
America, ['was a dead man walking.

—Jerry Della Fernina, on his 50th birthday

W hat makes a target audience attractive to marketers? Of course, an audience must be
a good match for a product. But beyond that, many marketers are attracted to audiences
that are large in number, that spend a lot of time with mediated content (botk traditional
and online), have a high amount of disposable income, and are not brand leyal but open to
new products and brands. Would you be surprised, then, that advertisers ignore several of
market segments that meet these requirements?

The previous two chapters set the stage for seeing that the dominant view of people
who are targeted by Western advertising is young, thin, and Caucasian. In this chapter,
we discuss three groups of people that 10 years ago rarely appeared in the media—in
either media content or advertising. Today, the media is more apen ta presenting older
people, people who identify as lesbian, gay, bisexual. and transgender (LGBT). and per-
sons with disabilities (PWDs). This discussion begdins with consideration of major
demographic changes occurring in the United States and, to some degree, throughout
the world.

Advertising has traditionally rellecied an overall youth bias (Bradley & Longing, 2001).
Youth culture stresses, among othar things, the importancs of an individal s prhysical
appearance to his or her s¢lf-concept. AS people age. the importance of physical appear-
ance to one's self-coreupi gunemlly dirminishes, and one's sell-concept beeomes baseed on
values such as achisvemant, comiort, and mecurity (Rradlay & Longing, 2001}

Youth bias in Amerivan vulture may have started wich Nappers in the 1920s, tend-
setring young people from woll-off familics who spenta ool dme enjoying social life.
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Flappers lived what seemed to be a glamorous, carefree life: a life that many might
aspire to and that became an attractive market.

Throughout most of the 20th century, younger people spent 2 lct of time trying to find
the newest, trendiest products before they would settle down (n their 20s and 30s and buy
homes, furniture, and appliances (Lee, 1997). Youth culure i5 not limired to the United
States: Advertising in 1960s United Kingdom often fucused on British youih maliure s
popular trendsetters. In the late 20th century, Japanese youth culture created global interest
in anime and the kawaii culture that captures childlike innocence in products and mes-
sages for younger adults.

Conventional wisdom suggested that moving out of one’s youth into adulthood meant
that one's set of spending patterns became fined. Instead of shoes and beer purchasing
focused on babies’ and children’s cloghing, swving for col gl education, and planning for
retirement. By the time people reached middle age, conventianal wisdom stated. they
had bought all that they needed to buy (Lee, 1997). If these people did ery new things,
they would be open to purchasing products marketed to youth, although the opposite is
nolk true,

However. this cycle is changing as demographics around the world also change. Cne
influerce 13 the influenee of baby boomern. The buby boom population s made up of
people who were born between 194€ and 1964; today, in 2013, baby boomers range from
49 to 67 years old. When baby boomers first came into their cwn in the 1970s, a number
of products and campaigns werz targeted to the boamers. Not only was the boom large in
termg of sheer numbers, but baby boomars also tended to be ome of the most affluent
segments in history. and they were not conservaive in their spending habis, Moreover,
baby boomers continue their spending habits and are rot as s2t in their ways as some
people anticipated.

Another group that has experienced significani growth are PCWs,

A disability Is defined as a restriction in the abllity to perform a normal activity of daily
living that sameani af the same agi i able t '|'I|.'r|-1II'I'T1. Thers are mere than 55 mullien
PWDs in the United States, about 18% af the LS populstion (United MNations, n.di The
United Nations estimates that there are more than 620 millicn PWDs internathonally. In the
United States. PWDs spend more thar average consumers ondining out (they dine cutonce
per week) and travel more than ether consumers. They also spend more time with media.
Marketers, though, rarely picture PWDS in advertising ar target media content (inziuding
websites) to this droup.

A final group that has often been ignored are Individuals who ident ify themselves as
LGET. There are more than 15 million irdividuals who identify as LGET in the Unled
Srares. Globally. som= estimate thar abour 10% of the population [dentifles as LGET.
which suggeats that the size of the market is over 850 millizn people. Estimares on LGRT
buying power exceed 52 (rillion (FELAG, 2006]. The LGBT population aré séslaurant
trendsewers and dine vut more than the average American (Community Marketing. Inc.,
20103, Whils spacialized publications have targetad this community Do years, sogical
changes are raising the profile of the communicy in racent years Dur have advernisers
caught up?

While each group will be examined separately, the overall implicariors of shess groups
and their out-of-the-spotlight stasus suggest several sirmlar micnded and unintendedefTecs.

R ——_—_——————
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ADVERTISING AND ELDERS Figure 9.1 Elders are often mocked in advertising messages, such as in this ad for Combos.

Ho and Lambier (2010) report that there will be more than 2 billion people worldwide over
the age of 60 by the year 2050. Many older adults have money to buy what they want and
are either at the top of their earning power or living comfortably on their retirement
incomes. They have more time to consider purchases than consumers with young children
do. Most older adults have the ability to be exposed to many different types of media to
learn about a range of products and services.

American culture has been criticized as having a blatant disregard and disrespect for
older people (Tupper, 1995). These artitudes have been influenced by a number of factors.
Historically, immigration from other countries to the United States is done by young people
who leave the elderly behind. This lack of a tie with older adults may contribute to general
disregard for older people. The United States is one of several countries founded on prin-
ciples of individualism, independence, and autonomy. As people age, they may have to give
up some of these valuable freedoms and therefore may not feel part of society. Mobile
populations have an effect AS children grow up and move away from their parents, family
ties can often be loosened. As with mass immigration, the value of the wisdom of the older
generations becomes less important to society. Finally, medical advances keep people liv-
ing longer, which suggest that death is now associated primarily with elders.

Globally, different societies value their elders differently. In Europe, many products and
services are directed toward older adults, who are portrayed in European advertising as
active and fun-loving people (Clark, 1988). Asian cultures embrace the idea of filial piety, .
the notion of complete and total respect for our family, especially elders (Buchbinder, n.d.) ey e
In Latin cultures, the concept of familia suggests that the extended family is as valued as
the nuclear family. Ubuntu is an ancient African worldview based on the primary values of
intense humanness, caring, sharing, respect, compassion, and associated valugg, ensuring ’

a happy family and community (Broodryk, 2002).
In the United States, older people are generally absent from our mass madia. Whan thay

do appear in commercials for mass-marketed products, older pepplé can be stereatyped 1988, p. 290). A lack of interest and involvement with technology is alsa seen (Figure
and mocked (Figure 9.1). Who has not parodied commercial lines such as “I've fallen and 9.2). However, more than 50% of the mature market are keen 00 try new things, and they
Ican't get up” and “where’s the beef.” In the United Kingdam, only 5% of TV advertising are in fact no more brand loyal than any other ade grovp *Old 1s the Mew Caal " 2005),
shows images of mature people. Of those who appeared, the majority were either comic ©ne final representation was seen by the AARF (formerly, the American Association of
characters or characters portrayed as decrepit and aging ("Old Is the New Cool,” 2008). Retired Fersons): many ads characterize old people as sick, feebde, infirm, deaf, confused,
The primary categories where older adults appear are financial services. food. and of perhaps even socially isolated (Figures 5.2 and 9.2). Of course. many such portrayals
health. suggest that the sicuation car be addressed by the purchase of a product Fioturinga group
Elders are often portrayed as retired or as persons planning for relirement (Gardner, as less healthy than other geoups can have devastating effects on that group, as we will
2000). Elders tend not to be seen in the workplace or out with large droups of people but ai consider further in the next section.
home thinking about the immediate future and their financial needs. Often, such portrayals
may generate a sense of uneasiness, ax vicwers compare themselves to the older adulis in .
the ad. For example, viewers of an ad may ask themselves, Am | doing better than them? Persons With Disabilities
Elders are seen as having different attitudes [rom youlh and are oflen seen ax more sel As previously mentioned, the Americans with Disabilities Act defines o digability & o
in their ways than ather groups This stubborn aibiiude directly ruflucts the industry’s condition that lmiis 4 person's ability to hanction inomagar Hife activitie—inelading
view of older adulis as people whe are not open (o new ideas and are lanatically luyal w communication, walking, ane seli-care (such as feeding and dressing oneszill—and that is

their brands, therefure, sdvertisers should not bother marheting w them (Dychowald, likeely to continue dndefinitedy, resadng in e need lor suppordve services, Four general
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Figure 9.2 This computer suggests that technology is too complex for elders and that physical Figure 9.3 This ad for the prescription drug Lyrica shows an elder with widespread muscle pain

Sl1

disabilities limit how elders use certain types of technology.

..A Computer Designed For YOU,

| 'wow.
! Not Your Grandchildren!

ot tme s e s e A e,

categories of disabilities exist, including mobility impairmenr (inahility to use ane ar
more extremities or lacking strength to walk, grasp, or lift objects); cognitive impair-
ment (such as learning disabilities and mental retardation); hearing impairment; and
visual andlor speech impairment.

Inthe United States, there are 54 million PWDs aver the age of 16 and another 23 million
parents with at least one child between the ages of & and 16 wha hag a disability (Vagel,
2006). The World Health Organization (WHO) reparts that around 10% of the warld's
population, or 650 million people, live with a disability, and as a result, they are the world's
largest minority (WHO, 2005). The Intarnational Labar Organization reports that many
PWDs are successfully empleyad and fully Integrated Into soclety. In the Unired Srares,
PWDs have a buying power of $200 million every year on food, electronics, health and
beauty products, home gnods, and much more, However, PWDe can alsa face employmenr
discrimination and. a5 a rezult, unemployment and poverry (WHQ, Z004),

Throughout thé 20th centiry, PWDS were absent from adverrising Farnall and Lyons
(2012) created a definition to evaluate portrayals defined as Ability-Integrated advertising
(Al advertising): an advertizement containing an individual with a physically notable

due to fibromyalgia, a condition suffered primarily by baby boom women.

disability. In 2012, they reparted rhat 29 st of 1,671 prime-time commereials analyzea
included images of disahility. Although the raw number is only 1.7% of the total sample, it
represenis a 200% increase over 1999 totals. The porirayals were much more likely o be
major characters than background roles, and the disabllity depicted in the commercials
tended to be from a more diverse set of conditions than ik was inthe late 1980s Based on
an appraximately equal sample al televisian programming, the ability-integraied adver-
tising appeared more frequently en cable channels (52%) than natwark channels (39 %)
(Farnall and Lyons, 2012). Campanies that have Fratured PWDS in their ads include Pepsi
(a humaorous ad Featuring an in-joke amang deat’ peaplel, Nika {(ads teaturs athlaies com-
peting in the Faralymplos, an arhierlc competitlon for people with disabiiicles), and Lib-
erty Mutual. Liberty Mutual's “Responsibility. What's Your Folicy?” campaign cantains a
pay-ir-forward message rhar demonsrrares tha infacrious narurs of doing the right ching
{Ellior, 2010},

In 2010, a series of ads created by 1S ad agencies called “Think Beyond the Label” was
designed to help people address their own conceptions akouwt hiring PWDs Figures 5.4 and
2.5), The humorousads challenged the conventional wisdom about workers with disabilivies
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by offering examples of people with “differences™ who already worked at a company. For
instance, one a television commercial featured a worker in a wheelchair who points out her
colleagues who “you could label as “different’ " Among them are a woman dressed in a
wardrobe of clashing patterns, who is “fashion deficient™; a Klutzy young man at the copier,
who is “copy incapable”; and a man who speaks very loudly and suffers from “volume con-
trol syndrome.” The commercial ends with the wheelchair-bound worker admitting she is
impaired as well: she is labeled “coffee-making impaired.” A print ad featuring a worker who
is “dancing impaired” provides copy that reads, “Just because someone moves a little differ-
ently doesn't mean they can't help move your business forward. The same goes for people
with disabilities.” The elevision campaign featured a physically impaired actress, Alana
Wallace, who is an advocate for people with disabilities, as well as a performer. Whether
such efforts have an effect on how the disabled are viewed is yet to be seen.

Lesbian, Gay, Transgender, and Bisexual Populations

Many marketers consider the LGBT consumer market to be a "Dream Market” because
of the belief that these consumers represent a sizable market segment possessing relatively

Figures 9.4 and 9.5 The Think Beyond the Label campaign challenged mainstream
perceptions of PWDs.

large amounts of disposable income (Oakenfull, McCarthy, & Greenlee, 2008). These con-
sumers are also highly aware of brands' social orientation: 87% of LGBT adults would
consider purchasing a brand whose parent company has equal benefits for LGBT employ-
ees (compared to 75% of non-LGBT consumers). About a fourth of LGBT consumers switch
products brands because a different brand was supportive of thi: LGET community. n adidi-
tion, 47 % of LGBT adults purchase a company's products or sarvices whan an acvertize-
ment has been tailored to an LGBT audience.

While media targeted to the LGBT commur&y exist (publications such as The Advocate
and Out, the cable TV network LOGO, it has b2en estimated that more than half of the LG3T
popularion in the Unired States may not be exposed to LGBT media of any kind (Poux,
1998). Ads in these vehicles may not nacessarily hove spacific LGAT contene, One interest-
ing study (Phillips, 2010) of advamising cantent, LOGO faund that mainstream ads made up
the bulk of all ads on Loge (59% of wotal ads). Gay and lesbiar ads accounved for 39% of
the total, yet nearly all LGBT ads were promatianal ads for content on LOGO

Why don’t more acs feature LGBT individuals? More than 90% of gay men and 82 %of
lesbians reportedly read mainstream magazines. Perhaps because a 2006 study from
marketing firm Flalshman-Hillasd tound rhar 24 % of hatsrosexuals would ha lass 1k ely o
purchass a new or averyday praduct if a company used gays and leshians 1o marker or
promote it (Fleishman-Hilllard, 2012). In addition, the trend thar some brands are reluc-
rant to advertise to homosexuals in the mainstream media is fueled, in part, by conzerns
of a backlash from members of the ron-LGBT audience, particularly radical right or reli-
gious movements.

Still, increasing numbers of brands target andlar show suppart for the: LGRT somimiunity
incliding Ben and jerry's, Orbitz, Cover Girl, Levi®s, Macy's, Wrigley's, Target, amvd |C Peairiey.
For brands, these decizions can be rishy, One [CPenney spokesperson is Ellen DeGeneres,
a popular comedienne and @lk show host wha g also gay. This choice was critcized by a
conservative group called Cne Million Moms. which threatened o boycent. JC Penmey sub-
sequently created a print camlogue far Father's Day that featurcd a real-life gay couplc and
the men's sons. When One Million Moms fallowed through an their boyoatt, JC PEnmey
found that they were gaining new customers who shopped at the store in support of the
messages. Another retailen, Targel, marketed t=shirs in supporl of marriage equality: This
effort, though, was in response to criticisms that Target's CEO backed a conservative. anti-
gay Republican gubernatorial candidare (Moore, 2012). The t-shirt prometion was expected
to raise up to 5120.000 for the Family Equality Council. a Washingmn-based groug that is
part of a Minnesota coalition pushing to defeat a state constitutional amendment against
marriage equality, The elfort was organized by Target employees and their allies,

Brands advertise to show support online as well. In 2012, Oreo cookies posted an image
on Fucebool in support of Gay Fride feataring a rainbow Orec cookie (the LOBT cormmu-
nity uxnx A rainbow to symbalze diversity—gnre 9.6). The Grea Facebui g 1 e ol
the most papular oneson the online 2oeial network site, with millions of fans who visit the
page regularly. {3ree, owned by Hraft Foods, wanted to show their suppeort of diversity with
thit onlina ad (thay have no plang to actually market the minbow cookie), Whils i acd
generated hundreds of thousands of thumbs up, many fans of the page posied negative
missages and threatened w boyzon Oneos
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Figure 9.7 This ad for Bic Soleil may suggest that the two women are friends to some and

Figure 9.6 The Gay Pride campaign that appeared on Oreo’s Facebook featured a rainbow-

L1

colored Oreo and, as a result, generated controversy among Oreo’s Facebook
followers.

JUNE 25 | PRIDE

Brands take boycott threats seriously. To minimize threats, some advertisers reach the
LGBT community without alienating others by using the “gay window advertising” tactic.
Ads composed in this manner speak to the LGBT consumer in a way that is not immedi-
ately noticeable to others, using imagery considered “gay vague™ (Sorgerson, Isla,
Schroeder, & Thorssen, 2006). Gay vague images do not highlight same sex relationships:
an ad could feature a group of people who may be considered “just friends” (Figure 9.7).
In this way, advertisements generally avoid explicit references to heterasexuality by anly
featuring one individual or individuals of the same sex. In some ads, the model or mod-
els in the ad depict sexual ambiguity or an androgynous style (Schroeder, 2002).
According to this conceptualization, gay window ads differ both from explicit appeals
targeting gay consumers (e.g., a gay couple) (Rhat, Leigh, & Warlow, 1998) and from
so-called implicit gay ads (Oakenfull et al.. 2008), which teature unambiguous gay imag-
ery (Figure 9.8). Studies show that gay window ads are readily recognized by LGBT con-
sumers and may or may not be uadersiood by heterosexual ones, depending on their
subcultural knowledge, but if understand, they leavea lifrle space for ambigulty (Funtonl,
Vanhamme, & Visscher, 2011).

When ads are explicit. portrayals of LGBT consumers often fall into some specific
stereotypes (Borgerson et al. 2000) Including the atflusnt, white gay professional
(Figure 9.9). Less often seen are members of the LGBT cammunity who are of color, lower
income individuals, and butch leshians. However, as mentioned earlier, more companies
like JC Penney and IKEA are showing members of the LGBET community as families living
suburban lifestyles,

lovers to others.
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CONSEQUENCES OF INVISIBLE POPULATIONS

There are many reasans that these threa groups of individuals tend to be invisible in adver-
tising messages and thus may not bé considéred part of the mainstream. First, many people
are simply uncomfortable with people who are not like them. Younger people can be
uncomfortable with older people, vr a sighted person can be uncomfortable around ablind
purson. Brands are often afrazxl they will present dhese populatcons in s way thae  insalting
ar stereatypical, which has the patential of hurting the brand and insulting the pagulation
Finally. in timas when hodgets are tight. messages dirsctad to these graups, which can be
considered niche groups, det cut first. These choices made by merheters ard their agencies
razult in uninteanded atbac mward tha target aucdisnce and others in soclety

The lack of presence of these niche groups in advertising could have the effectof making
them invisible in all aspecis of suciety. This may be especially problematic for elderly
waoman, who are teaturad much lass oftan than aldarly men In advertising, mlsreprasenting
their presence in soclery (Tupoer, 1995). IFelders, PWDs, and LGBTS are not s#&n0 in aur sack-
ety, others may nof consider them importane i societal processes (e g, elections) or in the
workplace. Arguably, reinforcament of the Invisibiliry of thess groups cam causs harm o
people's opportunity for treatmant equal to that of MAIRSTEam consumers yGardner, 2000),

182 212



8.l

144 CONTROVERSIES IN CONTEMPORARY ADVERTISING CHAPTER 9 Advertising and Age, Sexual Orientation, and Abilily 145

Figure 9.8 The Orbitz ad invited consumers to connect with other LGBT travelers and
travel experts.

Figure 9.9 The ad for the Luxor in Las Vegas presents imagery of upscale mer who like to
pamper themselves.

4
Connect with other LGET
travelers & traved expedts

and rest easy.

(Leinweber, 2001). The appaient lack of auchentcity of images that pictune sldes a8 old.
fashloned and separated from the mainstream suggests 1o clder consumers thatthe adver-
tisers have no idea who they are cr what they need. Such concerns are likely lelt Dy other
groups as well.

Marginalization

The predominance of traditional portrayals of white men and women (as seen in the last
few chapters) leave little room for portrayals that are nontraditional. The fovus on such
mainstream imagery can result in the marginalization of persons in these groups. Addition-
ally, when persons in these groups are pictured, the imagery often shows one individual

rather than a couple or a group (Chura, 2001). Accarding 1o Farnall and Smith (1999), indi- These Populations Are Devalued

viduals who viewed positive portrayals of people with disabilities on television shows and
in films were less likely to report negative emolions associated with disability images.
Certainly, seeing more diverse of groups of people in adveriising content will also help io
address people’s levels of comfort with people who are not like themselves,

These Populations Are Offended

Individuals in thess groupe repart thar thay are diszaristiad with the marketing effores
and are offended by some of the porrrayals thar they see (Bradley & Longino, 2001). Many
advertisements feature sterentypes that rarely resonate with these groups Flders, for
example. ara highly concarnad with advartising™= smphasis an their medical conditons

Repeared exposure 1o commercials that carry a negarive subrext may lead o the gverall
devaluation of invisible groups by others in society, For example. regative stereotyping
circumseribes clders’ potential by placing emphasis on unpreductive and ursuccessiul
elders. This may create a sell-fulfilling prophecy in which the capacities and sxperiences
of invizible populations are limited (Vasil & Wass, 1990),

Creating Negative Expectations About Aging Ameng Younger People

As we have mentioned several times thioughout this book, the med:a infllugnee oir
worldviews, Thus, how the media portray older adults is ot only damaging to the older
adults themselves but also 1 younger people. Negative stereotyping and ogeism create

R ——_—_—__,,h,
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negative expectations, fear, and dread of aging among younger adults (Vasil & Wass, 1990), e

and it could as well influence perceptions of the workforce. | In 2012, Toyota created an ad featuring a transgender mode, Strav Strashko. The ad has been called

" subversive and kinky, and the translation of the voice over is, “Not in trend, not casual, not for every-

. one.” Not surprisingly, the ad has generated a lot of controversy arcund the warld. But is this the

THE FUTURE i new face (and body) of edgy advertising? You can see the ad en YouTube here: hitp:/ Awenwyoutube

. ) . | com/watch?feature=player_embedded Bv=2VwIrAr7GkY.
Around the world, advertisers and marketers are changing the way they look at these invis- \_

ible groups. In Puerto Rico, for example, agencies are working to change the dominant ' -

stereotype in mainstream media of elders as fragile and inactive, and they focus more on

active elders as an impormant consumer segment. Advertising professionals note that stud- Dorgerson et al. (2000) noted that consumers read ads with different types of psvcho-
ies show that elders in Puerto Rico have increased confidence and self-esteem. As popular logical, social, and cultural viewpsinix. These mum inehule defensive mechanixmns, uncon.
celebrities continue to age (Figure 9.10), it is also expected that they will appear in advertis- scious denial, and conscion® refuzal. A newer concepr, that of xénmightenirg op, captures 1
ing, creating messages that may resonate with their contemporaries. different rype of viewpaint that allows consumers to avoid potentially uncomforntable read-
The more we see a range of people in advertising, the more individuals will be comfortable ings, in this case, normalizing what advertisers intend. For advertisers, this finding shows
with a range of people in society. Media representations can be very strong in changing world- how flexibly consumers read imagery, and it may dampen fears of offendiing certain target
views: A study Dy Farnall and Smith {1999) showed that people who viewed posilive mecdia markers by showing individuals aut of the mainstream.
depictions of PWDs were significantly less likely to say that encounters with PWD made them
angry, fearful, resentful, or concerned. They were also more likely to admire PWDs.
SUMMARY
Figure 9.10 Madonna promotes her shoe line, targeted to women aged 27 to 50. Advertisers have reglected elders in advertising messages: Elders zre either ignored or

are presented as discannectad from snciery as a whole However, a3 haky boomers age,
they present an appartunity for adverisers ta recannect with a group with the inan cial
power to make or break brands. Advertisers shoild consider reconnecting with elders
and understanding more about their lifestyles (o create messages that best resonate with
thie group,

In the next chaprer. we will go 1o the other end of the age spectrum and consider adver-
sing direcred o children

KEY TERMS

Ability-Integrated (Al) Baby boomer 135 Cay window
advertising 138 Filial plety 136 advertising 142
DISCUSSION QUESTIONS

1. What theories from Chapter & di you see reflecrad in this chapler? Fow oo they sxplain sams
of the portravals we seet”

2. What are the issues with portrayals of these “hiding groups® from a micro, meso, ard macro
perapective?

6.1
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3. In the "Fair & Lovely” case study in Chapter 8, you were asked to find examples of products
that would change someone’s outward appearance to have them appear part of a more
desirable group. Were any of these products designed to help a person appear younger than
he or she really is? If so, has your perception of these types of products changed after read-
ing this chapter?

4. Sometimes, these populations are not only hidden from advertising and other media mes-
sages, but they are also hidden from public. Do you often notice older or disabled people
in your day-to-day life? If so, what is your immediate reaction to them? For example,
sometimes, if we are behind an elderly person in a line at the grocery store. we feel frus-
tration since we think it might take longer for them to get through the line. How were
reactions like this developed do you think? Can advertising do anything to change these
reactions?

5. The TV show Glee has a character in a wheel chair, but the actor (Kevin McHale) is not a
PWD. In fact, New Mobility magazine named the character Artie Abrams as the Person of
the Year for their magazine, which is targeted to PWDs. How important do you think it is to
have people with PWDs portray people with PWDs in media, as seen in the example in this
chapter? Research the response to New Mobility's choice and see how that affects your
respense.

6, What is your reaction to the ad featuring Madonna (Figure 9.10)7 Would you consider purchas-
ing these shoes?
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Advertising to Children

Gimme, Gimme, Gimme!!l Do
Children Need More Protection from
Advertising?

Adverlising lo children is a lopic thal creales strong emalion in people. Parent
groups want 1o protect their kids from guestionable media and advertisers.
Advocacy groups want to protect a vulnerable group they (and the law, for the:
maost part) have decided can't protect itself. And, in the era of doing more with
less meney, educators find themselves tem between accepting help from media
conglomarates willing to fund rducational programs. all the while assuring
parents that schools are still protecied turt.

What's a grownup o do? If we take a “big effecls™ approach to the media
- and aapacially 1o advartizing — it'a a shor leap 1o implora tha govarmmeant
to impose stricter guidelines on the advertisers. But as you've already sz2en in
this book, nothing is as sasy as it might seem at first.

Z8l
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What are the issues? First, it's easy to blame advertising for all the com-
munication ills of the world — and particularly for children who may have run
amok. For one thing, it takes the responsibility away from bad parenting. Yes,
it may be nasty to have questionable material imprinted on a second grader's
lunch box, but the parent doesn’t have to buy the lunch box, the argument
goes. Blaming advertisers without looking at the media as a whole is short-
sighted at best — and dangerous at worst. As long as grownups are willing to
digest hundreds of hours of every gruesome episode of the CS/ and Law &
Order franchises, it seems a little hollow to get upset because someone slipped
a picture of a Coke can in a Disney movie, doesn't it? Besides, as Walker
Smith's essay points out, kids are consumers, too. In some sense, they have
earned the right to be treated as a target market.

Or have they? As Keisha Hoerrner points out in her essay, children are
vulnerable and don't understand the heavy-hitting tactics that come raining
down on them day aller day as advertisers try to convince them thal they need
a certain cereal, a certain brand of jeans, a certain back-to-school notepad.
And it's not just about cereal, jeans, and school supplies. The American
Psychological Association has called for an outright ban on advertising to
children under 8. The recent national interest in obesity and children — and
the role of advertising in making kids fat — is fuel for the fire. Lots of laws in
the U.S. have been created for the sole purpose of protecting children. No ons
debates this. Yet just curtailing advertising to children may be easier said than
done.

First, hardly anyone would expect children to watch only children-appropriats
programming on television. Wildly popular shows like American ldsl appaal to
entire families. It would be impossible (even if everyone agreed this were a
good idea) to keep American Idol fans under 8 from watching the commer-
cials during the show. Second, if there are no commercials on television pro-
grams specifically geared toward children, it wouldn't take long before there
were no shows for kids at all. Like it or not, commercial television is a conduit
for advertisers. Demographically segmenled shows deliver important con-
sumer segments to the companies thal pay for the righl lo adverlise. Il is imposs-
ible to filter out the “media waste” — audience members that the advertisers
are not targeting. Third, there iz an additional economic issue. While parents
may deride the idea of adverlising in the classroom, given the lack of ad-
equate funding for public adication, who can blame aducators who “sall out”
for books, audiovisual equipment, and other necessary materials o run a school
adequataly? As you can see, the issue is rarely as simple as il mighl seem
on tha aurfaca,

And. what about programs like the Siemens Competition in Math, Science
and Technology, which gives out millions in scholarship money to budding
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scientists? The corporate name is closely tied to the program. Is that any
different than kids being exposed to ads on television? If so, how?

What do we know about the impact of advertising on children? Some re-
searchers have argued that there is a fundamental difference in sirategy between
advertising to adults and advertising to children. Mason (2004) argued that
ads geared toward adults tend to focus on brand loyally whils ads geared
toward kids focus on merchandizing tie-ins. (An example of thiz would be n
ad campaign that would encourage kids to ge to McDonald’s fo get their Happy
Meal toy based on a current blockbuster movie.)

With the recent interest in the role thal advertising plays in childhood
obesity, there is renewed discusslan on who I to blama. 15 It tha ads (irus,
there is lots and lots of non-nutritlanal Advartising almed straight at kids), or
is it the inactivity of children (and poor eating habits) that are largely to blame?
Richard Berman, writing in Advertising Age (2005), comments that 25 percent
ol children today get no exercis2 whatsoever! This is a classic examination of
trying to figure out which came first. Do the ads cause sbesity? Or do obese
children simply watch more television? In rasearch lingo, we call this the debate
between causality and association.

Even if the food industry wanted to be Felpful, efforts can backfire. As Berman
points out, “valuntarily limiting food advertising to children locks like an implicit
admission of guilt.” What's an advertiser to do? It locks like there are plenty
of prople on hoth sides of the issue who have some ideas,

Advertising to children. It's about protecting a vulnerable group that can't
protect itself. it's about preserving a free market sacisty. It's about racogniz-
ing that a free market 2omes with responsibility. It's about allowing parents to
decide how they want their children to behave. It's about kids being rewarded
— and, some would arjue, respected — for having opinions. As you can see,
this is a complicated issue.

S0, what's the right side of the argument™ You decids.

Ideas to get you thinking . . .

1 Wateh an hour of elavizion for 2 program thal you think e gearsd lowsrd chilcran,
(Try the Disney Channel for starers.] Describe all the ads that you see in one show,
Mow wateh an hour of primatime. Descrba those ada. What Kinda of amilaritias
and differancas do yeu aea? Do you hink any of the commereialz you saw in e
children's program are inapprogriate?

2 Talk to some young children about the advedtisements that they see. What Kinds of
conclusions could you make based on these convaraalions?

3 Take a trip to the grocery store and walk argurd undil you find a parent or babysitter
with a young chitd In tow. Without being obnaicus, try to observe the child's behavior

188 212



8L

22 Advertising to Children

as the shopper walks down the aisle. Is the child asking for particular brands? How
is the adult responding?

If you'd like to read more. ..

Clark, E. (2007). The real toy story: Inside the ruthless battle for America’s youngest
consumers. New York: The Free Press.

Gunter, B., C. Oates, and M. Blades (2005). Advertising to children on TV: Content,
impact and requiation, Mahwah, N.J: Lawrance Erlbaum

Thomas, S. G. (2007). Buy, buy baby: How consumer culture manipulates parents and
harms young minds. Boston: Houghton Mifflin.
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Yes! Children need protection from
the bombardments of Sponge Bob Square
Pants, Ronald McDonald, and all the
big purple dinosaurs

Keisha L. Hoerrner

Just do it. Have it your way. Because I'm warth it. No boundaries. Are these
the messages parents strive to teach their children?

They may pot learn them from parents, but children certainly learn
these messages - and many more - from the advertising industry. The
“consumerized childhood™ is here, complere with training materials —
commercials, billboards, animated cartoon characters making products
iike cigarettes cool, and catchy slogans — that work to capture the infant,
toddler, school-age, tween, and teen andiences.

The numbers make it easy to see why children are an excellent market
for advertisers: Children under 14 spend more than 520 billion a year, and
teens spend almost eight times that amount ($155 billion) annually
(Dominick, 2007; Moses, 2000). Children are also able to influence an addi
tional 5180 to $200 billion in purchases by their parents (Alexander and
Hoerrner, 2006; Dominick, 2007). Scholars refer to that influence ability
as “pester power” (McNeal, 1992), They are big business to advertisers, who
currently spend $£15 hillion a year trying to tap into the child market (Bishop,
2005).

Marketing research has shown that 12-month-old children can make brand
associations (“Watch out” 2001}, so marketers are siriving o literally
create “cradle-to-grave” consumers. In March 2000, the Internatiomal
Research Institute, in cooperation with the Parenting Group, held a con-
ference for marketers on children and their parents, Titled “FPlay-Time, Snack-
Time, Tot-Time: Targeting Pre-Schoolers and their Parents,” advertisers
explored “marketing practices thar drive loyalty in the preschool market”
and tactics to “find out the desires of toddler-age consumers™ (“Watch out,”
2001: 12-13),

“Toddler-age consumers”™ Do most parents see their 2-year-old as a
conaumer? As Dominick {2007) agks, would these parents fee] comfortalle
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allowing a door-to-door salesperson to come into their living room and
hawk a product to their children? Then why are children overwhelmed by
advertising messages?

Major Issues

One of the concerns is that these toddlers — and their older pre-teen
siblings — clearly do not understand the distinctions of fantasy versus reality
and do not have the cognitive skills to discern deceptive and manipulative
messages.

The primary reason Action for Children’s Television (ACT), and other
advocacy groups, implored the Federal Communications Commission
(FCC) and Federal Trade Commission (FTC) to either ban ads directed
to children or highly regulate them is the concern about manipulation. While
ACT no longer exists, other parental groups, including the Motherhood
Project of the Institute for American Values, have asked the industry to
stop targeting an audience that simply does not understand advertising.
The American Psychological Association and the American Academy of
Pediatrics have also weighed in on the issue, claiming younger children
should not be exposed to advertising because they do not understand its
purpose and strategies (American Academy, 1995; Kunkel et al., 2004).
Commercial Alert, another advocacy group, proposed a “Parents” Bill of
Rights” that includes a requirement for companies to disclose all product
placements in movies, books, and video games. Yes, Johrny is not only learn-
ing about violent crimes when he plays “True Crime: Streets of LA™ He's
also learning that Puma is the foot brand of choice (Dominick, 2007),

Another concern regarding kids and ads is that children who are
least likely to understand advertising seem to pay the most attention to it.
Young children watch commercials to a greater degree than older children
because they do not comprehend the difference between program content
and advertisements. It’s all enjoyable entertainment, and they learn from
ads the same way they learn from program content. “Research suggests that
children under age 7 or 8 generally do not realize that ads are intended 1o
persuade them to huy something, Younger children tend to think of ads
as informational rather than persuasive” (Alexander and Hoerrner, 2006:
40). By 12, children’s viewing habits of commercials are similar to those
of adults. They ignore more of the ads and have a more cynical view of
thoase they see than their younger siblings (McNeal, 1999).
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Even knowing an ad is intended to sell does not give the child the
cognitive capacity to “recognize the bias inherent in persuasive messages
and therefore view advertising claims and appeals more skeptically”
(Kunkel, 2002).

Children who believe in a six-foot purple dinosaur and assume they can
actually visit Mickey Mouse’s house when they vacation in Disney Waorld
do not perceive subtle advertising effects like bandwagon or strategies
like celebrity endorsements. (Since some of those celebrities are actually
animated characters, can there truly be truth in those ads?)

Advertisements, indeed, are everywhere, using every character <hildren
know and love. Even Children’s Television Workshop, the creators of
Sesamne Street, have sold out. Thanks to 2 deal with the discount chain,
children are learning that an ad for the Sesame Street clathing line is “brought
to you by the letter K — for Kmart” (Dominick, 2007: 433).

Characters such as Ronald McDonald, “Tony the Tiger, and the lovable
Coca-Cola polar bears are helping children make choices about lood amxl
drinks. The December 2005 report by the Institute of Medicine, sponscred
by the Centers for Disease Control and Prevention, sparked quite a flurry
of media attention. Its findings were not new, however. Numerous studies
have consistently shown that food advertisements directed toward children
encourage a diet of sugar, far, and empty calories that leads to ohesity, dia-
betes, and other health problems (“Selling junk faod,” 2006). “Far from
following the USDA Food Gude Pyranud, recent data show that TV ads
promote a diel of more than 40 percent lats, ml, and sweels bul only
6 percent fruits and 6 percent vegetables. The pyramid is basically being rarmed
upside down” (Alexander and IHeerrner, 2006, p. 40). While the Institute
for Medicine report recommended that popular children's characters such
as SpongeBob Square Pants be used to pramote healthy foods rather than
junk foods, the advertising industry has been slow to accept this nudge
(“Carrots Monster?,” 2002),

In addition to 30- and 60-s¢cond comumercials, culdren are exposed to
advertising disguised as programs. For more than 20 years, toy companies
have been working with production companies and networks o create
animated cartoons based on their 1oys (Pecora, 1998). From “He-Man and
Masters of the Universe” to *Justice League.” cartoons are dedicated to sell-
ing toys, These “toy-based programs,” as they are called by scholars, have
been quite successful in terms of delivering an excited child consumer
base to the toy companies while providing televisicn networks with cost
effective animated programming (Pecora, 1998).
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Another major concern regarding children and advertising is the “hyper-
consumerism” created in children. The American Psychological Associa-
tion noted that a comprehensive review of the research showed children
are learning to be materialistic and to associate their self-worth with what
they purchase: “They are what they buy” (Kunkel et al., 2004: 11). Teens
are especially materialistic and very concerned with brands. As Moses noted
in her book The $100 Billion Allowance: Accessing the Global Teen Market,
“A brand says a lot about who they [teens] are and where they stand in
life” (2000: 8). Teens around the world, not just in the United States, want
to achieve the American dream, according to Moses. “The United States
has exported the American dream — translated loosely as the freedom to
consume . .« . (2000: 10).

Protections for Child Audiences

There are some protections mandated by the government and provided
voluntarily by the advertising industry to protect children from the
onslaught of advertisements. Most of them are simply window dressing,
however, and do little to truly protect this vulnerable market.

Thanks to parental advocacy groups like ACT, the FCC has required “sep-
arators” between television programs and ads directed toward children since
the mid-1970s. The separators generally say “We’ll be back after these mess-
ages” and “We now return to our program.” The commercials direcled toward
children also include “disclaimers,” statements that are supposed ta pro-
vide important information to the viewers. The most popular disclaimers
are “Products sold separately,” “Some assembly required,” “Balteries not
included,” and “Part of a balanced breakfast.”

Unfortunately, these do little to protect children from advertising.
Research shows that children (especially those aged 8 and younger) do not
understand the disclaimers (Kunkel et al., 2004). If the industry really wanted
children to grasp the meaning of disclaimers, they would have to bhe
rewritten to use words children comprehend. “You have o put it together™
makes more sense to a first-grader than “Some assembly required™
(Liebert, Sprafkin, Liehert and Rubinstein, 1977, as cited in Kunkel et al,,
2004: 5).

In addition to mandating minor aspects of the advertising content,
the FCC also limits the amount of time advertisements can take up within
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children’s programming. The passage of the 1990 Children’s Televisian
Act forced broadcast stations to limit the total number of advertising
minutes within children’s shows to 12 per hour during weekdays and
10.5 per hour on the weekends. These advertising restrictions only apply
to programming targeted to an audience of children helow the age of 17,
There are currently no governmental restrictions cn the total number
of ads within print media directed toward children or on internet sites
targeting child audiences.

The advertising industry says it adheres to voluntary guidelines devel-
oped by the Children’s Advertising Heview Unit of the Bettzr Business Bureau.
Its guidelines include statements ahaut exercising care to avoid unfalr
expluitation of the “imaginative quality of children” and to aveid “social
stereotyping” in ads with diverse characters (“Self-regulatory guidelines,”
2003: 3). Since it is a voluntary system, there are no prescribed sanctions
in the document for advertisers who fail o adhere w the goidelines,

The Meotherhood Project developed its own code for advertisers and sent
it to industry representatives in 2001. The “Mother’s Code for Advertisers”
includes the following six statements:

1 Mo advertising, marketing, or market research in schaols, including high
schonls.

2 MNo targeting of advertising and marketing at children under the age
of 8.

3 No product placement in movies and media programs targeted at
children and adolescents.

4 No behavioral science research to develop advertising and marketing
aimed at children and adolescents.

5 No advertising and marketing directed at children and adolescents that
promotes an ethic of selfishness and a focus on instant gratification.

6 Good faith efforts to reduce sponsorship of gratuitously sexual and/or
vielent programming likely to be walched by children, ("Watd oul”
20001t 28)

The advertising industry is as likely to accept this code from concerned
mothers as it is to stop buying time during the Super Bowl. Unfortunately
for parents and their children, the advertising industry makes too much
money targeting children. That means it will continue to take advantage
of almost “Mo Boundaries™ and continue o “Just Do 11"
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Counterargument

No! Children are smarter than we think,
We coddle them enough already!

J. Walker Smith

Marketers care about only one kind of person: consumers of their prod-
ucts. Admittedly, marketers care mare about purchasers than mere users,
but a person who is neither is of no interest. This is the only reason
marketers are interested in children — that’s where the demand for their
products is found. Like it or not, kids are cansumers.

Marketers didn't invent this fact, This iz the reality within which
marketers operate. Ferhaps it could be argued that marketers should not
care so much or in certain ways about particular sorts of consumers. But
if so, that’s for policymakers to decide. Setting the rules is not the same
thing as playing the game. Marketers can hardly be blamed for competing
within the rules.

Vilifying marketers as con artists preying on children is nothing but a
straw man in a discussion that should center on the social and economic
roles we are willing to ler differert peaple 1o play as well as the corollary
consequences we are willing o accept. Kids are consumers because, by and
large, we're okay with it Alter all, parents are not shy aboul entrusting their
children with central roles in household shopping decisions.

The 2005 Yankelovich Youth MONITOR surveyed 1,458 teens and pre-
teens 6 to 17 years of age, along with a parent or guardian of each of the
children interviewed. The results are @ reminder of what everyone knows
to be true — kids have a very hig say in the decisions that shape the con-
sumer marketplace.

= 85 pereent of kids reported that they had helped their parents pick ont
the sneakers they wear, 90 percent of parents said that their children’s
preferences for sneakers are very or somewhat important in their deci-
sions about what to buy.

= Figures are comparable for all kids' categories (respective percentages
show the percent of kids who said they helped and the percent of par-
ents who think children’s preferences are very or somewhat important).

R —_—_—_—_—_—__,h,5 e esS::hh
192/ 212



88l

30 J. Walker Smith

Kids’ clothes: 84/96 percent. School supplies: 83/92 percent. Snack foods:
78/88 percent.

«  Figures are only slightly lower for family dining decisions. Fast food restau-
rants: 76/84 percent. Breakfast foods: 70/88 percent. Dinner foods:
64/86 percent.

+  Figures for family products show sizable participation by children, even
if not the majority in some cases. Place to go for vacation: 50/79 percent.
Family car: 26/38 percent. Hotel to stay at when traveling: 20/37 percent.

There is nothing unexpected in these findings. From time immemorial,
parents have accommodated their children’s preferences by including
them in houschold decisions, thereby making their kids into exactly the
kinds of people who affect the bottom lines of businesses. Directly and indir-
ectly, kids influence the spending of roughly $400 billion each year. No
wonder marketers target kids. Influencing the decisions of those who buy
and use their products is what marketers do, and, indeed, what marketers
must be allowed to do if the marketing process is to work.

Yet, as much as parents want their children to learn by getting hands-
on experience as consumers — and not infrequently, by taking complete
control of many household buying decisions — they don’t want marketers
overwhelming their kids with ads. In the Yankelovich Youth MONITOR,
77 percent of parents agree that their children are bombarded with teo much
advertising. But as long as marketers don’t subvert their authority, parents
are okay with what their kids watch — 68 percent agree that “with the right
parent interaction, TV can reinforce the values [they are] teaching [their]
children.”

Parents are following through on their determination 1o teach their chil-
dren how to use media and be smart consumers. From 2001 to 2005, the
proportion of parents reporting that they discuss TV commercials with their
children went up from one-third to just over half. 70 to 80 percent of
parents talk to their children about TV shows and news stories.

In spite of the growing time and rezource pressuras of contemporary life,
more and more parents are trying to he a buffer hetween their children
and marketers. Parents are enforcing limits by using ads as a reaching
moment. Of course, this may not he enough. Children are said 1o be so
much more vulnerable to the importuning of marketers that they need
special protections heyond whart parents are able o pmvidu_-.

The vulnerability and special needs of children are not in question.
Marketers don't dispute any of the definitive and extensive body of
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academic research demonstrating this. Indeed, children are afforded spe
cial consideration and treatment in a wide variety of realms, not the least
of which are the workplace and the criminal justice system. But when it
comes to marketing, the case for special protections is less clear.

Regulating the access of marketers to consumers based on the cognitive
abilities of consumers is a knotty challenge. It has mever been the case that
a particular type of cognition is required in order ta be allowed to shop.
There is no prescreening for rational over emotional thinking or for the
ability to differentiate reality versus fantasy or for holistic versus mater-
ialistic responses to ads, or, indeed, for anything. Different consumers think
and process information and advertising in different ways. Except for
outright fraud, marketers are free to engage consumers in whatever way
might boost sales.

When it comes to the machinations of advertisers, adults are no less cog-
nitively challenged than children, The literature on the cognitive incapa-
cities of adults is just as extensive and definitive as that about children. (There
are just as many critics of advertising to adults as there are critics of advert-
ising to children. Advertising is an easy and convenient fall guy for many
social ills.) Princeton University sacial psychologist Daniel Kahneman was
awarded the 2002 MNobhel Prize .n Economics for a lifetime of research (much
of which was completed with his late collaborator Amos Tversky) into
the innate cognitive biases that cause people to routinely reach decisions
and lake actions thal, techmically and even economcally speaking, are
illogical, irrational, suboptimal and, oftentimes, nat in their own hest
interests.

Academic research about bad decision-making periodically makes for best-
sellers, Arizona State University Regents’ Professor of Psychology Kobert
Cialdini’s (2006) widely read introduction to the principles of persuasion,
now in its fifth edition, borrows more examiples from advertising than from
academic experiments. In fact, his book can be found on the bookshelves
of many marketers. Not enly does Cralding dissect the ways in which pe:-
ceptions can be manipulated, he counsels readers on how ta protect theni-
selves from persuasive appeals that take advantage of their mental habils
and hiascs, In ather words, Cialdini cautions adult readers ro take special
measures to protect themselves from their cognitive incapacities.

Harvard University social psychologist Daniel Gilbert (2006) recently
tackled the issue of happiness in his bestselling book. After an exhaustive,
book-long review of academic research on the numerous ways in which
cognitive processes lead pecple astray, Gilbert concludes that people
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mistakenly believe that money brings greater happiness because people are
simply no good at all at predicting what will make them happy.

David Myers, the well-known Hope College social psychologist, is the
author of two widely used psychology textbooks as well as many bestselling
books that address key social issues from the perspective of social psycho-
logical research. In his text on social psychology (2003), Myers does more
than simply report what’s known. He gives students practical suggestions
about how to manage their own attitudes and behaviors. In chapter 7 of
the latest eighth edition, Myers includes a section entitled “How can per-
suasion be resisted?” (that has a sub-section called “Inoculating children
against the influence of advertising”). Like Cialdini, Myers knows that because
of their innate cognitive biases, adults need as much special coaching and
protection as children.

If the cognitive incapacities of children justify more restrictions on
marketers, then the same restrictions must be applied to most if not all
adults, too. Adults are not making voluntary decisions to practice poor
consumer decision-making any more than children are doing so, nor are
adults any more aware of their biases. To keep marketers from advertising
to children because children’s minds don’t work in accordance with some
preset criterion is to presume that there is only one kind of mental pro-
cess that marketers should be permitted to target. If this is true, then it
applies as much to adults as to children. Stricter limits on advertising
to children that are justified on the basis of cognitive incapacities create
a slippery slope that would shut marketing down entirely (and thus the
consumer economy, too).

One of the more common criticisms of advertising to children is that it
makes kids too materialistic and overly infatuated with brands, Whether
or not this is true, the notion that this is bad is not a scientific critique;
it is a value judgment. It’s chancy to base policy on value judgments in a
free market system in which the fundamental role of policy should be to
safeguard the ability of different peaple to subscribe to different values. If
advertising is required to impart a certain set of values or to induce cer
tain types of responses in arder to he permitted, then it hecomes lintle
more than an organ of the state. Besides, whatever the merits and failings
of materialism = a debate with a long, quarrclsome, and wholly inconclu-
sive intellectual history = in a highly sophisticated consumer-based eco-
nomy such as America’s, it is probably good for children 1o learn about
it early and 0 be intimately immersed in it and deeply knowledgeable
abouit ir.
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One of the more extreme recommendations about regulating advertiz-
ing to children is that marketers not be allowed even to conduct research
in support of marketing to kids. This idea is so excessive that it might sound
too far-fetched to ever happen, but in fact once the screw begins to tighten
on marketing to children everything connected with it hecomes fair game,
marketing knowledge no less than marketing practice. But il marketing
researchers aren’t allowed to study what persuades kids, then academic
researchers won't be allowed to do so either. It’s the knowledge itself that
would be taboo, not the source of the research generating such knowledge.
Limits on marketing to children will not ssem reasonable and benign
once they begin their inevitahle snowhall and start impinging on the very
research collected and used by critics ta justify such limits. This is the para-
dox inherent in trying to dictate outcomes by limiting access. Prohibitions
on research run counter to basic American ideals about the free exchange
of knowledge and opinions,

Of course, there is no need to fret over the difficulties of regulating advert-
ising to children if there is no need to do so to begin with. Maybe kids are
paive, but in the 2005 Yankelavich Youth MONITOR, 81 percent of the 6-
to 17-year-old respondents agreed that more companies should ask kids
their opinions of things. Children want a voice with marketers. Just over
half feel thar companies do nor understand the kinds of foods kids like
to eat or the kinds of clothes kids like to wear. Kids want their say as
CONSUINETS,

In fact, the entire consnmer marketplace i moving n the direction of
greater consumer control, to the point that Time magazine’s 2006 Ferson
of the Year was “You” (2006/2007). What Time's choice recognized was
that the marketplace has now crossed a threshold such that marketers can
no longer succeed withour involving consumers in a collabarative, power
sharing relationship. Kids have dramatically changed the marketing land-
scape already through internet sites like YouTube and MySpace. Kids are
now coming of age i a world i which they are expected to be un charge,
and as a result, they will be even more asssrtive Tomarrow.

Participation is the essential characteristic of every wechnology at the dis-
posal of teens and pre-teens nowadays, Reinvention is the dynamic that
their involvement brings to the marketplace. In a very real sense, kids ane
no lunger at the mercy of marketers so much as marketers are at tie mercy
of kids. Maybe marketers are naive, but this is exactly how marketers
feel these days. A. G. Lafley (2006), CEO of Procter B Garble, the most
storied consumer marketing company of all time, now speaks passionately

194 212



061

34 J. Walker Smith

of the modern “let-go” world in which marketers can retain control of their
brands only by ceding more control to consumers.

Not only has the internet put new tools into the hands of consumers -
with which children are often the most proficient — it has also opened up
information to consumers that they have never had access to before. In
particular, the internet has put people in touch with other people. Peer-
to-peer interaction is the true essence (if not the utter genius) of the inter-
net, giving people unprecedented fingertip access to opinions, feedback,
and counsel that provide a ready counter to marketing and advertising. In
particular, parents are able to use this information to their advantage in
their attempts to buffer their children from marketers. But for kids no less
than for their parents, consumer control and empowerment is the future
of the marketplace.

The popular culture to which children are exposed nowadays is teach-
ing them new skills and perhaps making them smarter at the same time.
Science writer Steven Johnson (2005), a Distinguished Writer in Residence
at New York University, contends that contemporary popular culture is
far from the mind-numbing wasteland it is often made out to be. Johnson
marshals research and personal experience to argue that video games, prime-
time TV shows, the internet, and movies are teaching kids new ways of
thinking and of processing information that have made today’s children
measurably smarter than yesterday’s children. Marketers face an increas-
ingly sophisticated audience of teens and pre-teens. The playing field may
not be level but it is by no means tilted heavily in favor of markelers any
longer.

Kids are not marketing dupes, but they are pat marketing resistance
masterminds either. Sometimes, kids need help. Bul helping kids by
regulating marketers opens a Pandora’s box of problems and precedents,
The best way to help kids is not to impuse more regulations on marketers
but to change the character of demand in the marketplace. Whatever the
angle of the playing field they encounter, that’s how marketers play the game.

Ted Levitt (1986), the late, renowned Harvard Business School market
ing authority, once wrote that “[¢]onsumers don't buy products. They
buy solutions to problems” This is business and marketing at its besr —
solving people’s problems in innovative and affordable ways, One way 1o
understand Levitt’s observation is to recognize that problems constitute
demand, What marketers do s respond to demand, 11 problems change,
then demand changes. When demand changes, marketers change.
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Regulations are hard to put in place and harder still to enforce. Business
lobbies will fight against the imposition of stricter regulations and busi-
nesses themselves will push the envelope with ways to operate within the
law while still marketing aggressively to children. This is what always
happens. Despite best intentions, regulations continue to come up short
in giving kids the help they need. That’s why this debate about proteciing
children from advertising goes on and on . . . and on and on and on. There
is too much faith in regulation as a panacea.

While marketers resist the yoke of regulation, they do not fight against
demand. Instead, they pursue it - because that’s where morey is to be made.
To enlist the support of marketers in the cause of improving marketing to
kids, the focus must be op changing the character of demand, not on impos-
ing more regulations.

Demand can be changed in many ways. Educating kids and parents is
the most obviaus way, Governmental and non-profit instinutions can offer
instruction and alternatives that would cause kids to be different kinds
of consumers. There are successes to emulate from programs focused on
things like drugs, smoking, and sexual behavior. Myers cites one notable
example in which an educatianal program praved very effective at giving
children a “more realistic understanding” of advertising.

Fven greater impact can come from direct incentives, hawever. If there
are foods or toys or activities that are better for children, then the answer
is to “pay” children or their pareats to consuime these thigs. Marketers
will scramble to offer more of anything that people are being “paid” o
buy, Probably the best way to do this is to subsidize the preferred offer-
ings so that they are cheaper. But however it's accomplished, the idea is to
give kids a compelling reason o consume diflerently,

Even more important than incentives for children and their parents are
incentives for marketers. These kinds of incentives change the character
of demand by introducing geverrmental purchasing or tax policies into
the picture. 1t's known to work. Many of the foods marketed to chldren
are said to be unhealthy becanse they contain high-fructose corn syriap, a
sweetener that is widely used because governmental sgricultural sulsidies
make it the cheapest alternative for food and beverage companies 1o put
inta the products they produce and market (Maclean, 2002), Changing the
ways in which governmental subsidies allfect marketers” bottom lines is
a much more straightforward way to get marketers to market different
foods - and products of all sorts — to children.
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In short, the best way to do the right thing by children is to work with
marketers, not to do battle with them. More regulation guarantees a fight
without guaranteeing anything for children. It’s not clear that children need
a lot more protection, but the best way to ensure that children get what
they need is to make it profitable for marketers to provide it. If there
is demand for it, marketers will do so willingly and enthusiastically.
Marketers aren’t so ambitious that they will try to lead demand, but if the
demand is there, they will definitely go after it.

Let’s stop trying to put marketers off the scent of the consumer demand
coming from children. Let’s be smarter and put marketers on to the new
scent of a different demand coming from children so that marketers will
gladly give children what they ought to have,
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Chapter 5

The Emergence of the Tween
Market and the Expansion
of Children’s Consumer Culture

Natalie Coulter

When I grew up In the 19702, there was no such thing az a rween. [ remember beiag 11
or 12 years old and feeling like I was on the cusp of being something else. [ knew [ waa
becoming a teenager. One of the major momeats that signalled this shift to me was the
Christmas that I realized my wish list did not contain the usual items; instead of toys, the
list only contained clothes, make-up, and the latest album from my favourite singer, Rick
Springfield. I knew I was leaving my childhood behind, but [ alsa kaew I was not quite a
teenager yet. At that mament | rever thaught ahout myselfasa “tween.” had mever heard
of this term, nor had any of my friends or my parents, In fact, this term was not really
used widely until the mid-1990s with the huge suceess of the Spice Girls. But that is wehat 1
was at that moment: a tween, a young girl in the liminal spaces between being a child and
being a teen.

Today there is a verifiable tween universe. There is a whole array of commerclal prod-
ucts, media texts, and digital spaces that are coastructed for the tween, such as Space lap
an YouTube, Disney's array of live-action comedies such as Liv and Maddie, Awstin and
Aly, and Bunk'd, and Mattel’s transmedia franchises (books, toys. TV shows, and movies)
Ever After High and Monster Hagh. Parenting magazines have advice columas on hww to
parent tweens. Girls even look forwasd o becoming a lween at the age of seven or eight.
To celebrate, they can go to one of "Glama Gal Tween Spa's” nine locations in Oniario,
One of the most obvious signs that the tween has “made it is the creation of the exclusive
retail space Justice (with a keart over the “I°), located in many suburban shopping mallsin
Canada. The store is bright. almost garish. It seems as if every item is covered in sequins.
emojis, of plcrares of chihuahuas wearlng varas, T shirts are emboldened with plctares of
mythological creatures such as unicoins of plok tges lcking Ice craam cones, and bokdly
state such things as "Happiér than a hird with a french fry,” "Tveryoie lovies a happygirl,”
and “Keep calm and add more sprindles.” 1 find this store overwhelming, but of course,
this store [sn't almed at me—ir 15 almeed directly at thie tween girl consumer,

Today, the tween is a well-defined, verifiakle segmen: of the marketplace and a cat-
egory of subjectivity. In the same way that the 1940s and 1950z hrought the warld the teen-
ager (Pallading, 1996z Schrum, 2004), the late 19805 and early 1590s brought the world the
tween. Today the tween girl Is 2 large and lucrative market segmen. It was estimaed in
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2013 that the tween in the United States was responsible for over US$200 billon in sales
each year: $43 billion from their own money and $157 billion spent by parents on behalf
of tweens (Popai, 2013). The tween store Justice does particularly well in Canada, for some
reason. In 2014, there were 23 stores in Canada; by 2016 there were 42 stores (Ascena
Retail Group Inc., 2016). Overall, as of 2017, Justice has over 900 stores in total in the
United States, Canada, Russia, and the Middle East.

History of the Tween

One of the first references of the term “tween” was in 1987 in an article written for the
U.S. News and World Report by journalist Alice Z. Cuneo (1987). Cuneo suggested that in
the United States there were 25 million “tweens, from nine to 15-years-old” who were “no
longer viewed as the $2 allowance crowd” (p. 51). Instead, they bought or influenced aver
$45 billion worth of merchandise a year (p. 51). It was this buying power that advertisers
and marketers started to notice.

There were some precursors to the tween prior to the 1980s. In the 19505 and 1960s
teen girls were sometimes called “teenyboppers.” Teenyboppers, however, were largely
positioned as fans—literally, small fans of bop music. They were the screaming girls that
rushed the stages of Elvis Presley concerts or who plastered their bedrooms with pictures
of their favourite Beatle. The teenybopper was not a market segment the way that the
tween became in the 1980s. During the same era, retail stores and clothing manufacturers
categorized girls as subteens or preteens, but this distinction never really took hold as a
site of subjectivity beyond such spaces. Furthermore, boys were not categorized as pre-
teens, subteens, or teenyboppers; these terms were very gendered. There were other refer-
ences to tweens prior to 1987; for example, a department store in Michigan had a jualor
girl’s department called “twixt and tween” (Cook, 2004a). But these references came and
went, and didn't really stick as a defining part of childhood. The 1987 reference was the
begin.ning of a dramatic swing toward tweens as a legitimale market segment and cat-
egory of subjectivity. If I had been a child of the late 1990s I would kave knuwn thal my
Christmas wish list was the wish list of a tween girl. But in the 19795 there was no sense of
myself being a tween.

Once advertisers and marketers began to notice the buying power uf the tween in
1987, it did not take long for the tween to crystallize as a legitimate market segment. By
the early 1990s advertisers began to talk to tweens as a market, manufacturers and retail-
ers began to see them as customers, and the media began to gather them as audiences.
While the history of this is too big to go iato detail here in this chapter, there is room to
highlight a few key conditions that oecurred Lo form the tween as @ segment. First, for
the first time in history, people were living longer and having fewer children. This shift in
demographics meant that young people were oulnuimbered by their baby boomer elders
(this partly explains the vast atlention paid w the "yuppie” in tie 1980s), The implications
of this meant smaller familles and grandparemts living longer. This dynamic resulted (n
more resources funnelled to young people. This Is the allowance effect: Fewer children
in a family increases the chances that the allowances will be bigger, und because u child
l‘l'ligl'll have four li\rins grandp.\rgnts. instead of one, there will he more monetary gi&g
from more grandparents, Young people had access to more disposable income than ever
before, Smaller families also meant that children had more opportunities to influence the
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purchasing decisions of the family; fewer brothers and sisters meant that one child could
casily influence the choices the family made in the marketplace. Ultimately due to demo-
graphic shifts, young people were gaining more economic power to either buy or influence
purchases (Coulter, 2014; Sutherland & Thompson, 2003).

A second shift was that in the 1980s there was major interest [roms governments on
the health effects of such activities as smoking, alcohol, and drugs on the populations
health (this is the decade that began the war on drugs). Since the habits ol smoking, drink-
ing, or doing drugs often start during adolescence, gavernments invested huge amounis
of money studying how to get teenagers to not engage in these activities. They began to
realize that talking to teenagers was too late. In crder to get a teenager not to smoke, they
had to get the message to them that smoking was bad tor their health betore they became
teens. But they couldn’t just talk to them us children, or the messages wouldnt (arcy any
weight when the teen was faced with the decision W smuke or nol—they had 1o be talked
to as teens before they became teens for the messaging to take hold. Health and Welfare
Canada, for example, designed the Break Free advertising campaign, featuring Canadian
superstar Luba, to dissuade the “pre-smwking demographic,” Not surprisingly, market-
ers and advertisers were lstening, and they applied the same logic: If 3 company wanted
teenagers as customers, they had to talk ro then as potential teen custamers before they
became teeins (Coulter, 2014).

A third, and perhaps most important, shift was that cammercial media began to
open up spaces for girls and made girls a lucrative audience. Prior to the 19805 girls
were largely ignored as an audience. The assumed audience of most children's television
was boys, The reason for this was that before the age of cable, when most homws had
only a few television stations, the way television shows made money was to gather abig
audience: the larger the audlence, the nzore money a siatlon could sell the advesiising
time for. This concept is ofien referred 1o as the "audience as commadity” where the
andience’s attention is the commadity that is sold to advertisers (Smythe, 1981). It was
thaught that bays would not watch shows for girls, whereas girls wonld watch shiows
geared for boys (Kenway & Bullen, 2001, p. 49; Sciler, 1993, p. 47). Many shows had a
token girl, just to placate the girl audience. Examples include Minnie Mouse and Duaisy
Duck from the Disney cartoons, Wonder Woman from Super Friends, or Daphne and
Velma from Seovby-Doo. Media prolucess designed these fermule characters w mainiaia
the interest of a girl audience without being central enough to alienate the boy audience
(Caulter 2014).

But in the 19805 there were changes in the régulation of childrer's television thet
made the girl a viable market and a lucrative sudience. Prior 10 the 1980s, regulations in
Canada and the United States positioned the child consumer/andience member a5 vul
nerable to explicit commerclalization, There were regulations in place by both the Federal
Trude Commisson (1) and the Federul Communication Conenlssion (FCC) in the
United States and the Canadian Radio-televizzon wnd Telecommunications Commisaion
(CRTC) in Canada to protect children from advertiamg as it was s2en as “ inherently unfalr
and deceptive.” Policy-mukers thought that children wese "1oo vouing to understand the
selling und purpose of, vr otherwise congprehend e evaluate, te wdver lising™ (10 Stal
Report from 1978, as cited in Kline, 1993, p, 213), "lhese arguments started to erode as
governments under the 1980s Reagan and Mulrosey administrations began to offload
governmental powers oalo corporations and the meskeplace,
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One of the regulations that was repealed in the United States during this time was
the rule that there must be a separation between programs and commercials. Prior to this
shows had tight bumpers that would indicate to audiences that the show was over and the
commercials had started by stating “Stay tuned, we will right back after these commercial
messages.” This statement helped the child audience differentiate between the show and the
commercials, The other side of this regulation repeal was that television shows could now
have characters that were also on products. Previously, products and TV characters had to
be distinct. This is why most of the breakfast cereal characters were unique to the adver-
tisements and did not appear elsewhere in the media, such as Tony the Tiger from Frosted
Flakes, Toucan Sam of Fruit Loops, and Snap, Crackle, and Pop of Rice Krispies fame.

With the deregulation, the promotion of products could now take place within a tele-
vision show. The outcome was that children’s television shows became vehicles for selling
toys. Shows such as Strawberry Shortcake and The Smurfs became 22-minute advertise-
ments for 8 whole range of licensed merchandise. Through the magic of character licens-
ing, a child could buy a whole range of consumer products adorned with their favourite
characters, from birthday party favours to toys, school supplies, clothes, and even bed-
ding. The value uf a show for its producers was no longer sbuut the size of the audicnee it
could attract but the amount of licensed items that could be sold to its audience members.
And thus, the girl audience became worth it. For example, it was worth it for the com-
pany Those Characters From Cleveland, the producers of Strawberry Shortcake, to have a
smaller audience if they could encourage the girls watching to go out and buy the figures of
Strawberry and all her “berry nice friends,” along with the models of Strawberryland and
the Strawberry Shortcake bathing suits, towels, and sheets. By 1986 Strawberry Shortcake
was America’s top-selling toy doll and had appeared on hundreds of products selling more
than US$1 billion worth of merchandise (Englehardt, 1986, p. 73).

While the regulation was repealed in the United States, its impact spilled over Inte
Canada. Most of the provinces, with the exception of Quebec, which still has tight laws an
advertising to children under the age of 12, followed suit and loosened their laws ta keep
up with the American children’s entertainment industry.

The outcome of deregulation was twofold. First, it legitimized children as competent,
market-savvy consumers who no longer needed the protection of governments. Second, it
opened up spaces for commercial media to produce content targeted solely at girls. Media
companies such as Those Characters From Cleveland conducted extensive focus groups
and interviews with girls to produce a show and characters that appealed to girls. In tele-
vision, perhaps for the first time, the girl audierce was an audience worth pursuing. The
impact of deregulation should not be understated—it caused a radical shift in how both
children and girls were understood as a market by corporations. Both children and gitls
became seen as competent consumers wWho deserved to have the media and the markels
place produce content specifically for their own desires and needs, It was not a natural
progression for children and girls 1o be considerad lucrative audlences and market seg
ments; it was changes in policy that created the conditions for this radical shift.

“Knowing” the Tween

The tween is usually defined as heing between ages B-12, ar sometimes Y-14, or even up
to the upge of 15, ax Cunco suggested in 1967, 1t ix a category that haz slippery adges that
skifl depending on which company or organization is referring to them. Dut the Idea 15

5 | Coulter: The Emergence of the Tween Market .

the same: The tween is in between being a child and being a teenager. She is an age-bazed
market segment who is chronologically, biologically, and sociologically on the cusp of
being something else (Cook & Kaiser, 2004), but she is not there yet. Thus the tween is
perched in the liminal spaces between childhood and teenagehood {the use of the term
“teenagehood” as opposed to adolescence specifically highlights how the teen is a market
construct whereas adolescence is understood as a stage of physiclogicul and paychasocial
development defined by developmental psychology). The twesn ix the wentity of 1 con-
suming youth slowly distancing herself from childheod to gain the freedoms that come
with being a teenager. The tween belongs to neither category completely but is embedded
in both simultaneously (Cody, 2012).

What it means to be a tween in this state of liminality is defined differently by differ-
ent companies, in different industries, wid in different cultural contexts, For example, ina
North American context, Justice descrilies the Lween in ils 2013 annual repuorl:

Ever wonder what Being Tween is all abaut? Justice stores and Brothers online
are at the forefront of tween fashion across the country and around the globe. It's
abuut celebrating the fun and advemures of life during the ages of 7 to 12—the
tween years. It's hot fashions. Cool prices, And extraordinary cUstomer expél
ences. { Tween Brands, 2013)

Cempare this with 612 League, an Indiar clothing company that defines itself as the first
Indian tween clothing company. The company explicitly states that it

celebrates a child’s inner star—the internal sirength that encourages them
stand tall, reach high and dream blg. It takes pride In being part of the trans-
formation from kids o teenagers who will grow up 1o be the people who makea
difference tomarrow. The brand epitemizes tnday’s children—smart, savvy, fagh-
ionahle and active—the Glabal Indians af tomerrow. (612 League, nud,, para, &)

Here the tween is positioned as a "smart” and "savvy™ consumer who is preparing o
become part of India’s global workdorce, a radical difference from Justice’s definition of
the tween as celebrating the “fun and adventures of life.”

The tween girl that is described by companies like Justice or 612 League is mota real
girl. She did not exist in the wilderness of Canadian suburbs waiting to be “discavered”
in the way a marine biolagist might diseover a previously unknown species of fish in the
depths of the ocean. Eveir though this is how market reseaich companies describe it, they
ollen state thal t]w)« have “discovered” or "found ™ a new markel seganent i the trade pub-
lications, While this reveals a little hil about the arrogance of the adverfising, indvstry,
also provides insight into the ways that the dynamic forges of consumer capitalism work
1o segment young people lino narrower, Tighter masketing niches that offer more intense
marketing opportunities.

Instead of belng “discaversd,” tweens are an Image or constrmetion of an deal girl
imagined by a range of autlets. Inclnding the popualar press, retall outless, marketing re
seaich, advertising, and the media. The tween girl is viad by advertisers, marketéis, and
the media to illustrate the idealized market segment of tween . ‘The tween girl that is dis
covered 15 not a “sentlent baing with a baographv.” she 12 not a “living, breathing person
but rather a soclal constructlon=—an assemblage of qualities, bellefs, and conjectures
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concerning the ‘nature’ and motivation” of girls (Cook, 2007, p. 38). She is a rhetorical and
figurative construct of an age-based consumer. She is what Cook (2004a) calls “a figment
of the commercial imagination” (p. 7) that is produced according to the needs and logics
of the cultural industries of young people.

It is helpful to think of the tween as a commercial persona. The word “persona” is
etymologically derived from the Latin word for mask or character, often used in literature
to refer to a social role in a script played by an actor. A commercial persona builds out of
these etymological roots. Instead of being an actual live person, the tween is a portrait of
selected attributes of an ideal consumer; she is a symbolic representation of demographic and
psychographic data of a market segment in the marketplace. Commercial personae operate as
a quick way to articulate a market . A persona is not to be confused with a character
in advertising, such as the Hathaway Man, the Jolly Green Giant, or even the Marlboro Man.
The persona functions as a means of symbolically representing a market segment.

Undersl.anding the tween as a social construction fits within the theoretical fram-
ings of critical childhood studies that suggest that the categories of young people are so-
cially, culturally, politically, and economically constituted within particular moments and
spaces (see James, Jenks, & Prout, 2004; Zelizer, 1994), These constitutions serve the needs
of adult-centred social, cultural, political, and economic systems. In this case, the framing
of the tween fits the needs of the market in the context of neoliberal capitalism.

Discursively constructing tweens as a persona is a “commercial epistemology” (Cook,
2011) in which the industries of the marketplace, such as marketers, advertisers, market
researchers, the media, retailers, and so on, identify and articulate a market segment ac-
cording to its own needs and logics. An epistemology is a process of “knowing,” where
knowledge is understood not to be the discovery of a verifiable truth but instead is a deeply
ideological process that both describes and constructs an object at the same time. Cook
defines the commercial epistemologies of children's consumption

as ways of “knowing” about children and childhood that arise from the interested
positions of those whose livelihoods revolve around ascertaining the marketabil-
ity of goods and ideas. One might think of commercial epistemologies as lenses
through which market actors see and apprehend children and childhood for
specific purposes and toward particular ends. (Cook, 2011, p. 258)

Cook is not the only author to state this, Frank Cochoy (1998) argues that marketing
itself is deeply ideological because it is essentially a “bady of axpartise that simultaneously
describes and constructs its subject matter” (as cited in Marion, 2005, p. 3). Ien Ang has
made similar arguments about the construction of the lelevision audience. Ang (1991)
argues that the audience “only exists as an imaginary entity, an abstraction constructed
from the vantage point of the institurion In the interest of the Institutions” (p. 2). Ang
states that an audience is aot “an ontological given by a socially constituted and insti-
tutionally produced category” (p. 3} All of these authors highlight how compantes and
industries organize and define segments of the population In ways that contribute to the
financial growth of the companies and industries.

Justice, for example, spends a great deal of time and energy trying to “know” or
imagine who the tween girl is and articulating this notion of tweenness ta 118 partners
(such as itz advertisers or manufacturers), employees, and girl consumers. It frames the

5 Coulter: The Emergence of the Tween Market

tween girl as focused on fun, adventure (although it is not clear what this adventure is),
and fashion. In 2016, Justice hired the company Piper Jaffray, an asset mapagement firm,
for their expertise with retail analysis' to help the company compete with such retailers
as Old Navy and Walmart, where the clothes are cheaper. Interestingly, this is not the
case in Canada. The stores here consistently outperform their Anérican counter parti,
Since competing on price point with these huge retailers is to0 difficull—Justice, ins wiher
words, cannot “out-value” them—Justice’s solution is te "vutl-tween” them (Lynch. 2018).
To “out-tween” its competitors, Justice and Piper Jafiray got to “know” its customers. The
company’s president and CEO, Brian Lynch, boldly stated

everything we did at Justice—everyihing — strategy. change, adiustients that we
made was because, frankly, our customers Wld us. When T said piles of rescurch,
literally piles of focus groups, rewarch, surveyy, videolupes, on what vur cuslom-
ers said they like and didn't like” (p. 5). Based on this research, Justice deems that
the girl is in the “inventive stags,” everything is different, “today she wants 10 be
an athlete, tomorrow she wants to be a fashion model, next week she wanis o be
an astronaut, It changes every day.” {Lynch, 2016)

This is an example of commercial episteimology: Justice and Fiper Juilny have done "piles
of research” to “know” that the tween girl is in an “inventive” siage. They conducled re-
search with a particular objective, in this case the objective of understanding middle-class
girls as consumers. The research design, including the focus of the questions asked, the par-
ticipants included, and the types of information gathered is all geared to “knowing” girls
as consumers, Other forme of knowledge, such as understanding girls as political acrors,
or finding ways 1o help girls build confidence, or how glrls navigate the misogynist strug-
tures of schioal, are not relevant. While commercial media and markiet research all elaim e
“know” segments, they arly know them as consumers, not as deep, camplicated, nuanced
human beings. Such infarmation is not relevant. What is relevant is the type of information
that can be used to “oulslween” other retzilers and sell more goods [at higher margins) o
tween girls. The tweens that Justice then presemts in jts catalogues, or describes in its cor-
porate literature as being “in the inventive stage” or being full of “fun and adveniuze,” are
personifications of their research findings, They wre not live, sertient beings, butare instead
persenified tions of the di af girlhand (Coulter, 2014).

Hevys are rarely defined as tweens, and when they are they are framed in very different
terms due mostly to the fact that consumption is gendered as a feminized space, so the
tween as a consumer calegory is most often femininized (Lury, 1995; Nawva, 1992). In fact,
Tween Brands, the corporate owner of Justice, had to close its boy's siore, Brothers, in 2015
because it was underperforming. Apparently, boys do not like 1o be defined as tweens i
retuil spuces, nor do they care muck aboul buying dothes ul a higher price point from o
store that has "oul-lweened ™ ils competitors.

VE COHIRLT

Tween Girl as the Fun Girl

"The tween girl that Justice articulates is 2 girl in a state of fun, "The aesthetic of fun runs
through Justice’s entire corporate catalogue, which is not surprising. given that itis <learly
stated in the company’s anoual report in 2003, There is fun everywhere, The worponle
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reward points are called “Fun Bucks,” and every image in the online catalogue shows
girls in states of extreme fun. The models pose together, with their mouths wide open
in a full state of laughter. There are rarely any poses of girls in states of concentration or
reflection—no other emotions are presented. It is always fun. The graphic T-shirts boldly
state “Frappes, friends and fun,” “Every Cool Girl Needs a Fun BFE,"” “Happy girls are the
prettiest,” “When in doubt . .. Laugh,” and perhaps most disturbingly, “Hey you, Smile”
(the demand yelled out by cat callers everywhere).

This positioning of the tween girl as being in a constant state of fun reveals much
about the cultural expectations of girls and girlhood. Fun is a gendered activity. While the
boy models from the now defunct Brothers line are positioned in states of pleasure, they
are not solely shown in a state of “ecstasy of fun.” Rather, they are often engaged in activity
or concentrating on what they are doing (while dressed in Brothers clothes, of course).
The “graphic Ts" for boys read “Crushing it,” “Faster than fast,” “Just win,” “Can’t stop
winning,” and “#2 Fast 4U."

This is reminiscent of a long visual history in which females are shown in passive pos-
itions while males are presented in states of activity (see Goffman, 1979}, but there is more
to it than this. Justice’s emphasis on fun reveals the social pressures on girls to be only in a
state of fun. This singularity of emotion functions as a way to keep girls, and by extension
women, from being political. The girl that asks political questions, fights systemic sexism
in her school, challenges rape culture, pushes back and demands why boys get to worry
about winning (like the T-shirt states) while girls should drink frappes, or even just says
“no” is no longer fun. She has disturbed the happiness, she is no longer one of the happy
girls that “are the prettiest,” as described by the Justice T-shirt.

Such a girl would be what Sara Ahmed calls a “feminist killjoy.” Ahmed (2010) argues
that to be political is to disturb the fantasy of happiness, and thus threaten the status quo
(p. 66). She states that figures of happiness are used as political tropes to justify social
oppression and hide systemic inequalities, Thus, the pressures on girls to be in a constant
state of fun functions as a means to depoliticize girlhood. It is possible to read the T-shirt
that states “Happy girls are the prettiest”™ as a threat. The girl that finds noments of un-
happiness, the girl that does not participate in the fun, is no longer "the prettiest,” which
according to contemporary beauty culture equates to not having value. Being a "feminist
killjoy,” even a tween feminist killjoy, comes at a social cost.

The argument here is not that Justice is conducting research on how 1o find ways to
keep girls from being political, or that depoliticizing girlhood is part of Justice’s corporate
strategy. Although, interestingly, there is no referance within the company’s promatinnal
materials or within the company’s corporate literature of why it is called Justice—the term
Justice is an empty signifier. Instead, commercial epistemologies take place within a social
and political context in which fur ix gendered and women are expected to maintain the
status quo of happiness.

Recently, in February 2017, Justice updated its Facebook page and webslte to In-
clude a model in a hijab announcing, "SEE YOURSELF IN JUSTICE! Come be a part
of something fun, sumething you. We helieve fashion ix for every girl and even more
of our styles are availahle in extended sizex than aver hefore. Check ont what's new:
www.shopjastice.com.” The change is part of the company’s new marketing campaign,
“See Yoursell in Justice.” According o Keriuke Lucay, vice-president of corporate com-
muaications at Justice, the campaign ix part of the brand’s "message around inclusivity”

5| Coulter: The Emergence of the Tween Market

(Kuruvilla, 2017). The company has expanded to include plus-size clothes for tweens and
has committed more overtly to a diverse range of representations in their models. In fact,
Justice included a model in a hijab in February 2017, when US presidest Donald Trump
mandated travel bans from Muslim countries and when Islamophokia was rising. This can
only be seen as a political message.

This change may be part of a broader shift in the cultural expectations of girlhaoosd,
At the moment, Teen Vogue is one of the few media outlets to politically challenge Domnald
Trump. In December 2016, Teen Vogue ran an op-ed piece entitled “Donald Trump Is
Gaslighting America,” in which the author, Lauren Duca (2016), presented a clear argu-
ment on how Trump used the tactics of gaslighting to garner votes and how he comtinues
to use it to undermine democracy. This op-ed plece received a lot of posilive paess Tom
mainstream media outlets such as the Toronie Slar NJR, The Atlantic, and the New Tork
Times. While these outlets all stated surprise that the teen magazine is “killing it," fern-
inist media outlets such as Jezebel, Bitch, Shameless, Powered by a Girl, and Rovkie have
addressed girls as political actars for years—many of these have girls themselves produce
political content. Beyond Teen Vogue, there are many other examples of girls being polit-
ical actors, including Malala Yousafzal, Emma Gonzdle o vocal advocats for gun contiol.
the #Notmypresident protests that eccurred on the online gane dte Club Penguin, the
Radical Brownies of Oukkind (aow culled Rud:cal Moaurchs), the many public Gghis dae
girls have had over school dress cades that shame girls, and countless other examples.
While girls’ activism is not new, what mzay be new is mainstream media outlets begin-
ning to recognize girls’ political awareness and their desire far content that is politically
engapged. Who knows, maybe Justice's T-shirts in 2018 will state “Activism is the new awe-
someness,” [ hope so, but [ doubt it; while there may be more Inclusive representailens, the
narratives of beauty culture and the sllenced female bedy might fusi be wo strong.

Tween as a Transnational Category

Justice is growing globally, It kax stores m 14 countries, and scconding lo the CEO there
is a "ton of demand for Justice internationally™ {Lynch, 2016}. This expansion is part of
a broader trend because many transnational corporations see the tween consumser as a
lugrative markel, There is a rise of a global girl culture as older companies, such as Disoey,
Nickelodeon, and Mattel, alongside new companics such as DHX Media, Amezon Prime,
and Netflix, vie to dominate the glokal marketplaze by reaching out ta tween girlaincoun-
tries siich as China, Russia, and Brazil [ attempting to cater to a global twesn girl com
sumer, these companles privilege age and gender & the core features of tweenhood—to
the exclusion of other ethaic, social, and cultural subjectivities. Privilegizg the wuniversal:
izing aspects of girlhood=age and gender==erases the racial, ethnic, sexual, bodily, and
cultural diversities of gicls across and bevween trannational spaces,

The construction of the tween gil is part of the emergencs of a globalized youth cul-
ture in which glabal capitalism homagenizes young people as gendered and aged cansum-
Ing subjects to the exclusion of collective, reghonal sublective experlences (Backingham,
2011 Wise, 2008). The imagined tween glol market is produced as singular, without divers
ity; the tween is assumed to be a predominantly whate, middle.class, able-hadied, hetera-
sexual consumer (Cook & Kaisar, 2004; Sweaney, 2008), Dafna Lemish has argued that in
the production of content far the Internatlonal marketplace there Is o endency to erase the
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ultural symbolS and signs that mark a children’s text as foreign or national to produce the
eutral grounds of global culture” (in Chan, Lemish, McMillin, & Parameswaran, 2013,
m;.;g} This meets the needs of global capitalism since companies can efficiently access
p].obal .youth markets without having to produce content tailored to specific, individual
8 jons (Wise: 2008). My concern here is that tween girl culture is too narrow, and in an
rets t to be global it articulates girlhood as a homogeneous subjectivity to the loss of an
2:,:12-&99;‘11115 of girlhood as an aged moment that is intersectional with other categories
of subjecli"i‘)' such as race, class, sexuality, and, of course, a presumption of gender as a

clear subjective category:

Conclusion

The story of the development of the tween girl market is part of a larger history of chil-
dren’s consumer culture in which children have increasingly become "known” as con-
sumers. Throughout the twentieth and into the twenty-first century, children have been
central to the development of consumer capitalism. At the same time, consumer capital-
ism has increasing targeted, framed, and defined young people as consumer markets,
Physialos'lcal and psychological stages of youth have been understood accord-
ing to the logics of the political and economic structures of consumer capitalism. In
the 1930s, for example, the children’s clothing industry began to define the toddler as
a specific stage of childhood (separate from the infant or the child) that warranted a
unique style of clothes that could accommodate diapers and the sway back of a child
learning to walk. Soon after, various cultural forces worked together to legitimize the
toddler as stage of subjectivity (Cook 2004a). In the late 1940s and earlier, the teenager
began to appear a5 3 distinct market segment and a new site of subjectivity whep an
emerging middle class was able to have their adolescent children attend high school and
live at home. Young people were looking for ways to differentiate themselves from adult
culture, and the marketplace responded by calling them “teenagers” and developing
media and goods to cater specifically to their tastes (Palladino 1996; Schrum 2004), The
toddler in the 1930s, the teenager in the 1940s and 1950s, and the tween in the 1980s are
all examples of segmented categories of young people with origins in cansumer culture,
as media, manufacturers, retailers, and advertisers segment and bring into being differ-

th.

ent aé;i:iﬁ%ﬂ: there has been a radical expansion of young people’s consumer cul-
ture, and not just the tween. The baby, for exampie. has become a lucrative market segment:
Dlsr:e'_r has a Disney Baby product line, Baby Einstein (now owned by Disney) provides
content for babies: and Toys “R” Us has a whole section of the store appropriately named
Babies “R” Us. And, in case one missed that bables are positioned as consumers, the storé
even carries baby girl onesies that atate "Born to Shop.” Long gone are the duys in the 19705
and 1980s, menlionod earlier, when there was a senliment lo proteet youny children from
because it was seen as deceptive and manipulative, But this issue is bigger than
simply a critique of irables being targeted as consumers. Positioning bables us consumers
reifies cowmpﬁon wi i natural component of belng huna, TN e bulry i "born o shop,”
then the story tuld of consumption by these companies and industries is that consumption
is part of our DNA: bubles ax coneumars produce the Ideology that consumption is innately

woven {nte or humaiity:

and the

advertising
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Yet many scholars in the fields of children’s studies and consumer culture studies are
pushing back and critiquing this trend by exposing the centrality of the development of
young people as consumers to consumer capitalism. Juliet Schor (2004) has stated that
children are the “epicenter” of consumer capitalism (p. 9), while Daniel Cook (2004b) has
argued that “childhood makes capitalism hum over the long haul” {n.p}. Bath of these
authors highlight the intense growth of children’s media and fonsunwr culture in the
past 100 years as marketers have shifted from grouping youry people together im large,
unwieldy categories to dividing them into smaller, tighter, and more narrowly niched
market segments. Instead of simply targeting young people as one homegeneous market,
marketers target babies, toddlers, preschoolers, school-age girls and boys, tweens, teens,
and college-aged youth. Each of these cattgories aifers new opportunitles to gather young
people as audiences and consumers. Il aldo provides mors opporiumities lor obsolescence,
The 3-)':3(-01& girL for mmple, does nol Dulgrow by Pegojoa Pi5 bm_l\'!:lni, st she gt s £ id
of it because it is too “babyish” and replazes it with a new Monster High backpack.

Market segments such as the toddles, the teen, the tween. and even the baby are not
natural or inevitable categories of being and did nat exist prior to the twentieth century.
Instead, they ars histarical zaclal constructions that have develaped within the com-
mercial epistemalogles of the media marketplace, Pelmg aware of thiz means that we can
challenge. resist, and possibly even reframe these caregories and push back on the com
mercial logics that are only interested in knowing people as market segments, enticing
them to consume more, There are various organizations doing just this. For example, the
Campaign for a Commercial-Free Childhood (CCFC), founded in 2000, has a number of
objectives, including raising public awareness of the harms of the commercialization of
childhood, advocating for policy changes, and campaigning for commercial-free spaces.
They also provide suppori resources for schools and parents to do the latier. The organiza-
tion has had many suceessful campaigns, including persuading Disaey ta stop prometing
the Baby Finstein videas as educaticnal, preventing Hashes from pradusng a line of dolls
for & year olds hased an the hurlesque traupe Pussy Cat Dalls, and mare recently, in 2007
CCFC pushed Nianlic Inc, the producers of Pekémon Go, o nol send children under the
age of 13 to sponsored locations such as Starbucks ar McDonald’s as pari of the game.

‘The other organizations that take on this fight as part of their mandate are wide and
diverse, These include Common Serse Media, 3 site that helps humilies wake smart media
choices by rating and reviewing media content and providing resources for digital lir-
eracy; Mew Dream, Julier Schar's site, which, while not specifically geared to children,
attempts to empower change in people’s consuniption habits; and Amy Pochless Shart
Girls, an online space dedicated to supposting young girls who are "changiig the wald by
being themselves™ (2017),

In Canada, for the past 15 vears, MediaSmarts has provided programs and resour-
ced Lo help children wnd teens develop their critical-thinking skills and "o engage with
the miedia as active, informed digital citizens” (MediaSmarts, 2017). The sile bas blogs,
lesson plans, wutorials. and workshops. In producing this content. MediaSmarts has
partnered with many Canadisen organizations, such as the Conadian governinent, the
Entertuinment Softwure Associution of Canuda, the Girl Guides of Canada, U Canudian
Teachers' Federation, and the Canadian Library Assaciation, A recent campaign (2017)
is "Project Shift Creatng a Safer Digital World for Young Weomen.” a natlonal pawlthyear
project led by ¥WCA Canudi and funded by the Status of Women Casada. It s ceilical o
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the survival of humanity that such organizations are successful. Positioning children as
consumers has implications that go beyond the encroachment of commercial culture into
children’s culture. The persistent positioning and “knowing” of young people as consum-
ers only, and not addressing them as citizens, has serious consequences for the health of
democracy and for the environmental sustainability of the planet.

Review Questions ;

1. What is a commercial epistemology? How do advertisers, marketers, retailers, and
the media participate in “knowing” a market segment? Why s the word “knowing”
in quotes?

2. W]?:t changes occurred in the 1980s that provided the conditions for the develop-
ment of the tween market segment?

3. Why are girls positioned as tweens much more than boys?

4. Why is the development of the children’s market central to the rise of consumer
capitalism?

5. How is the positioning of the tween girl as being in a state of fun an example of a
commercial epistemology? How is this a political process?

Activities

Look up the websites for a major retailer such as Toys “R” Us, Walmart, the Gap, or Joe

Fresh, or else look up a major media company such as Disney, Nickelodeon, DHX Media,

or Corus. Explore how the company discursively constructs what it means to be a clu!d

Also look for how it frames different types of children (boys, girls, age-based categories,

etc.). Things to look for include how does the company segment childhood based on age

or gender? Who is represented and who is not? What kinds of activities are the children
doing or not doing? What is the company’s mission statement? Does it fm its consums
ers in a particular way? What assumptions are made of the company’s child consumers?
Another activity is to conduct a similar type of analysis of a nnngm-em_mennl
entity, such as Girl Guides, UNICEF, MediaSmarts, the Campaign fara Gcmme_rcml Free

Childhood, Girls Inc., or EU Kids Online. Assess how this organization discursively con-

structs what it means to be a child. You can ask similar questions as above, but you can

also ask what issues is the organization addressing? What solutions does the organization
offer? What assumptions are made about children by the arganization?

As a third step, it could be helpfu! to compare the findings from the first actlvity to
the second.
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Notes

1. While Iam unable to access the researchi that Pipar |affray enmplatad, sinea it Iz praprl-

etary, there was a transcript of a preasntadion that Piper Jaffray made m tha campany’s

shareholders, Tt is no longer available online,

2. “Gaslighting” comes from the 1938 stage play Gas Light, in which the lead characteris ma-
nipulated by her husband into thinking she is delusional by changing small things in her
enviranment, then denying that these things have changed.
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USING YOUR POWERS FOR GOOD

The thing I hate the most about advertising is that it attracts all the bright,
creative and ambitious young people, leaving us mainly with the slow and self-
obsessed 1o become olr arlists.

Banksy, British street artirt
The trouble with the rat race is that even if you win, you'-e still a ra:.

Lily Tomlin. US actress and writer

ALL | WANT IS A LITTLE RESPECT

The advertising profession doesn’t enjoy the greaiesi reputation, In fact, of the
30 professions rated on their ethics and honesty by research powerhouse, Roy
Morgan (2013), advertisers came 29th. Only nine per cent cf respondents rated
the ethics and honesty of adverrisers as "high’ or *very high’. This put us ‘ust ahove
used car sellers (who've held the berom spot for 30 years), and Just below real
estate agents and state politicians,

So that's the bad news. The g\:od news i3 for the last three years the Egur:
has improved. In 2011, only five per cernt of respandenis belleved we performad
our jobs with cthics and honesty. In 2012, it rose 1o eight per cent, and currencly
we are enjoying the heady heights f nearly one in 10 prople claiming o respeci
advertlsers, Now, despite the pretry low base, [ believe the image of adverisers
is improving. Over the last few years, we've seen glabally suecesaful TV shows
about advertising such as Mad Men and The Crazy Gnes (apparenily inspired by
Leo Burnert Chicage). In Australia, there's beer the exremely successful Gruen
aeries (Tmmsfrr. Nation, Sweat and Flanet) that has turned several advertisers inta
household names. However, I don't think these shows are the reazon adverdsing
has become more respectable. [ thiek it signifies that people are more interested
in what advertisers have to say. And the single reason for this newfound respect is,
I believe, that we are becaming more useful to the world

Wilve juat lived through the | Tully 1 tion ape’. We have
loads and laada of information, we are interconnected and sharing this wonderful
information. Google and other companies have helped us ‘organize all of the world's
informanon’ (Google's mizxion statement], and itx now at our ingertipe. Yos, all of

the world's intarmation is avallable 10 everyane——including people much smarier
than you and me. Yet even with these conditions, in which e smartest people
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PART 4: HOW TO BE GOOD

have access to all of the world's information, we still struggle to make the world
a better place. What significant problems have we solved through ‘information'?
‘Wars? They still happen. Crime? Getting worse. Poverty? Still happening and could
be getting worse—hard to tell. Equality for humanity? Absolutely not. Global
warming? Seems to be getting worse. Mental health? Seems to be getting worse.
Did all this access to information help us predict the Global Financial Crisis? No.
Does information encourage more people to ride a bike to work than drive a car?
Can we convince a rich nation to give 10 per cent of its wealth to a poor nation?
Can we stop men from sexually abusing women? Mo, no and no. Information, and
its close cousin, rational debate, hasn't solved any of these issues. Without being
a ‘glass half empty’ kind of guy, | wonder if information is useful in solving any of
the world's big issues.

So where does one turn? One possibility is to an industry that knows how to
influence and change behaviour. Why not turn to an industry that has convinced
people to pay $10 for a beer, $1000 for a new barbecue and $100,000 for a new
car? Why not seek insights from an industry that's made it normal to update your
car every few years, your wardrobe every few months, and your toothbrush every
few weeks?

Advertisers are the masters of manipulation and influence, and even though
we may not understand fully how our craft works, we know it gets results. Other
industries are curious and want advertisers to unbottle their tricks to help solve
issues of significance. Do-gooders are getting into bed with the devil, potentially
for the greater good. I've witnessed this first-hand. The techniques of advertising
are being shared with the world—for good, not evil.

The aim of this book is to put advertising on the trajectory of helping rather
than hindering, I've tried to distil what I've learned as a psychologist in advertising
and trust you've found it useful. This final chapter adds some topspin to that
information in the hope you'll use these behavioural change techniques for good

THE DEBATE

Rory Sutherland is a charismatic and ebullienr chap. He insists he's ‘just an ad
man’, though he is head of the Institute of Fractitloners in Advertisers {IPA), the
UK’s umbrella body for advertising. 1 caught up with Rory in carly 2013 at a
London pub, where we had a good chat about where advertising has been, where
it's going, and how it will benefit by embracing an understanding of hehavioural
sciences.

Rory is a spokesperson for advertising and doean't shy away from controversial
topics. On the subject of advertising and ethics, Rory (Sutherland 2010, emphasis
added) has said:
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The truth is that marketing raises enormous ethical questions every day—at
least it does if you're doing it right. If this were not the case, the sxly possible
explanations are either that you believe marketers are too ineffecraal to maks
any difference, or you believe that marketing activities oriy affect veople ar the
level of conscious argument. Neither of these possibilities sppeals lu me. I would!
rather be thought of as evil than useless.

There it is in plain black and white. Marketing is effective. [t can, and coes,
make people do things. Advertisers can make people take up smoking. We cén
make them eat oo much. We can make them laze around and not move. Marketing
and advertising has the potential ts do all of these thimgs.

Interestingly, Rory could have hieen channelling Perry Landon (1964), wha 50
years earlier said,

We cannot, on «fie one hand, argae that cur availability as professionals is

worthwhile and justified, and on the other hand maintain that we are not in the

business af changing peaple's bekaviaur.

However, London wasn't talking about the sdvertising profession—he was
talking abour psychologlsts and clinical psychology.

Those practising the arts of influence oz behaviour change need to dzcide if
they want to do evil or do good. We need ta be transparent about the power and
influence that those in the behaviour change game can have cver others. Further,
we need 1o be honest about the fact that sometimes humans decelve themselves
because of an inbuilt need to justify and make sense of sur ewn behaviour. Peaple
can be very susceptible to behaviour change experts. I'm not sure what the answer
is. but the quote, "With great power comes great responsibility’ (equally attribumable
ta Valtaire and SpiderMan) comes ta mind.

An encouraging sign that marketers and zdvertsers acknowlecge that they’re in
the business of trying to change other people’s behaviour—and therefore should
he doing it ethically—is Urilever's ‘Five levers of Change’ (Unilever 204 1),
Unilever is sharing the model in the hope that others will ind it helplul and use ic
to inspire people to wrn their concerns about sustainability inte positive actions.
The ‘Tive Levers far Change’ are:

1. Mabke it undersrood—Sometimes people don't know about a behaviour and
why they should do it This lever raises awareness and encoumages aceeptance.

2. Make it easy==Peaple are likely to take action if it's easy, but not if it requires
extra ellort This lever establishes cenvenience and conlmlence.

3. Make it desirable—The new behaviour reeds to fit with how people like to

think of themselves, and how rht-y like athers 1o think of them. Thix lever i

ubuut sell und smciviy,
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4. Make it rewarding—New behaviours need to articulate the tangible benefits
that people care about. This lever demonstrates the proof and payoff.
5. Matke it a habit—Once consumers have changed, it is important to create

a strategy to help hold the behaviour in place over time. This lever is about

reinforcing and reminding.

We now have a lot of information on how to change behaviour, and the
Unilever principles are as useful a starting point for behaviour change as any |
have seen. However, there’s much more out there, and it's worth investigating
which principles would best apply to your particular cause. For example, if you are
a charity trying to raise money | suggest you read the excellent report by Sanders,
Halpern and Service (2013). Applying Behavioural Insights to Charitable Civing.

If you don't get a chance to read this, then consider the following wonderful
insight from psychologists De Bruyn and Prokopec (2013). If you are asking
people to donate money to your cause, then do the following: have a row of
options with donation amounts. Ensure the low option is on the left and the high
option is on the right. To maximise the number of people donating and get the
highest denations pessible, de the fellowing
1. Ensure the lefi-hand option is as low as possible (say $1). The lower the

amount that appears here, the more people you will get to donate.

2. Ensure the donation amounts escalate in size very quickly. The larger the
increments are, the more money each person will donate.

So to maximise the amount of donations you receive, and to get the highest
average donation possible, your options should look like those in Figure 15.1.

Figure 15.1 Maximising donation levels

IS MARKETING ETHICAL?

Doug Gimesy is the founder and principal of consultancy The Framing Ellect,
which helps clients frame messages in the most persuasive manner. He also eaches
marketing and business ethics at Monash University, Victoria. Doug is a passionate
environmentalist, governor of the Wonld Wildlife Fund (WWF) und u very good
nature photographer. He takar tha athieal zide af parzuszion very seriouzly. [ waz
fortunate to attend one of his day-long seminars at Melbaurne University, where
he shared his theories wn framing and the ways in which ‘optimised” messaging
gets people’s atrenton
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Gimesy believes there are four levels of influence: coercion and manipulation,
which are normally deemed unethical, and persuasion and eduration, which are
deemned ethical (see Figure 15.2).

Figure 15.2 The unethical and ethical levels af influancing

INFLUENCING

Unéthical Cthical

Y i T - -
- - - -

Coercior® Manipulation® Persuasion Education

* wiless done purely as an act of patermal-ism

Source: Gimesy (2013).

Let's agree with Gimesy's contention that education is ethical and that
advertising is not in the business of coercion. Therefare, the tension point is
when persuasion kecomes mnipulaticn. The Orford D_‘crianar_v (2013] defimes
"persuade’ and "manipulaie’ a5

FPersuade: To induce {(someone) to do someihing through reasoring or argumend:

it wasn't easy, but | persuaded him w0 do the right thing,

Manipulate: To control or Difluence (o person or situation) dewenly or
umrmphl’mﬂqu: rhe masses were deceived and mani]'nl]an-d h!" a tiny Frevip:

Did you spot the dilemma? Persuaslon ls about convinclng someore o take
action based on ‘reasoning ar argument’. 1 don’t think (nor do mest others in
advertisi ng] that ‘reazoning or argument’ i3 an effective way to ("'\anse behaviour
As discussed throughout this boak (and highlighted by Sutherland above), mosy
behavieur isn't processed rationally by the consumer. No matter whether an
advertiser appeals to System 1 thinking or low-involvement processing), or asks
people to play a game, these techniques don't ask a cansumer o make a ratioral
decision ta r.llrrham- ar nat rmrrhasr.

I have two things to say aboait thic First, to marketers and advertisers: he
eareful when using your powers. Remember that your ad is bul one of Uoosands
that are viewed by consumers. When vou add a'l those views tagether, ther's a
cumulative pressure to consume. Be as positive as possible, However, as [ write
thie T ean't help thinking of the famous quots from the Socrutes of San Fruncie',
Howard Gossage. Howaid was an ad man n the Mad Men era and ane of the
flirst 1o talk epenly about the morals and ethics of advertsing, 1le said To explain
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responsibility to advertising men is like trying to convince an eight-year-old
that sexual intercourse is more fun than a chocolate ice cream cone’ (O'Reilly &
Tennant 2011).

If advertisers behave themselves, the next challenge is to the consumer.
My advice is to get educated. There are very few voices to help the consumer
understand the powers of marketing or explain how feeble-minded and vulnerable
to persuasion we humans are. Most consumers still believe advertising doesn't
work on them. It does—and you don't even need to be aware of the ads for them
to have an effect] Hopefully thiz book i= a useful part of thar self-education process,

DON'T ADVERTISE THINGS THAT HARM

As an aside, I believe every brand or product has a right to market itself as long
as it doesn’t harm the self or others. The only legal product to fail this test is,
in my opinion, cigarettes. Cigarettes, when used as the manufacturer intended,
significantly harm you. Therefore, I don't think they should be marketed. My strong
views against cigarettes could be based on personal experience; my father died at
the age of 67 from cancer. He loved smoking so much he asked that his coffin be
painted like a packet of Marlboro Red cigarettes (see Figure 15.3). He also asked
me to deliver his eulogy: ‘Adam, say whatever you like, but make sure they cremate
me so I can light up one last time. Yes, he had a good sense of humour.

My father’s death was hardly the first that could be (at least partially) attributed
to smoking, and it seems clear that ad agencies continued to accept accounts from
the tobacco industry long after cigarettes were known to be lethal. As advertisers,
we must be vigilant and strive to avoid such self-delusion in the name of making
a buck. Are there brands or products available today that, if used exactly as the
manufacturer intended, could cause harm? If so, we shouldn’t advertise them.

Figure 15.3 My father’s coffin

CHAPTER 15: USING YOUR POWERS FOR GOOD

There are two ways advertisers can use their powers for good—and by ‘good' I
mean in a manner that benefits and does not harm people. They are: a) using the
powers of behaviour change to assist a good cause; and b) helping a not-so-good
cause become better.

ASSISTING A GOOD CAUSE

This book outlines many good causes, such as Who Gives a Crap sustainable toilet
paper, where 50 per cent of profus go lu ssnitution progrems i the devilasing
world. It also looks at ways te increase funding for communiry radia srarion, FBL,
and how to maximise wortplace xafuty for WorkSafe, Advertioers love doing werk
for causes with a poskive impact koth because these organisations are hungry for
and open to creative ideas, and (somewhat more cynically) this kind of work is
viewed favourably by awards bodies.

If you hape o Influsnce hehavioar far 3 good canse, uswe thiz haok for
inspiration and ge forth and do good in the world, Fve worked with sevenl
charites, including the Cancer Councll NSW, Save the Children, the Australizn
Red Cross and Mind Shift—the National Self-Esteem Initiative, of which I'm
patron. I'm often shocked at the amount of money wasted in the communications
space through boring, ill-informed or poorly executed campaigns. This contributes
1o "donor |‘nli5uc‘ i which ptuplr or nalions lose inlerest i a paiticular caiise {-Ul
causes) and stop donatng. If a cause ls for the greater good, you have a licence 0
grab people’s attention by any means passible. Don't be afraid ta be ‘out thers' or
to create controversy.

When I worked for the Cancer Council WSW, the brief was o stop (eenagers
fraimn thinking that tanning was coal. The arganisatian waz enthusiastic about vsing
youth media and messaging w0 appeal io wens and tweens (10=12-year-clds), as
well as traditional media. They said we could be as attention getting as we wanted
to be. With this very clear brief, we decided to ca-opt things that were conl 1o
rweens and apply them to the action of resisting a tan. We enlisted the services
of a very cool hip-hop antist called Lyrics Barn and co-wrote a song, with a three-
minute music video to go with it. Then we filled it with shocking content—iexy
guys and girls, a hideously ugly animaslon of a singlng melanoma, and a rapper
called "Al Bina’ whe rapped about haw coal it 15 te stay white. We wrapped it up in
a wonderfully dark title, 'It's & Beantiful Dy for Cancer’. Mlthaugh it is difficult o
measure e campaign’s success, 1 sill enjoy the memory of belng at a frilend’s pary
and seeing their child in a ‘It's a Beautiful Day for Cancer” T-shirt singing the lyries
to himself. You can check out the song an YouTube (www yourube.camfuwatch?v=r
DESHvCI2UEorel™hitps%IA%2F%2 Fewwpoulube com %2 Fwalch %0 il Dy
DEBHvGI2UShas_verified=1).
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I really liked our earworm' campaign, but when I saw the campaign called
"Dumb Wa]rs to Die’ 1 instnnlly knew advenising agency McCann Melbourne had
taken the idea to a whole new level. Metro Trains Melbourne wanted McCann
to ‘engage at-risk young people who were likely to become injured in or near a
Metro train station”. It wanted young people to pay attention to, and talk about,
a safety message. The campaign was developed after two key insights: deaths and
accidents around trains are entirely preventable; and young people are digital
natives and want to be part of the communications, not talked down to (Chan
& Mills 2013). Using these insights, John Mescall, executive creative director at
McCann Australia, developed the ‘Dumb Ways to Die’ concept—with a catchy
song and accompanying digital strategy that became the most awarded piece of
advertising work of all tme. 5ome cynlcs claim this Is because there are more
award shows now, so it can't be considered the best work of all time. Regardless,
it's up there with the best.

The campaign used four key principles:

1. Treat the campaign as entertainment not advertising.
2. Launch the song as you wonld any other song

3. Amplify the campaign through social media and PR.
4. Ask people for a commitment.

The song and case study can be seen on YouTube (www.youtube.comfwatch?v=
IJNR2EpSOjw and www.youtube.comfwatch?v=IxZ_ZznO2ek).

The song is the third most watched viral ad of all time, with more than 67
million views on YouTube. Data suggests train accidents decreased significantly In
the year following the campaign, although a causal link between these twe factors
has yet to be made. Forty-four thousand people committed (via pledge) not to
do dumb things around trains. Further, thousands more downloaded the song or
played the Dumb Ways to Die game. However, given the amaunt of awareness
it created, this level of interactivity appears small. [ wouid have asked more of
the listeners who engaged with this content. Regardiess. [ love this campaign.
Did it change behaviour? Probably. However, human hehaviaur is camplex and
measuring behaviour change can be as difficult, or even more ditheult, than
creating it.

Even when a campaign is for a Smd cause, the principles don't really change
Select the behaviour to change.
. Assess it against motivation and s

. Work out the right action spur to use.

W=

. Apply the spur with cieative Hair.

1 An earworm ls an advertising expression for a song or jingle thar has a tendency ro play ivself in
your bedl dvei aind aveE again
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The campaign for ‘A Beautiful Day for Cancer’ had a very shocking video that
made use of the evocation action Spur. ‘Dumb Ways to Die’ was more c-nrnplex
and an excellent demonstration of reframing; that is, suggesting that being killed
or injured at a train station because of risky behaviour ia just plain dumb, Mo one
wants to be thought of as dumb, especially young kidz. It also used awnership
(through content sharing) and commitment {through the pledge—which felt
slightly peripheral to the campaign but was siill there). To have 67 million
YouTube views and almost 45,000 pledges s not a great rate of conversion.

It's easy to ger It wrong when creating campaigns for good. An example of a
campaign with good intentions wax Red Caka Diay, which arked peaple e hake red
cupcakes to raise awareness of huemuophilin. Like muny great ideas in this space,
the Interactive ad communicated the actual cause, but it's unlikely it had much
impact because:

1. Baking cupcakes is not a very wisible ar frequently oceurring behaviour.
People fika 1 ‘signal’ ra athers when they are participating iroa canee (By, for
example, growing a mousteche or weaing o red nose),

2. It azks 100 much of pe_op].g. Ba I:Ins :upc:kg: len't easy. Further, zome p!ople
don't bake ar all.

3. Itdoesn't link very elegantly to the cause. What's baking got 1o do with
haemophilia?

&4, It feels a bit uncomfortable — linking tlood with a red cake,

On the ease—motivation scale, the score is low. Contrast this with Mosembrer,
which asks men @ grow a mousiache during the menth of November 1o ralse
maency for prostate cancer research, It's a brilliant idea because it's casy for men 1o
do (in most cases), highly visible, clearly communicates the cause and makes the
cause feel cool or asplratlonal.

MAKING A NOT-S0-GOOD CAUSE BETTER

In 1997, I left a relatlonshlp with a girl czlled Rosle who was a quintezssential
intellectual, lefr-wing hipple type. She had a rather profound Impac: on my Jife
and for a short time | wore a dress (why should men wear trousers and women
wear dresses?) and didn't eat meat. There were other afflictiens that went with this
new-found liberation. including changing my name from Adam te Max (I've mever
actually changed it hack, xo according o the NSW Registry of Eirths Deachs ard
Marriages, it still is ‘Max Adam Eric Ferrier’)

At around this time, | heard a talk by founder of the Body Shop, the late Anita
Reddick, She was an amazing spesker [ waz moved by whar she said and liked har
advice for living an aware life of conscious consumption. At the end of her talk she
invited questions. | had a question about a new shoe Mike had just launched—its
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first ‘green’ shoe made from biodegradable materials. This was a time when Nike
was synonymous with ‘sweatshops”. | asked Anita if she thought Nike's hypocritical
shoe should be supported by the general public. Should we buy this organic shoe
from a company that uses child labour under horrific employment conditions? I
was sure her answer would be, ‘Of course not." In fact, I think I asked the question
in order to rant about how bad Nike was.

I was wrong,

Anita vehemently defended Nike and its organic shoe, and berated me for asking
such a stupld question. She said of course we should support corporations when
they do the right thing, not because they care or don't care. They are businesses
that want to make money. They don't have feelings. When consumers support the
“‘good’ shoe, the company will make more of them. When we Ignore the bad shoe,
it makes fewer of them. Anita spent some time answering my question as [ stood at
the microphone feeling smaller and smaller. However, her words had a significant
impact that | still remember all these years later. When bad companies (and peaple)
do good things, we should reward them. This will encourage more good behaviour.

We now live in a multimedia world where everyone has access to social media
and the collective can find a platform. We have the power to influence the world
and make corporations more accountable. Change.org is one of many websites
that allow people to upload information about a cause and ask others to join it.
And here's the thing: corporations are listening, and will continue to listen, As
consumers become educated about the connection between their purchases and
the impact of these, the more vocal they'll become in demanding that corporations
source ethical products. A case in point is Nike, which has dropped subcontractrars
that use sweatshops.

Corporations derive value from making consumers genuinely happy as opposed
to creating advertising that gives the perception of being a good cerporate citizen.
Some good examples include:

+  Samsung Life Insurance’s ‘Bridge of Life’ that uses lighting and messages of
hope and compassion to dissuade people from: using the bridge to commit
suicide (see www.youtube.com/watch?v=LYMWUI'S KpRpL).

* Increased bone marrow donor regisirations twough pharmaceutical
company. Help Remedies and incernational hane marraw danar registry
DKEMS (www.youtube.com/watchiv=wwalyXoHOFY)

* Paint company, Dulux, painting disenfranchised neighbourhowds areund
the world as part of the ‘Let's Calour Iraject’ (wwwyaurube com/
watch?v=rULv_FWsfCw),

Advertising dallars are Funding these initiatives. Instead of traditional

advertising, these corporations are using their advertising budget 1o do good
work. It's easy 1o view these actions as a cynical grab for lavourable corporate
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publicity—and a part of me does—but it's also easy to see these actions in a
genuinely positive light. It should be encouraged.

Advertising is complicated and multifaceted. It no lorger emanates from a TV
or sits on outdoor ads passively transmitting its message. But it atill concems me
that advertising has reached a supersaturated sitvation. Advertisings reach means
it's an omnipresent force against the little ol’ consumer. To all advertisers, [ suggest
you look at what you're giving the world versus what you are asking of it. If you
pollute the world with ugly, gratuitously sexualised and sexist outdoor ads asking
young men 1o buy your shoes, does it feel as though you're giving as much as
you're taking? Or could thoss yaung men, wha are parentally mrned on by your
crass advertising, be reachid ihrough less crazs mears? Ane thare more pro-sceal
and positve ways to get their atention?

In my opinion, and it's only an opinicn, one of the positive impacts of sacial
media is that society’s tol < of unacceptable behaviowr has diminished. As
more peapls have a vaice, and more peaple listen to that uoice, emall graope of
people (described as “clicktavists’) can allract attention W particular s, 119 as
if the shaer pervazivensss of advertizing ends un annoying pecple o the palre of
action. As a consequence, Sao Paulo in Brazil and the American states of Hawaii,
Alaska and Maine have placed a complete ban on outdoor advertising—with other
metropolitan cities pushing for Emits on their use.

CONCLUSION

Advertising is on a journey. It's moving from interruption and forced projeciion o
promotion that relies on peer-to-peer recommendations—or hat gives as much
as it takes, such as creating apps ar games. There's a saying that "advertising is the
tax you pay for an unremarkable product’. If you get the product righy, the less you
need to manipulate, persuade ard coerce people to buy it

Ca ﬁriw"rliﬂi"rnl uAse your pu‘mrr; r:\F perau asion far 5nnd i’\.r\d CONSUMETS, 150
your purchasing power 1o encourage the greater good.

I think we nesd to maks a disinction betwesn influsnoing somsons w do
aomnathing geed (make the world nicer, develep thair walenta, be kind) and
influeneing someone to do something bad (someshing elightly depreseing,
sounterproductive or frultlass). Assuming the formar i the goal, the key 1810
appeal to someone's ‘battar nature’, which mesne not i any wiy making them
[n] guiliy sbout their ‘worss nsburs’. Give Wsir less positive sidee 4 dsies
o exit gratefully. Flattery ia cfien sean in & bad light, but it 13 alao & foem of
plrutayio sxagyoration of the good—which helps to bring if more fully to Lifs,

EET
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Alain de Botton is a writer, philosopher, TV presenter and
entrepreneur. His books and TV programs discuss various
contemporary subjects and themes, emphasising philosophy's
relevance to everyday life. I've never met Alain, although we've
exchanged emails over the years and follow each other on Twitter.
He seems like a very nice man, and I was sincerely interested in
his opinion to the Insider question.

People dertve enormous satinfaction from being a part of comething bigger
than themselves. It's the whole belongingness thing. So whenever you can, you
ghould position the shift in behaviour you are attempting to elicit not so much
as a plea for action, but 48 an invitation to join something brilliant.

As an individual, your actions can seem rather inconsequential: ‘What
does it really matter if I do the right thing or the wrong thing? I'm only one
person. Bus if you feel that you are part of a big idea or a movement ... your
actions take on significance to yourself that far exceads the relatively small
thing you have done.

It's why Movember works so brilliantly well. It's why Kiva has to date
managed to distribute nearly half a billion dollars in microleans. It's why the
Dumb Ways to Die campaign got millions of people to share a boring message
about rail safety.

Create & sense of collectivism through an idea that's designed to atirach
people to it, and you will most likely succeed.

Cry poor, beg, plead or attempt to guilt or shock people inte submission,
and you will most likely fail.

John Mescall is executive creative directer at McUann Erickson
Australia. He's also creator of the world's most wswurded
advertising campaign (guite an achievement), ‘Dumb Ways to Die’,
for Metro Trains. I've known Jokn for many yaara. lla has a
reputation as one of the nicest (mnd funnilest) guys in our
industry. At the 2013 Mumbrella Awards, I was runnereup for
“Thinker of the Year'-John rightfully wan.
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