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ON PAPER:
Summarise your key Super. Human. ML and REP points from the practical analysis lesson
Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK
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Super. Human. — Charity Advertisements




What is the message of the
advert?

CHANNEL 4 PRESENTS

TOKYO 2020
PARALYMPIC GAMES

Who is the target audience?

How are audiences
positioned to ‘decode’ the
adverts meaning/message?

'ANALYSING ADVERTS - ML

Genre

Colour

Codes and Conventions
Semiotics and Signs
Iconography
Intertextuality

Technical Codes =
(Camera, Sound + Editing)
Mise-en-Scene

Composition/Layout
Scale/Size



VIDED TASK
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WATCH THE ‘SAVE THE CHILDREN’ TV ADVERT AND THE ‘WATER AID’ TV ADVERT
Refresh your knowledge on the codes and conventions of charity adverts — what are they?
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https://www.youtube.com/watch?v=xdJeCefyGMY
https://www.youtube.com/watch?v=RBQ-IoHfimQ

CHARITY ADVERT - CONVENTIONS

All advertisements employ a recognisable repertoire of elements of the
CO NVE NTI 0 N S advertising form but will also have a set of conventions specific to their sub-
genre. The aim of charity advertisements, and those designed to raise
awareness of issues and events, is to have an immediate impact upon the
audience to make them take notice; therefore, these advertisements need to
be more memorable, hard-hitting and rely on audiences feeling guilty

Upsetting imagery to play on emotions
(often children)

Subject uses direct address to connect with
audience

Use of juxtaposition (often rich vs poor)
Often pitches/asks a question of the
audience

Personal address ‘you can make a difference’
Emotive soundtrack/text to reinforce
message

Personalised narrative to try and cause a
reaction

Bleak/desaturated colour palette (often

black & white) Compassion Fatigue can be caused by a long advert with multiple examples
Includes donation details and memorable of suffering, or too many adverts in an acute time frame. Too much guilt can
charity logo

be counterproductive and make audiences not want to donate, due to the

AR EES W &) Siple eVErel sss consistent invasive feelings of guilt and pity (similar to desensitisation)




CHARITY ADVERT - CONVENTIONS

All advertisements employ a recognisable repertoire of elements of the

CONVENTIONS

Upsetting imagery to play on emotions
(often children)

Subject uses direct address to connect with
audience

Often pit
audience
Personal a
Emotive s
message
Personalisec
reaction

Compassion Fatigue can be caused by a long advert with multiple examples
of suffering, or too many adverts in an acute time frame. Too much guilt can
be counterproductive and make audiences not want to donate, due to the

consistent invasive feelings of guilt and pity (similar to desensitisation)

Includes donation details and memorable
charity logo
Hard-hitting facts with a simple overall style



MEDIA LANGUAGE: ANALY SIS

Camera:
* Close-ups of athletes and their challenges at training and home, create positive representations
of ordinary people for audiences to positively associate with. Expressions portray aspects of
disability in a non-victim way, such as Ellie Simmonds cut between an establishing shot showing
her alone in the pool, a close-up of her putting on her swimming goggles, a low angle shot
creating power and an extreme close-up of her eyes connoting concentration/determination.

* Audio Codes:

e The positive soundtrack of ‘So You Want to be a Boxer’ from the 1976 film ‘Bugsy Malone’ has a
cult following, helping target adults (35+, familiar with the film). The more typical conventions of
a voice-over and dramatic non-diegetic score, appear at the start of the advertisement, but
rapidly change to the Foley SFX of an alarm and the realities of daily life. Other SFX underscore
the music, emphasizing the battle of training through grunts, groans and tape being applied.

* Visual Codes:

e Visual codes also communicate meanings. The iconography and settings are related to the
athlete and the sport, for example Ellie Simmonds putting on her goggles in the pool, or training
in the gym, but these settings are juxtaposed with domestic scenes of everyday life as a disabled
person, suggesting the normality of their situation. Gesture codes/NVC communicate frustration,
competition and celebration, visually highlighting the result of their hard work.




MEDIA LANGUAGE: ANALY SIS

TASK:

Choose of the three
points you have just
looked at.

Select a theory that is
most relevant from
your theory packs.

Construct a sentence
using the basic
structure of:
Point
Example
Theory

Camera:

Close-ups of athletes and their challenges at training and home, create positive representations
of ordinary people for audiences to positively associate with. Expressions portray aspects of
disability in a non-victim way, such as Ellie Simmonds cut between an establishing shot showing
her alone in the pool, a close-up of her putting on her swimming goggles, a low angle shot
creating power and an extreme close-up of her eyes connoting concentration/determination.

Audio Codes:

The positive soundtrack of ‘So You Want to be a Boxer’ from the 1976 film ‘Bugsy Malone’ has a
cult following, helping target adults (35+, familiar with the film). The more typical conventions of
a voice-over and dramatic non-diegetic score, appear at the start of the advertisement, but
rapidly change to the Foley SFX of an alarm and the realities of daily life. Other SFX underscore
the music, emphasizing the battle of training through grunts, groans and tape being applied.

Visual Codes:

Visual codes also communicate meanings. The iconography and settings are related to the
athlete and the sport, for example Ellie Simmonds putting on her goggles in the pool, or training
in the gym, but these settings are juxtaposed with domestic scenes of everyday life as a disabled
person, suggesting the normality of their situation. Gesture codes/NVC communicate frustration,
competition and celebration, visually highlighting the result of their hard work.




MEDIA LANGUAGE: ANALY SIS

Editing:
* Slow motion is used to show the cycling track crash, combined with muting the sound, for a more
dramatic effect of the dangers of competitive sports. The quick cuts and fast paced editing
enables the advertisement to highlight a range of narrative arcs and athletes with different
disabilities, disciplines, and challenges. Super. Human adopts non-continuity editing techniques
through a range of montage imagery which compresses time.

* Narrative:

* The narrative follows the lives of the Paralympians and their battles through training. The ‘Happy
Birthday’ sequence reinforces the clash between sport and family, and further establishes the
athletes as real people. There are also some more stylised sequences constructed to convey
narrative meaning. The dream sequence reappears later and is edited with a C4 news clip
announcing the postponement. The impact highlighted as the athletes fall ‘over the edge’.

* Humour:

* The advert also uses humour to convey information, for example, the image of the hamster on
the wheel and the ‘puke bucket’ are recognisable visual signifiers of struggle. The animated
sequences also insert aspects of humour in light of many challenges that the athletes face both
during training and in their home lives.




MEDIA LANGUAGE: ANALY SIS

TASK:

Choose of the three
points you have just
looked at.

Select a theory that is
most relevant from
your theory packs.

Construct a sentence
using the basic
structure of:
Point
Example
Theory

Editing:

Slow motion is used to show the cycling track crash, combined with muting the sound, for a more
dramatic effect of the dangers of competitive sports. The quick cuts and fast paced editing
enables the advertisement to highlight a range of narrative arcs and athletes with different
disabilities, disciplines, and challenges. Super. Human adopts non-continuity editing techniques
through a range of montage imagery which compresses time.

Narrative:

The narrative follows the lives of the Paralympians and their battles through training. The ‘Happy
Birthday’ sequence reinforces the clash between sport and family, and further establishes the
athletes as real people. There are also some more stylised sequences constructed to convey
narrative meaning. The dream sequence reappears later and is edited with a C4 news clip
announcing the postponement. The impact highlighted as the athletes fall ‘over the edge’.

Humour:

The advert also uses humour to convey information, for example, the image of the hamster on
the wheel and the ‘puke bucket’ are recognisable visual signifiers of struggle. The animated
sequences also insert aspects of humour in light of many challenges that the athletes face both
during training and in their home lives.




INGOMING THEORIST

Get out your THEORY PACKS
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THEORETICAL GONCEPT

ROLAND BARTHES - SEMIOTICS

Roland Barthes was a French philosopher who explored a
diverse range of fields in developing schools of theory
(such as semiotics and social theory).
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ROLAND BARTHES -

As advertisements have to communicate meaning rapidly, they use recognisable codes and conventions that signify
messages for audiences to decode.

In Super. Human, clothing (as a sign) is used to rapidly place the athletes within their sport, for example, the track cyclist’s
clothing or the swimming costumes contrast with the athletes in their everyday life, such as the hospital clothing when the
woman is giving birth or casual clothing when the wheelchair user tries to access the café.

These signs serve to illustrate aspects of the lives of the people and creates realism.

ON YOUR TABLES:

Consider how the Super. Human. advertisement uses signs and codes to
challenge the creation of myths around disability




INGOMING THEORIST

Get out your THEORY PACKS
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THEORETICAL CONCEPT

CLAUDE LEVI-STRAUSS — STRUCTURALISM
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CLAUDE LEVI-STRAUSS -

Images of gruelling training regimes are contrasted with the celebratory images at the end when success is achieved.
Dreamlike sequence (dramatic images/music/rich colour palette) vs reality (ambient lighting/strident sound of alarm clock).
Animated/archive footage are included in opposition to real-life actions to introduce humour and reinforce the narrative.

The on-screen graphic ‘To be a Paralympian there’s got to be something wrong with you’ creates a conceptual binary
opposition between audience perception of Paralympic athletes and the reality.

The juxtaposition between being a Paralympic athlete at the peak of your powers and being unable to get in a cafe for a
drink is pretty shocking and tells the story in a very simple way.

ON YOUR TABLES:

How do binary oppositions create meaning in the Super. Human.
advertisement?
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Super. Human. — Charity Advertisements




ANALYSING ADVERTS - REP

. How has this advert represented
What is the message of the social groups?
advert?
Why have the producers
represented social groups in this

way?

CHANNEL 4 PRESENTS

TOKYO 2020
PARALYMPIC GAMES

Who is the target audience?

How are audiences
positioned to ‘decode’ the
adverts meaning/message?

What are some of the contexts
that have influenced this
advertising campaign?

“.‘




LN
) 4

(Ci02016.

JOGOS PARALIMPICOS
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X2 VIDEO TAS

https://www.youtube.com/watch?v=tuAPPeRg3Nw https://www.youtube.com/watch?v=locLkk3aYlk

HOW DO THE OTHER ADVERTS COMPARE TO ‘SUPER. HUMAN."?

Consider the different approaches that have been taken by the channel in their representation of disability (across an 8 year period)



https://www.youtube.com/watch?v=tuAPPeRg3Nw
https://www.youtube.com/watch?v=IocLkk3aYlk

32 VIDED TASK -

://www.youtube.com/watch?v=IlocLkk3aYlk

Launching the campaign, Lynsey Atkin, 4Creative’s Executive Creative Director, said: ‘FoIIowing the last two Paralympics adverts was no smaII task —they
exploded attitudes around disability
at the realities of their lives, and, as with any elite athlete, the sacrifices they make in pursuit of greatness..... collectively these choices paint a story of mental
determination, not of disability.” (https://www.televisual.com/news/watch-c4sparalympics-campaign-super-human/)

The decision was therefore made to change the focus of the previous campaigns ‘Meet the Superhumans’ and instead in
2020 emphasise the ‘Human’ rather than the ‘Super’ and to juxtapose the images of the training regime with those of the
everyday lives of the athletes, with the intention of making them relatable to audiences.



https://www.televisual.com/news/watch-c4sparalympics-campaign-super-human/
https://www.youtube.com/watch?v=tuAPPeRg3Nw
https://www.youtube.com/watch?v=IocLkk3aYlk

INGOMING THEORIST

Get out your THEORY PACKS



THEORETICAL CONCEPT

STUART HALL — REPRESENTATION
' ) T

Stuart McPhail Hall was a Jamaican-born cultural theorist,
political activist and sociologist who co-founded the area
of British Cultural Studies.
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STUART HALL -

According to Hall, meanings are communicated through signs. Adverts need to use easily recognisable signs to rapidly
communicate meaning to an audience (expressions of endurance and struggle are easily recognisable and understood).

Super. Human. goes some way to address Hall’s assertions that stereotyping occurs when there are inequalities of power,
and that excluded groups, such as the disabled, are constructed as different.

The focus is on the athletes as ordinary sports men and women striving to achieve a goal. Athletes are three dimensional
and distinct from each other; therefore, the advert avoids simplifying their representations

ON YOUR TABLES:

Identify three examples from Super. Human. To support Hall’s theory




INGOMING THEORIST

Get out your THEORY PACKS



THEORETICAL CONCEPT

DAVID GAUNTLETT - IDENTITY

David Gauntlett is a British sociologist and media theorist. He
focuses on audiences, making and sharing of digital social
media, and their roles in self-identity.



DAVID GAUNTLETT -

In addressing an under-represented social group, the advertisement gives visible recognition to those with disabilities and allows disabled
people to see themselves represented positively in the media.

Super. Human. offers audiences a more diverse and inclusive range of identities and broadens general understanding of what it means to
be disabled as an athlete and in everyday life.

However, many would argue that the Paralympics in itself is not enough to redress the balance and indeed, many disabilities are not
featured in the games.

ON YOUR TABLES:

.I.ASK Identify three examples from Super. Human. To support Gauntlett’s
—— theory of the ‘Pick n Mix’ theory to shape your own identity




REPRESENTATION: ANALYSIS

Marginalised Groups:

 Dominant groups in society largely control what is produced and as a result, minority groups
tend to be marginalised, creating an unrealistic view of the contemporary world. Super. Human.
attempts to address the marginalisation of certain social groups, in this case, those with
disabilities. Its aim, reflecting the ideology and ethos of Channel 4, is to give a voice to those who
are not usually represented positively in other areas of the media (misrepresentation)

* Challenging Stereotypes:

* The producers have created representations that challenge accepted ideas regarding disability
and disabled athletes. Super Human. actively avoids negative stereotypical representations of
Paralympians as victims to be pitied, or heroes, ‘superhumans’, to be viewed in awe. Instead, the
representations create a realistic, ‘blood and guts’ feel. The representations cover both genders
and give a different view of the world of disability to that of ‘having something wrong with you’.

* Positive Representations:

* The narratives are centred around real people, but through re-presentation, a representation of
reality is constructed focusing specifically on the challenges that the athletes face. The filming,
editing and audio codes combine to raise awareness and create positive representations of the
Paralympians as athletes first, rather than disabled people ‘doing their best’ or ‘overcoming’ their
disability. The advert celebrates them as high-performance athletes in their own right.




REPRESENTATION: ANALYSIS

TASK:

Choose of the three
points you have just
looked at.

Select a theory that is
most relevant from
your theory packs.

Construct a sentence
using the basic
structure of:
Point
Example
Theory

Marginalised Groups:

Dominant groups in society largely control what is produced and as a result, minority groups
tend to be marginalised, creating an unrealistic view of the contemporary world. Super. Human.
attempts to address the marginalisation of certain social groups, in this case, those with
disabilities. Its aim, reflecting the ideology and ethos of Channel 4, is to give a voice to those who
are not usually represented positively in other areas of the media (misrepresentation)

Challenging Stereotypes:

The producers have created representations that challenge accepted ideas regarding disability
and disabled athletes. Super Human. actively avoids negative stereotypical representations of
Paralympians as victims to be pitied, or heroes, ‘superhumans’, to be viewed in awe. Instead, the
representations create a realistic, ‘blood and guts’ feel. The representations cover both genders
and give a different view of the world of disability to that of ‘having something wrong with you’.

Positive Representations:

The narratives are centred around real people, but through re-presentation, a representation of
reality is constructed focusing specifically on the challenges that the athletes face. The filming,
editing and audio codes combine to raise awareness and create positive representations of the
Paralympians as athletes first, rather than disabled people ‘doing their best’ or ‘overcoming’ their
disability. The advert celebrates them as high-performance athletes in their own right.




o MIN PLENARY TASK

Write a short paragraph analysing how changing contexts are impacting
charity advert audiences. Refer to Super. Human. as an example.
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TAKE NOTE OF ANY HOMEWORK/PREP WORK

REMEMBER! ON YOUR OWN & IN SILENCE




