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SIARTER AGTIVITY

ON PAPER:
What is the purpose of a commercial advert? How are they constructed to impact an audience?
Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK



Commercial Print Advertisements promote products and
services to an audience in order to increase sales and revenue

They are seen in magazines and newspapers, on billboards,
buses and flyers. This is known as ‘Traditional Print Media’

They are vital to the success of a business or company, and
often have large budgets for a high production value

Whilst they use universal codes and conventions, they must
also evolve to attract new audiences and stand out

Controversial content can also be used to gain public attention
through shock value



VIDED TASK
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WATCH THE VIDEO ON ‘POWERFUL PRINT ADVERTS’

Note how they use Media Language to create meamng
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https://www.youtube.com/watch?v=DdMMBjShzVY&t=5s

STUDY THE SELECTED COMMERCIAL PRINT
ADVERTISEMENTS ON YOUR TABLES:

What do they have in common? Highlight the conventions
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COMMERGIAL ADVERT CONVENTIONS

COMPARE THE ADVERTS ON YOUR TABLES + LIST THE COMMON CONVENTIONS

Fairy lasts 2x longer
than the next best-selling brand

Over the years, germratiors of famiies have trusted
Fairy's dasning powar bocause it ksts a long, fong teme. Ao todey & Lasts
twice a3 long as the niod beet-selieg brana.

that's FAIRYCONOMY
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COMMERGIAL ADVERT GONVENTIONS

WORDING + HEADING + BRAND + LOGO/SLOGAN + COLOUR + IMAGE + SMALL PRINT + ANCHORAGE

COLOUR SCHEME

Fairy lasts 2x longer
than the next best-selling brand

KEY IMAGE

SMALL PRINT

Over the years, germratiors of ﬁ:nnn have trusted
Fairy's dassing e DoCause it kst 3 long, 0ng tme. Ao todery # Lasts /
.

pow
twice a3 long as the niod best-sefing brand.
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Representation | Audiences | Industries | Language \
Lesson 2: The advert’s elements Codes and Conventions of print adverts 'E PAY
>E
Anchorage Text RVED
Key Image = )

Text that gives more
To help sell the image

detail on product.

understanding of Anchorage Text l
product.
Sometimes a celebrity Image of Product

endorsement. ” So that it is quickly
recognisable in store or
online. This is an example

of gaining brand identity.

Brand logo and name
So that it is quickly
recognisable in store or
online. This is an example
of gaining brand identity.

—
i . Print an image of your OMO advert. Stick this in your book and show how

nyour books, and in ) : 2

your own words it follows the codes and conventions of a print advert [and where it \NK

Slogan

Often adds to the theme of
the advert. Reinforces brand
identity.

1\) Brand logo and name

(INCLUDE TITLE + DESCRIPTION) iy .
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Tide — Commercial Print Advert
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No wonder you Women buy more TIDE than any other washday product!
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KEY INFORMATION

Product: Tide
Format: Commercial Print Advert
Date: 1950’s
Company: Procter & Gamble

Agency: DMB&B
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PRODUCT CONTEXT:

Designed for heavy-duty, machine cleaning, Procter & Gamble launched Tide in 1946
and it quickly became the brand leader in America, a position it maintains today.

The D’Arcy Masius Benton & Bowles (DMB&B) advertising agency handled P&G’s
accounts in the 1950s. Its campaigns for Tide referred explicitly to P&G because their
market research showed that consumers had high levels of confidence in the company.

Uniquely, DMB&B used print and radio advertising campaigns concurrently in order to
quickly build audience familiarity with the brand (synergistic marketing).

Both media forms used the “housewife” character and the ideology that its
customers “loved” and “adored” Tide.
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No worder you women buy more TIDE than any other washday product!

CONVENTIONS TASK

CONFORM: SUBVERT:

PRODUCT IMAGE LOGO SMALL (DOES NOT STAND OUT)

onty TIDE vors ALL THREID
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EXAMPLE LANGUAGE

No wonder you women buy more TIDE than any other washday product!

“How does the Tide advert rely on and
subvert typical conventions of
commercial print advertising?”

FINISH THESE SENTENCE STARTERS:

e The DMB&B produced Tide print advert supports the
conventions of this subgenre, this can be seen by...

* The DMB&B produced Tide print advert challenges the
conventions of this subgenre by...
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HISTORICAL CONTEXTS:

The post-WW!II consumer boom of the 1950s included the rapid

development of new technologies for the home, designed to make

domestic chores easier.

Vacuum cleaners, fridge-freezers, microwave ovens and washing machines
all become desirable products for the 1950s consumer.

Products linked to these new technologies also developed during this time, for

“ %f__'____ﬁ v 4 example, washing powder.
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USING MEDIA LANGUAGE CODES, ANALYSE THE

His kind of girl

Surf bmls

umvovno-vrntv

----------------

The Chef

does everythmg

, but cook
- that’s what

wives are for!

I'm giving my wife a
4 knwaod Chef

THE

Consider: Style, Layout, Themes, Content, Tone etc.

IDEAL GIFT
FOR ALL OCCASIONS

'vzmg/)fw e

FOWLERS VACOLA
BOTTLING OUTFIT jzﬂ, yeard . /

Obtainable at all lcading stores throughout Australia
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What might they tell us about:
American Life? - American Values? — Gender Roles?




INGOMING THEORIST

Get out your THEORY PACKS



THEORETICAL CONGEPT

PAUL GILROY - ETHNICITY AND POSTCOLONIAL

CuS! n the politics of race,

natlon dafhclﬁn in the UK.



IMAGE TASK — APPLY THEORY
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INGOMING THEORIST

Get out your THEORY PACKS



THEORETIGAL GCONCEPT

BELL HOOKS - FEMINISM

Gloria Watkins, is an American author focusing on race,
capitalism, gender, and their ability to produce systems
~ of oppression and class domination.



IMAGE TASK — APPLY THEORY

2 /

Bell hooks’ feminist theory argues that lighter skinned
women are considered more desirable and fit better
into the western ideology of beauty

Could the Tide advertisements be seen to reinforce this
by only representing ‘modern’ white women?

Construct a paragraph in which you answer the above question,
using specific examples form the Tide set text

I will not
bow down
to somebody
else's whim . . . . .
pekelgs: * Provide an example discussing how representation is constructed through CODES
* Analyse how we are positioned to respond

* Discuss how IDEOLOGY underpins the representation

norance.”
- bell hooks



o MIN PLENARY TASK

Write a short paragraph analysing the impact of contexts
on the Tide print advert.
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TAKE NOTE OF ANY HOMEWORK/PREP WORK

REMEMBER! ON YOUR OWN & IN SILENCE




