
ADVERTISING & MARKETING

A-LEVEL Media Studies
WATER AID (SET TEXT) – CHARITY ADVERTISEMENTS – SUMMATIVE ANALYSIS (L3)



ON PAPER:
Summarise your key Water Aid ML and REP points from the practical analysis lesson

Discuss and Feedback

DATE AND TITLE ALL WRITTEN WORK

STARTER ACTIVITY



FOCUS: ADVERTISING & MARKETING

THEORISTS
 ROLAND BARTHES – SEMIOTICS
 STEVE NEALE – GENRE
 TODOROV – NARRATOLOGY
 BAUDRILLARD – POSTMODERNISM
 LEVI-STRAUSS – STRUCTURALISM
 GILROY – POSTCOLONIAL
 BELL HOOKS – FEMINISM
 VAN ZOONEN – FEMINISM
 BUTLER – GENDER PERFORMATIVITY
 GAUNTLETT – IDENTITY
 HALL – REPRESENTATION
 GERBNER – CULTIVATION
 SHIRKY – END OF AUDIENCE
 JENKINS – FANDOM
 BANDURA – MEDIA EFFECTS
 HALL – RECEPTION
 LIVINGSTONE/LUNT – REGULATION
 CURRAN/SEATON – POWER INDUSTRIES
 HESMONDHALGH – CULTURAL INDUSTRIES

COMPONENT
 COMPONENT 1: MEDIA PRODUCTS, INDUSTRIES AND AUDIENCE 

(SECTION A)

 COMPONENT 1: MEDIA PRODUCTS, INDUSTRIES AND AUDIENCE 
(SECTION B)

 COMPONENT 2: MEDIA FORMS AND PRODUCTS IN DEPTH

 COMPONENT 3: CROSS-MEDIA PRODUCTION

CONCEPT
 MEDIA LANGUAGE

 REPRESENTATION

 AUDIENCE

 MEDIA INDUSTRIES



Who is the target audience?

What is the message of the 
advert? 

How do the codes and 
conventions contribute to this 

message?

How does this advert appeal to 
its target audience?

ANALYSING ADVERTS

How has this advert represented 
social groups?

Why have the producers 
represented social groups in this 

way?

What are some of the contexts 
that have influenced this 

advertising campaign?



SET TEXT
WaterAid – Charity Advertisements



“How does the Water Aid advert rely on 
and subvert typical conventions of 

charity advertising?”

FINISH THESE SENTENCE STARTERS:

• The first half of the advert relies on the naturalised 
conventions of this subgenre, such as…

• The second half of the advert subverts the stereotypical 
representations of African victims by…

EXAMPLE LANGUAGETASK



MEDIA LANGUAGE
Rain for Good (Water Aid) – Charity Advert



The Hermeneutic Code?
The Hermeneutic Code refers to any element of a story that is not fully explained and hence, 

is a mystery to the reader. 

The Proairetic Code?
The Proairetic Code refers to any possible action or event that indicates something else is 

going to happen.

The Semantic Code?
The Semantic Code refers to connotation within the story that gives deeper meaning over the 

basic denotative meaning.

The Symbolic Code?
Similar to the Semantic Code, but acts at a wider level, organizing semantic meanings into 

broader and deeper sets of meaning.

The Cultural Code?
This Cultural Code refers to anything that that cannot be challenged and is assumed to be a 

foundation for truth.

MEDIA LANGUAGE: STARTING POINTS



• Opening Establishing Shot:
• The opening mid shot with a focus pull between the digital radio and the rain against 

the window establishes the advert in a modern, British setting (the audio codes are of 
an announcer with an English accent). The focus pull directs the audience to the 
rain/water to emphasise its importance to the advert. 

MEDIA LANGUAGE: ANALYSIS

• Second Establishing Shot:
• It’s connoted that the scenes that follow are set in an unnamed but likely African 

country - implementing the wests vision of the east. The weather has a sombre tone 
about further rain ahead, indicating an element of western privilege. The setting is 
sparse and dry, connoting drought or lack of rain/water.

• Editing Techniques:
• Through the use of cross-cutting (parallel editing), both locations are presented as 

occurring at the same time, allowing audiences to grasp the vast differences between 
the two locations/settings (West vs East). The use of slow motion (slow-mo) encourages 
a more emotive response from the audience (important for the sub-genre).
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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



• ‘Sunshine on a Rainy Day’ Song:
• The fact it lacks a non-diegetic voiceover (normally from a celebrity to appeal to a 

western audience), and melancholic audio codes, could all be seen as unconventional
of this advertising sub-genre (charity adverts). The song is also a western song, possibly 
included to help appeal to the western market for money.

MEDIA LANGUAGE: ANALYSIS

• Song Lyrics:
• The visual and audio codes work together to construct the narrative of “sunshine” (in 

Africa) “on a rainy day” (in the UK) with the associated problems of drought and lack of 
access to clean drinking water, that the charity is aiming to relieve.

• Colour Palette:
• Embracing colourful elements, rather than black and white visual codes, is very 

unconventional for the sub-genre. The colourful traditional African prints indicate an 
element of cultural identity/positive representation/security. Claudia wears pink shoes 
and a pink top that could connote her femininity (traditional gender archetypes).
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• Camera Techniques:
• Handheld close-up shots highlight her confidence (00.51) and smiling (01.09) gesture 

codes, representing her as the protagonist whom the audience positively associates 
with. Her independence (alone) and length of journey is connoted by the wide-angled 
shot (00.18) displaying a long and empty dusty road (elements of struggle).

MEDIA LANGUAGE: ANALYSIS

• Lighting:
• Lighting in the advert is mostly high-key (in both locations), an unconventional 

approach to the charity advert sub-genre. Difference is indicated with a slightly more 
desaturated colour palette in the African scenes (to signify suffering and to enhance the 
atmosphere/environment), to coincide with the lighting. 

• Graphics/Text/Anchorage:
• The Water Aid advert reinforces charity advertisement conventions by including key 

information about the concern, a personalised narrative to which this information is 
relevant, and a direct appeal to the western audience for money. It also uses text 
donation options for a modern contemporary audience.
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Suspense is created through the enigmatic use of the slow-motion, medium 
close-up, low-angle tracking shot of Claudia’s feet and the swinging bucket 
(Hermeneutic Code) and emphasized by the crescendo of the song in the 
scene at the water pump over which the informative on-screen graphic 

appears (Proairetic Code).

The Semantic Code could be applied to the lines from the song used from 
00.34 diegetically and then as a sound bridge over the medium shot of a 
group of women carrying water buckets on their heads: “make me feel, 
make me feel like I belong… don’t leave me, won’t leave me here”. The 

connotation here being that the text’s audience can help Claudia “feel like 
she belongs” and “won’t leave” her there/in that situation if they donate to 

Water Aid.

The Symbolic Codes of drought-ridden African countries are reinforced 
both visually and through the advert’s audio codes up until 00.47.

EXAMPLE: THEORY



EXAMPLE: THEORY

The Water Aid charity advert is constructed through the use of binary 
oppositions to create meaning for its audience. At 00.47, the song’s title line 

“sunshine on a rainy day” is used over shots of children running, playing, 
laughing and the more positive connotations of this section of the advert 

are emphasized by the high key lighting used.

A further visual binary opposition is created between the arid, washed-out, 
primarily beige and brown colour palette of the advert’s first third and the 

more vibrant colours used at 01.02.

The on-screen graphic:
“650 million people still don’t have access to clean drinking water”

creates a conceptual binary opposition between Claudia’s positive story and 
that of other, less fortunate people. It’s this opposition that the audience is 

encouraged to be part of the solution to by giving “£3 today”.



REPRESENTATION
Rain for Good (Water Aid) – Charity Advert



REPRESENTATION: STARTING POINTS

SELECTION & COMBINATION:

How are male and female characters represented?

What Ideologies are on display?
(e.g. attitudes to gender)

Does the text REINFORCE or SUBVERT stereotypes?

Could the representation of women be read as 
‘struggling against male oppression’?



• Claudia:
• The dress codes of Claudia includes a stereotypical knee-length skirt and pink colour 

palette in both her top and shoes. Her age is similar to the other young women she 
walks past (00.30) and those at the water pump (01.00). This connotes that she has 
perhaps had to ‘grow up too quickly’ because of the tough living environment.

REPRESENTATION: ANALYSIS

• Community:
• Claudia’s community are represented as together, happy and vibrant, which is again 

very unconventional for the charity advert sub-genre. It is implied that the 
communities togetherness is thanks to the safe running water that they have at their 
disposable, highlighting (through a positive perspective) the need for people to donate.

• Water/Bucket/Pump:
• The water pump signifies hope, life and salvation (symbolic coding). The very essence 

of life is connoted through the water source and the happy process of collecting this 
water via buckets to take back to family/friends. Water Aid are directing attention to 
that fact that water is a basic necessity and not a privilege.



• Claudia:
• The dress codes of Claudia includes a stereotypical knee-length skirt and pink colour 

palette in both her top and shoes. Her age is similar to the other young women she 
walks past (00.30) and those at the water pump (01.00). This connotes that she has 
perhaps had to ‘grow up too quickly’ because of the tough living environment.

REPRESENTATION: ANALYSIS

• Community:
• Claudia’s community are represented as together, happy and vibrant, which is again 

very unconventional for the charity advert sub-genre. It is implied that the 
communities togetherness is thanks to the safe running water that they have at their 
disposable, highlighting (through a positive perspective) the need for people to donate.

• Water/Bucket/Pump:
• The water pump signifies hope, life and salvation (symbolic coding). The very essence 

of life is connoted through the water source and the happy process of collecting this 
water via buckets to take back to family/friends. Water Aid are directing attention to 
that fact that water is a basic necessity and not a privilege.

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



• Africa:
• Globally agreed contrasting narratives between the UK and Africa are created to 

emphasise the differences between life in a western society, and that of a deprived 
country. The UK is represented as healthy through primary green tones (rain=plants), 
whereas Africa is dry, in need of rain and lacking prosperity (appealing for help).

• Gender Roles:
• The majority of subjects in the advert are females, carrying out traditional 

stereotypical jobs (such as washing clothes), indicating cultural values towards gender 
identity. However, this can be contrasted by the carrying of water which could be seen 
as a non-traditional masculine role, positioning Claudia as a symbol for social change.

• Colonialism:
• The ideological significance of the varying representations highlight a division within 

the West’s relationship with the East (in this case Africa). The advert reinforces the 
legacy of colonial discourse as Water Aid is appealing to a UK audience asking to help 
communities whom could be seen as victims of the colonial era (famine, poverty etc.).

REPRESENTATION: ANALYSIS
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The images of a dry, dusty African environment, in 
which people may be struggling to survive, form part 

of the ‘shared conceptual road map’ that gives 
meaning to the ‘world’ of the advert.

The more positive audio codes then work to 
challenge these stereotypical representations, 

creating enigmas around why Claudia appears to be 
so positive. The solution to these enigmas is given to 

the audience when we first see the water pump.

EXAMPLE: THEORY



Claudia acts as a role model for 
the type of lifestyle changes that 

the audience could be responsible 
for creating if they donate to 

Water Aid.

EXAMPLE: THEORY



By assuming the stereotypically male roles of 
‘protagonist’ and ‘provider’, Claudia is perhaps 

contributing to social change by representing women 
in non-traditional roles.

The work involved in collecting the water is physically 
challenging (non-traditional for female roles) though 

the advert does reinforce stereotypes of women 
being associated with care of children.

EXAMPLE: THEORY



Gilroy’s ethnicity and post-colonial 
theories (that media texts reinforce 
colonial power) could be applied, as 
Water Aid is encouraging its British 

audience to ‘help’ those like Claudia who 
live in ‘less developed’ countries.

EXAMPLE: THEORY



5 MIN PLENARY TASK
Write a short paragraph analysing how changing contexts are impacting 

charity advert audiences. Refer to Water Aid as an example.

REMEMBER! ON YOUR OWN & IN SILENCE

TAKE NOTE OF ANY HOMEWORK/PREP WORK


