English @ St Leonards
ADVERTISING: IBA2 English
Students should, for an IOA, find an interesting advertisement and explain:

· What it is trying to sell?

· Who are the target audience?

· What techniques are being used to sell the product?

· What is useful or interesting about the product?

· Whether they feel the advert is likely to succeed?

· Is the advert morally acceptable? Is there anything morally concerning in the advert?
ALL EXAMPLES MUST COME FROM THE ENGLISH-SPEAKING WORLD
Below are some details of various types of advertisement, and thought-provoking examples to get your started in your consideration of advertising in the English-Speaking World.

· Government Advertising (scaremongering or life-saving?)

Mark Sweney 

guardian.co.uk, Monday 20 July 2009 13.53 BST 

The UK government boosted its advertising and marketing spend by a massive 43%, to £540m, year on year in the 12 months to the end of March.

Figures published today by the Central Office of Information, which co-ordinates government advertising, marketing and communications spending, showed that spend on traditional advertising – such as TV, press and radio – grew by 35% year on year to £211m. Government spending on digital marketing rose 84% to £40m.

Last year's increase in overall government marketing and communications spend has been attributed to a number of factors including high-profile campaigns to tackle obesity, smoking, road safety and climate change.

The government's commitment to spending during the downturn while most commercial companies make huge cutbacks in marketing spend, has been a boon for under-pressure advertising agencies and communications companies.

"The need for government to communicate with the public is greater than ever as society faces challenges such as obesity, climate change and the recession," said Mark Lund, the chief executive of the COI.

"Government campaigns can help save lives and save money. Changing behaviour is difficult, but the benefits to the taxpayer and society can repay the investment many times over," Lund added.

The report showed that while spend on traditional advertising increased, the proportion it accounts for of total COI spend continued to shrink.

Almost all areas of marketing and communications – such as events, direct marketing, research and PR – saw growth in marketing spend year-on-year, according to the COI.

Spend on "news and PR" grew by 52% year on year from £26.9m to £40.9m. Live events grew by close to 300% year on year, from £12.9m to £34.3m.

Bbc.co.uk

http://news.bbc.co.uk/1/hi/programmes/panorama/programme_updates/2082196.stm
Government advertising chief resigns 

Carol Fisher unexpectedly resigned from her job as Chief Executive of COI Communications in June. 

COI (Central Office of Information) Communications is the body responsible for buying all government advertising. 

Carol Fisher's resignation came less than four weeks after Panorama: Tony in Adland (broadcast on 26 May) strongly criticised the record amount spent on government advertising throughout 2001 and the concentration of spending in the months before the 2001 general election. 

The programme also drew attention to the change announced by the government in February this year, under which Ms Fisher had to report to Alastair Campbell, the Number 10 press chief - who is a political appointment by the Labour Party. 

Questions asked 
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Lord McNally raised the subject of government advertising in the Lords


On 29 May, as a result of the programme, questions were asked in the House of Lords by Liberal Democrat peer Lord McNally, who was head of the Political Office, 10 Downing Street, 1976-79. 

Lord McNally has now tabled a further question for the government to answer, following Carol Fisher's surprise resignation. 

Lord Macdonald (the former ITV chief Gus Macdonald) will answer for the government on 8 July. 

David Rendell, MP (Lib Dem, Newbury) who is a member of the Commons Public Accounts Committee, which monitors government spending, has already called for a National Audit Office enquiry into government advertising, following the programme. 

UK CLIMATE CHANGE TV ADVERT:

http://www.youtube.com/watch?v=zzjOcOcQ90U
UK DRINK DRIVING TV ADVERT:

http://www.youtube.com/watch?v=3iqCcMDByLA&feature=PlayList&p=C1C88F650BC95EEE&playnext=1&playnext_from=PL&index=78 

UK ANTI-SPEEDING CAMPAIGN

http://www.youtube.com/watch?v=L7fhzDUOsxI&feature=related 
UK ANTI-DRUGS CAMPAIGN

http://www.youtube.com/watch?v=nZIgJndVaN4
UK ANTI-DRUGS ADVERT:
http://www.youtube.com/watch?v=4LnA-xCz5U8
FROM http://www.apa.org/monitor/sep00/advertising.aspx 
Advertising aimed at Children

Some psychologists cry foul as peers help advertisers target young consumers.
BY REBECCA A. CLAY
Ever since he first started practicing, Berkeley, Calif., psychologist Allen D. Kanner, PhD, has been asking his younger clients what they wanted to do when they grew up. The answer used to be "nurse," "astronaut" or some other occupation with intrinsic appeal.

Today the answer is more likely to be "make money." For Kanner, one explanation for that shift can be found in advertising.

"Advertising is a massive, multi-million dollar project that's having an enormous impact on child development," says Kanner, who is also an associate faculty member at a clinical psychology training program called the Wright Institute. "The sheer volume of advertising is growing rapidly and invading new areas of childhood, like our schools."
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According to Kanner, the result is not only an epidemic of materialistic values among children, but also something he calls "narcissistic wounding" of children. Thanks to advertising, he says, children have become convinced that they're inferior if they don't have an endless array of new products.

Now Kanner and several colleagues are up-in-arms about psychologists and others who are using psychological knowledge to help marketers target children more effectively. They're outraged that psychologists and others are revealing such tidbits as why 3- to 7-year-olds gravitate toward toys that transform themselves into something else and why 8- to 12-year-olds love to collect things. Last fall, Kanner and a group of 59 other psychologists and psychiatrists sent a controversial letter protesting

psychologists' involvement to APA.

In response, at its June meeting, APA's Board of Directors acted on a recommendation from the Board for the Advancement of Psychology in the Public Interest and approved the creation of a task force to study the issue. The task force will examine the research on advertising's impact on children and their families and develop a research agenda. The group will look at the role psychologists play in what some consider the exploitation of children and consider how psychology can help minimize advertising's harmful effects and maximize its positive effects.

The group will also explore implications for public policy. Task force members will be chosen in consultation with Div. 37 (Child, Youth and Family Services) and other relevant divisions.

Unethical practices?
The letter protesting psychologists' involvement in children's advertising was written by Commercial Alert, a Washington, D.C., advocacy organization. The letter calls marketing to children a violation of APA's mission of mitigating human suffering, improving the condition of both individuals and society, and helping the public develop informed judgments.

Urging APA to challenge what it calls an "abuse of psychological knowledge," the letter asks APA to:

· Issue a formal, public statement denouncing the use of psychological principles in marketing to children.

· Amend APA's Ethics Code to limit psychologists' use of their knowledge and skills to observe, study, mislead or exploit children for commercial purposes.

· Launch an ongoing campaign to investigate the use of psychological research in marketing to children, publish an evaluation of the ethics of such use, and promote strategies to protect children against commercial exploitation by psychologists and others using psychological principles.

"The information psychologists are giving to advertisers is being used to increase profits rather than help children," says Kanner, who helped collect signatures for the letter. "The whole enterprise of advertising is about creating insecure people who believe they need to buy things to be happy. I don't think most psychologists would believe that's a good thing. There's an inherent conflict of interest."

Advertisers' efforts seem to work. According to marketing expert James U. McNeal, PhD, author of "The Kids Market: Myths and Realities" (Paramount Market Publishing, 1999), children under 12 already spend a whopping $28 billion a year. Teen-agers spend $100 billion. Children also influence another $249 billion spent by their parents.

The effect this rampant consumerism has on children is still unknown, says Kanner. In an informal literature review, he found many studies about how to make effective ads but not a single study addressing ads' impact on children. Instead, he points to research done by Tim Kasser, PhD, an assistant professor of psychology at Knox College in Galesburg, Ill. In a series of studies, Kasser has found that people who strongly value wealth and related traits tend to have higher levels of distress and lower levels of well-being, worse relationships and less connection to their communities.

"Psychologists who help advertisers are essentially helping them manipulate children to believe in the capitalistic message, when all the evidence shows that believing in that message is bad for people," says Kasser. "That's unethical."

Driving out psychologists
Psychologists who help companies reach children don't agree. Take Whiton S. Paine, PhD, an assistant professor of business studies at Richard Stockton College in Pomona, N.J. As principal of a Philadelphia consulting firm called Kid2Kid, Paine helps Fortune 500 companies market to children.

Paine has no problem with launching a dialogue about psychologists' ethical responsibilities or creating standards similar to ones used in Canada and Europe to protect children from commercial exploitation. Such activities will actually help his business, he says, by giving him leverage when clients want to do something that would inadvertently harm children. What Paine does have a problem with is driving psychologists out of the business.

"If you remove ethical psychologists from the decision-making process in an ad's creation, who's left?" he asks. "People who have a lot less sensitivity to the unique vulnerabilities of children."

Others who have read the proposal point out that psychological principles are hardly confidential.

"We can't stop alcohol or tobacco companies from using the basic research findings and theories found in textbooks and academic journals," says Curtis P. Haugtvedt, PhD, immediate past president of Div. 23 (Consumer Psychology) and an associate professor of marketing at Ohio State University in Columbus. "The same issue exists for all sciences: the information is available in public libraries."

The problem with trying to regulate the use of psychological principles is that "people acting in ways psychologists find objectionable probably aren't members of APA anyway," says Haugtvedt, who received a copy of the Commercial Alert letter. He believes that having general guidelines as to appropriate uses and areas of concern would be beneficial to all parties.

Daniel S. Acuff, PhD, for example, draws on the child development courses he took during his graduate schooling in education to advise such clients as Disney, Hasbro and Kraft. His book "What Kids Buy and Why: The Psychology of Marketing to Kids" (Free Press, 1997) draws on child development research to show product developers and marketers how to reach children more effectively.

To Acuff, the letter to APA is not only an "unconstitutional" attempt to limit how professionals make their living but also a misguided overgeneralization.

Since Acuff and his partner started their business in 1979, they have had a policy guiding their choice of projects. As a result, they turn down assignments dealing with violent video games, action figures armed with weapons and other products they believe are bad for children. Their work focuses instead on products that they consider either good for children or neutral, such as snacks and sugary foods parents can use as special treats. The letter to APA fails to acknowledge that psychological principles can be used for good as well as bad, he says.

"I don't agree with black-and-white thinking," says Acuff, president of Youth Market Systems Consulting in Sherman Oaks, Calif. "Psychology in itself is neither good nor bad. It's just a tool like anything else."

Rebecca A. Clay is a writer in Washington, D.C.
Very interesting article on The Ethics of Advertising to Children: http://hubpages.com/hub/advertisingtochildren 

Documentary on Advertising to children: http://www.youtube.com/watch?v=pwgFdyEnkl8 
Barbie Advert: http://www.youtube.com/watch?v=tFYUpskcG-8 
Bratz Advert: http://www.youtube.com/watch?v=rspUp_xOfEY 
Classic MacDonald’s Ad: http://www.youtube.com/watch?v=rspUp_xOfEY 

McDonals’ Happy Day Ad: http://www.youtube.com/watch?v=XGYMcjnuGcM 
Gap Kids: http://www.youtube.com/watch?v=a7C64j8d34U 
Sex Sells: A study of Perfume Advertising
Perfume Ad with Nicole Kidman: http://www.youtube.com/watch?v=6y8VgzUNPnU
Britney Spears Perfume Ad: http://www.youtube.com/watch?v=12qKXzbF09Q
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The Use of advertising in multimedia / internet / social networking sites
From http://www.imediaconnection.com/content/10585.asp:   
Advertising on Social Networks
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By Frank Gruber
July 26, 2006

· PRINT 

· SHARE 

· COMMENT 

An ad:tech panel explores the advertising and marketing possibilities within social networking sites like MySpace and Facebook. 

Basic social networking has been around since the early days of the internet, in the form of instant messaging, message boards and forums. Yet, social networks began to take a new form with the creation of sites like Friendster and GeoCities, which allowed people to express themselves in text online. Recently a bright spotlight was placed on these interaction tools. The Web 2.0 movement has evolved social networking sites like MySpace, Facebook and TagWorld and positioned them as the front-runners in the field.

David Carlick, managing director of Vantage Point Venture Partners, kicked off yesterday's ad:tech social networking panel by saying, "What we think in marketing doesn't matter, but what people actually do does matter." He went on to briefly demonstrate how people connect on MySpace.com, and when he encountered some questionable and somewhat risqué photos, he challenged the audience by saying, "How can you advertise with user-generated content that may not be the most appealing to advertisers, especially since this stuff is more fun than television?" 

Amy Gibby, president of eCRUSH.com, described how there has been a recent changing of the guard online with social networks-- from a "push" medium to a "pull" medium. She mentioned how eCrush.com is using people's "attention" to engage users with advertisers. She says, "Teens realize that they are going to have to participate in advertisements or pay for the eCrush.com premium services." So basically, users are trading their "attention" to ads in exchange for the use of preferred services.  

Shawn Gold, senior VP of marketing and content of MySpace.com, tried to answer the question, "Is social networking a fad or an enduring online behavior?" In doing so, Gold gave a brief explanation of the evolution from Social Networking 1.0 to 2.0. This included highlighting Friendster's poor technology, which resulted in a non-scalable service, lack of customizations for user self-expression and limited connectivity through popular culture or blogging. Gold did note that Friendster is still the most popular website in Guam, but explained that it may be due to their lack of broadband penetration. 

Turning the focus to MySpace.com, Gold explained how they have been focusing on the user, offering individuality through self-expression, allowing users to connect with others through pop culture and, most importantly, evolving by creating new tools for the influencers to express themselves. For example, he pointed out that if Yahoo! were to create a new music channel, they would offer a place for people to go and listen and purchase mainstream music, while MySpace would attack the same initiative by offering musicians the tools to place their music online to express themselves. Gold went on to say that, "If social networks do not add a mobile extension, they will fail."

Ted McConnell, interactive innovation director at Procter & Gamble, tried to convey that social networks are a safe place to advertise. He offered some perspective on selecting the correct context and advertising channels in saying, "Intrusiveness in the wrong context channel creates a negative effect towards a brand." He went on to define the intimacy of a channel by saying, "I guess any medium you can have sex on is intimate." However, when McConnell was asked to give some success stories with specific P&G brands and initiatives, he was unable to comply, which might have left some advertisers and marketers in the crowd unconvinced on the safety of advertising in social networks. 

In summary, online social networks are here to stay and will continue to gain traction and offer users more interactivity than other media. Advertisers are going to need to take some responsible risks in the new channel.

Frank Gruber currently is the Product Manager for Classified Ventures' Apartments.com, where he focuses on product development and strategy for the consumer website. Read full bio. 

Apple UK’s Facebook Advert: http://www.youtube.com/watch?v=AcfsI2yRr24
How to remove adverts from your Facebook: http://www.youtube.com/watch?v=JBD__5-Yz6E
How to create an Advert on Facebook!: http://www.facebook.com/advertising/?src=guk2
Advertising on Twitter: http://twitter.com/Advertising 
Twitter Advertising Network: http://be-a-magpie.com/en/ 

The Ethics of Advertising using Social Networking: http://www.prlog.org/10428447-ethics-in-social-network-marketing.html 
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