Week 1 – September 10, 2012
Introduction: Core Questions
- Why is there advertising?
- What does it do?
- Does it work?
- Do we simply get confused?

When and why did ads begin?
- The first documented “nationwide” campaign was for shoe polish in England in the 1820s
- But socio-historical factors made advertising a feature of everyday life over two centuries
The Birth of Advertising: The Industrial Revolution and Mass Production
- Industrial Revolution: 1760-1850
- Before the revolution, land was the primary source of wealth
- Industrialization brought major changes
- People moved into cities to work in factories
- The system of “mass production” came into being
Mass Consumption
-Required mass consumption
- Mass production needed a “mass” of consumers ready to buy the products and sustain the system (selling only to the rich would not work)
- This was a form of “mass demoralization” nearly everyone could consume
1850s-1900: Migration and Displacement
- Lots of direct connection to land, work, trade
- Homogenization of workers: all do similar tasks
- Crisis of uniqueness, individuality 
- Crisis of meaning of work and larger picture
Mass Production
- workers divorced from their self-sustenance
- People needed to be convinced of new meaning of life
Ads promise to re-connect us to farmers, community, or food...
- Ads are a way of making things meaningful to us
- We are no longer connected to the land
- We no longer know the shopkeeper’s name
- But we recognized Uncle Ben and the Green Giant thus this is a sort of comfort to us
Ads in Industrial Society
- In North America, we live in a Post-Industrial Society
- Although lots of heavy industry remains
Strasser says:
- Modern consumer society, based on mass consumption is not a natural state of affairs
- Rather, it is historically contingent
- Based on inherited values
Strasser:
- Strasser, a historian whom claims:
Advertising reflects and influences what we value:
- Ads suggest that we value:
 	- “abundance of choices”
 	-“convenience” 
 	-“newness itself” (375).
But Ads promise much more...
- What does advertising really promise from “the world of things”? 
- Happiness, success, friendship, belonging and magic?

Clip: Advertising and the End of the World
- Advertising can’t thing long term
Vanderbilt (128-129)
- The advertised life...to thing like an advertiser (insert quote)
Vanderbilt
- In contemporary consumer cultures, are our lives inseparable from advertising?
- We live “the advertised life”
	





Week 2: September 17, 2012
Selling (with) Race
- The Big Picture: Ads as Communication
- “Race” and Advertising?
- Kim Sheehan’s “Melting Pot” thesis
- Watts and Orbe’s “Whassup”
Ads as Communication
The BIG PICTURE
- why are ads so important?
- There is a FINANCIAL ECONOMY
- There is also a SYMBOLIC ECONOMY
	- This is the marketplace of images and representations
	- Powerful companies control the symbolic economy, meaning they can also shape  opinions, create stereotypes
The Ad and the Ego (1997)
- ads encourage people to participate 
- sells products but also values, love, sex, success.  Who we are and who we should be. 
- People think ads don’t have an effect on them or influenced by them, this is what gives ads power.  
-Advertising makes people feel uncomfortable in their own lives and skin
- “You’re not okay the way you are”, advertising is designed to generate self crisis and doubts
- One message you won’t ever hear is “you’re okay, you don’t need anything, just be you”
- People constantly compare themselves to the ads they’ve seen their whole lives, are haunted by how they look, inner conflict with themselves

Symbolic Economy
- There is a competition to control the visual environment
- There is a competition for our attention
- Example: Where do your eyes rest?
- If advertisers succeed, our eyes will rest on the ads

“Race” in the Symbolic Economy
Kim Sheehan’s “The Melting Pot?”

While the logic behind capitalism promotes an opening up of the economy of signs( ie, more diversity), it is still immersed in a social context of classism and racism
The ones who control the means of production heavily regulate the exchange of signs within a symbolic economy that’s rigged in their favour.
What does this mean?

Kim Sheehan’s “The Melting Pot?”
Diversity of population = new strategies for advertisers
- largest growth rates in the US come from groups of immigration
- minorities represent the majority of the population base in both Miami and Los Angeles, and more than 60% of the population in both cities is composed of Hispanic Americans, African Americans and Asian Americans
- geography of different minority groups is important to advertisers
The Melting Pot...
- The Melting Pot as a metaphor means...?
We go in the pot different as different things and then we melt together.  Minimizes differences, brings us closer to ads
- Canada’s metaphor is...?
Mosaic – pieces put together but separate they’re different from each other and have their own identity
- What are the key differences?

“The Melting Pot?”
- When ethnic/cultural groups spend their money...advertisers take notice!
- minority “spending power” is growing as incomes grow
- but there are big differences between groups for spending on cosmetics, jewelry, children’s clothing, fast food, cars
The date suggest...
- black consumers and Latinos watch more TV and listen to the radio more often than the average across the US population
- black consumers more loyal in their consumerism (to car brands etc) and Asian consumers value status of purchases, brands –“conspicuous consumption”
The Melting Pot...
- Nonetheless...
- Most advertisements are not well targeted, but “mainstream” and use white or ambiguous actors
- -1.3% of advertising money spent on targeting minority groups, even though these groups represent a larger portion of the national income (1997)
“Representation” in Ads
- whites appear in the major role 80-90% of the time (US date, late 1990s)
“Mainstream” Ads
- The power to fix signification (to run the symbolic economy) lies with the dominant group
- The dominant group supposedly rep. a “positive universal”
- Therefore...
-White people can sell anything to anybody
- Is this still the case? Is “target marketing/narrowcasting” more important now?

But “Cultural Difference” Sells
- Black people have been made icons to sell to white consumers (basketball, slang, rappers)
- Here is a current example, ironically playing with stereotypes...
	-Lebron James commercial – Nike
	- characters in commercial were like a family
	-had nothing to do with Nike
Part II: “Race” Ads
- The “Mammy” 
- Aunt Jemima (positive, good feeling image)

Why Aunt Jemima?
- Why these faces?
-Mammy = a domestic worker/housekeeper
- Uncle Ben etc. = domestic worker/cook
- Both were comforting/nurturing figures to wealthy US consumers, 1860s-1960s
More recently, there are more “self conscious” ads
- Blackness = “coolness” in many ads (and pop culture)
- Stereotypes remain amid more positive representations
- influences young black people to want to become music artists or athletes, no other means of influence 

But in business, power relations remain intact...

-Benetton
Selling this image to provoke.  Image features three different ethnic backgrounds, possibly a lesbian that form a family of sorts
Part III: Beer, a Case Study
- Tecate
“Finally, a cold latina” – Latina that isn’t hot, turning a woman into a thing, temperament, 
-Budweiser
The Budweiser Campaign
Thesis: Racism now operates in subtle ways
(Watts and Orbe)
-Advertising and ‘Mass Culture’ “perpetuate the idea that htere is a pleasure to be found in the acknowledgement and enjoyment of racial difference”
Watts and Orbe: “Whassup!”
-Traditional White Supremacy is Out
-The “real fun” in mainstream pop culture is now found in “contact with the Other.”
-The Budweiser Whassup Campaign: “Authenticity” is not represented, rather, “black” speech is made mainstream
- The “true” nature of a group is unimportant to advertisers
-The “reproducibility” of certain sayings, slogans, styles, sounds and images is the goal
-Like commodities, racial images are “serialized” and reproduced to achieve mainstream power

Week 3: September 24, 2012
Gender, Consumption and Ideology
- Sex vs Gender
- Early 20th Century Ads
-Ritualized Roles
- Killing Us Softly
- Marlboro Man
SEX vs GENDER
- Sex: anatomically/biologically determined
our bodies are determined by biology
-Gender: socially/culturally determined
we adopt masculinity, femininity based on social cues and norms
Ads reproduce the GENDER categories of “men” and “women”
- not accurate depictions, but based on norms, especially ideals
-Ads depict unattainable identities that drive consumption etc. (mom, careerwoman, volunteer, domestic, public, beauty)
Vodka ad on screen: “Women who don’t wear underwear never get their panties in a bunch”
In advertising from the 1910s-1940s
-women occupied ritualized roles
-housewife, mother, pure girl next door, nurse, secretary
Four stereotypes:
-a woman’s place is in the home
-women do not make important decisions
-women are dependent and need men’s protection
-men regard women primarily as sex objects
Women did make decisions!
-Advertisers responded (through Soap Operas)
-The home became an “exciting workplace”
-The woman could be a “domestic manager”
-The woman was in charge of “technologies”
-The 1950s saw the first “domestic goddesses”
Ad: with women and food(gift) gift that puts you to work
But old sexism remained
“Don’t worry darling, you didn’t burn the beer!”
“Keep her where she belongs....”
Twitchell: “Does she or Doesn’t she?”
-In the 1950s, there were three things a woman should not do:
1. Smoke in public
2. Wear long pants, except under a long coat
3. Dye her hair
-dyeing one’s hair was associated with prostitutes and loose women in movies, etc
Killing us Softly:
-Prof Jean Kilbourne’s critique of gender roles
Erving Goffman’s 6 findings about Women in Ads:
1. Relative size – women are smaller or lower to men
2. Feminine touch-women constantly touching things
3. Function ranking-male occupations higher than women
4. Ritualization of subordination-women are children are in submissive or passive poses
5. Licensed withdrawal-inconsequential to scene
6. Photographic cropping – body parts shown alone
So have things changed?
-The “careerwoman” has been popular in ads since the late 1970s
Miss Representation (2011)
Answer 2: Self-reliance
Week 4: October 1, 2012
Sexuality and Community-Specific Ads
Agenda
- Hicks: Common Gay sterotypes in ads
-Ads, gender norms, and fear
-1980s: ads get provocative
-Targeting Communities: Tobacco Gays, and other groups (Smith and Malone)

Part 1: Sexuality and Advertising
“Media at the Margins: Homoerotic Appeals to the Gay and Lesbian Community” by Gary Hicks

Highlights two central issues:
1. Homosexuality has a historically been underrepresented in popular media including ads
2.  Representation is critically important for gay people. The absence of gay and lesbian representation continues “invisibility” and “closeted” discourses
When gay people were represented in popular media, 1950s-19802...
Common stereotypes
-would place the gay person (usually man) as worthy of ridicule or violence:
-sissy, cross-dresser, killer
-Hitchcock’s Rope (1948) was about two gay killers
Gay images in popular media
-Hicks: “a 1984 study indicated that self-identification by gays is not even possible until an identity is acknowledged by the media”
And we could add: until an “acceptable” or non-stigmatized identity is represented
Polysemous Potential
-As fears of homosexuality lifted somewhat, advertisers also begin to play with polysemous potential of images in the 1970s and 1980s
-Polysemous = many meanings
-“Gay Vague” images were meant to attract the gay consumers without alienating the straight ones
Community-Specific Ads
A challenge:
-How doe marketers target groups (any group-based on age, gender, style etc) without losing the mainstream group?
Bud was an early adopter of this (bunch of guys having a beer, not romantic like two guys with hands on legs)
1990s
-By the 1990s companies began to advertise in gay magazines
-largest advertisers are beer companies
-emphasis on “couples” and gays as “just like us”
-Bud Light’s “Be Yourself” campaign
In 1990s ads start working playfully with stereotypes
-The “catch 22” of underrepresented groups seeking representation is that htey are always in the position of representing themselves in their difference from the dominant group
-Tends towards resurrection of stereotypes (Will & Grace; Modern Family) the difference is that the stereotype is now being used for the benefit of the minority group itself rather than for the dominant group
Part II: Heterosexuality with elements of homoeroticism
-Advertisers negotiate representations of male heterosexuality with elements of homoeroticism
Strategies:
1. Models are hypermasculinized ie. Elite athletes, jocks, college locker room settings
2. The context is stereotypically male and heterosexual: Abercrombie and fitch – hs, college sports, male fraternizing via “sports culture” road trips, partying etc.
Ambercrombie + Fitch
- have taken gay vague and gay ads to new levels
Gay Ads (not vague!)
-directly gay ads
Tobacco and Community –Specific Ads
-Phillip Morris decided to target gay readers of Genre magazine in 1992
-Had modest hopes for the campaign but learned that gay people smoked more
- A Wall Street Journal reporter made the ads national news by “outing” the tobacco company’s intent to target gay communities
(ads for cigs with gay guys in it)
How did Gay People feel about being targeted?
Two main responses:
-Gay leaders “felt the ads meant that barriers are beginning to fall” and htat “we respect you as consumers and want your business” (smithmalone 2009 162)
-Others said: “Cigs kill” the gay community already had health concernes and didn’t need “the Marlboro man to pull the trigger (163)
Other communities?
-Black and Hispanic communities began resisting being targeted by tobacco and alcohol advertising
Targeted tobacco and liquor ads (target black community)
black people with tobacco pictured 
Where are the lesbians?
-Representations of gay men are 3 times more frequent than representations of lesbians
-Possible reasons:
pay inequity – between sexes (gay men make more money than lesbians)
Other reasons for the missing lesbians...
-The commercial versatility of gay men as opposed to lesbians (Patriarchy) also present in the gay community
“You cannont sell to gay men using lesbian imagery but you can sell to lesbians using gay male imagery”
Women are often coded as heterosexual; they presuppose the male gaze; objectification of women is in the same style as their objectification within a heterosexual context. 
We see female homoeroticism as the “straight man’s lesbianism” ie. Two women together for the benefit of straight male fantasy (L word, sexy women pillowfighting)
Week 5: October 15, 2012
Consumption as Rebellion
1. Culture Jamming (ani-consumerist fake ads) people outside industry want to change the message
Expose what’s really going on, threatening something they put so much money in
Are Ads Their Own Worst Enemy?
-From the 1960s to the 1980s the formulaic nature of deciphering ads had provoked viewers boredom, anger, and cynicism.
-Consumers are like roaches – you spray them and spray them and they get immune after awhile
-Companies need to stay fresh, to reconvince consumers to make purchases

So Can the Ad Culture Be Jammed?
Prof Joseph Heath says “No!”
Ads already incorporate our criticisms – they channel our negative opinions of ads back into the ads
2. Anti-Ads
Advertisers capitalized on this by producing “anti-ads” ads that address our cynicism. Produced inside the industry, think of ways to target us as consumers. 
Example: 1984 Macintosh Commercial 
MIDTERM-‘Anti ads’ adopt consumer’s perspective against advertising
-They celebrate/mock their own identity as advertising but: they are meant to sell
Ad: The Volkswagen for people who refuse to drive Volkswagens
III: Anti-Ads and the Beverage Industry
-Sprite: ‘Image is Nothing’ (Jooky)
-Heineken: ‘It’s all about the beer’

IV: Rebel Sell (Unleash add with Torres)
Remember...
-Mass Industry – Anon works
-Crisis of Individuality
-Cristis of Worker and Consumer
-Who am I?
-How am I Different?
Week 7: October 29, 2012
So “Digital” means websites, right?
Mountain Dew: 
1. Customer engagement
2. Brand/flavour reinforcement
-cool internet stuff
-celebrity endorsements
-big events
-giveaways/contests
Targeting Markets
Early TV ads and women
1980s TV and target markets
Turow and the “end of TV”
1980s: Charlie
Targeting Consumers: Upscales, Mids and Lows
Daytime ads targeted women/homemakers “Soap Opera” shows would present ads to sell soap, detergent, household goods to women
Advertisers targeted general population: the middleclass
-1960s-1980 TV ads targeted the newly monied “postwar” family
-US and Canadian economics boomed in the 1950s and 1960s
-People moved into the single-family home, and the “suburbs” were created and enlarged for various reasons
Ads targeted suburban family
Suburban dream
Television and advertising
‘people meter’
produces ‘rating’ (% of total tv houoseholds watching program)
television diaries – ‘sweeps’
Canada: bureau of broadcast measurement
-In 1950s commercial television, products appealing to housewives were advertised on daytime serials,
-those appealing to children were advertised on Saturday mornings, and televised sporting events have always been a vehicle for advertising aimed at adult males
-So some targeting has always been done 
Week 8: November 5, 2012
Youth Markets
Agenda:
Defining Youth
Invention of Teenager
1950s Youth Culture
Out-of-Control Youth
Creative-Innovative Youth
Cool Hunting Video “Merchants of Cool”
Nickelodeon and “Commodity Flows”
Children/Childhood in Ads: The Case of Coca-Cola Christmas Ads
3 Key Elements:
-childhood innocence 
-christmas (holidays)
-coca-colas as “treat”
-“Coke ads configured the semiotics of the modern Santa Claus”
Childhood is not the same as Youth
-“Youth” in ads can mean many different things
-To be youthful in your middle age: buy a sports car
-To be youthful: innovate, create, rebel against the rules
Youth – a dialectic of consumption and the invention of the new
At the heart of the way youth are understood in popular culture is a contradiction. “Youth [are] both a market and a complex and highly differentiated range of cultural practices...” (Laba, 76)
Young people are at the centre of consumer culture and yet, in the way young people consume, use and create pop culture, they are also the harbingers of change.
The Invention of the Teenager
- The term “teenager” was invented in 1944
- Had their “own rituals, rights, and demands”
-Teens embodied post-war enthusiasm
-Sought new forms of individuation & rebellion
Teenagers, cont.
-pleasure-seeking, product-hungry
-Seek “social inclusion” through consumption
-Rebelled against older moral social codes, demanding the new, exciting, risqué
Once upon a time...
-Teens were heavily “policed” by parents and social groups
-Teens’ energies and curiosities needed to be tamed and channelled into wholesome activities
-Boys and girls needed to exhibit their morality
1950s Teenagers Rebel!
-In the 1950s this changed
-teens desires for freedom, individuality found form in media and tv/culture
-teens new liberation created fears, but teens were receiving more attention on their own terms
Rebel Without a Cause )1955)
Showed new youth habits:
hanging out, mocking authorties, rough language, and relations with each other
Also: car culture -
driving around, going to the lookout, “parking”, drag racing
Teens as Creative Innovators
- Youth = excitement
-Even the dangers and transgressions appealed to the wider public
-Youth innovate, resist, make new norms, find secret ways to socialize
Pepsi Generation
-Teens presented a myster to parents/social authorities and advertisers
-Youth symbolized excitement and re-enagement for the broader culture
-Youth = innovators
The pepsi generation ads:
-understood the power of youth
-used youth activities in ads
-used danger/unusual activites to promote excitement
Osgerby “Youthquake” in the UK
-Academic field of “British Cultural Studies” arose in 60s to see what youth “did” with the culture: listened to music while consuming certain things, hanging out at soda shops
1970s-2000s: new sophistication
-culture is produced for kids
-ads target kids scientifically
-often, promotion is invisible in so many layers of TV shows, tie-ins, Happy Meals,toys etc. 
Every element of MTV is promotional
Week 9: November 12, 2012
Selling with Social Problems
Agenda:
Ads that references – social problems or “causes
1: Pink Ribbon Campaign
II: Dickinson – post-9/11 Ads/Citzenship
III: (Red) / Elton John / Aldo / Pink Ribbon
IV: Mazur – The danger of exploiting social problems and human rights movements in ads...
To get us thinking...
-How do you feel about commercials that reference social problems? (poverty, Aids, pollution, etc.)
The Marketing Foundation – Clip
Pink Ribbon Foundation
-The first chapter in the history of Pink Ribbon as a symbol for breast cancer awareness can be found at the Komen Foundation’s Race for The Cure, on the 16th of June 1990.
-The Komen Foundation handed out pink visors randomly to the 8529 walkers
-A year later, in 1991, Komen distributed pink ribbons to participants in it’s NYC race for the cure
-As from this year, the pink ribbon becamse the symbol for breast cancer awareness

Why “Run of the Cure?”
-CIBC and others enlist support through community events
-People’s innate attachment to community and participation is enlisted to support the cause and the company
-This can have benefits for causes
-But it can also be manipulative
-Backlash in Vanity Fair
Anderssen: Backlash
-Questionable pink pairings: even as new research is linking breast cancer to high-fat diets and over-consumption of alcohol, KFC promised this spring to donate 50 cents for every bucket of fried chicken sold and “Support Her” vodka promised $5 toward “prevention” for every bottle sold
Henry Giroux “Consuming Social Change”
-“advertisers...create pedagogical practices that offer a sense of united amid a world increasingly devoid of...community and solidarity” (1996: 4)
-The “solidarity” is achieved through uniting consumers emotionally around a “cause”
-Is this a bad thing?
Community Involvement!
-hooray for boobies
-rob ford
Giroux: What is Really Being Sold?
-The emphasis shifts “from selling a product to selling an image of corporate responsibility” (Giroux, 1994: 8)
Post – Sept 11 Ads
-Budweiser Ad (Horses)
-American Airlines
-I love NYC
What are these ads doing?
-How can the trauma of 9/11 put people in the buying spirit?
-The Olsens promote a billion dollar clothing line
Citizens
-Active
-Politically engaged
-Solve problems in Public Sphere
Consumers
-Passive
-Disengaged
-Private/Commercial sphere 
Political Consumers?
-But these ads blur line between citizen and consumer:
-“Be a good citizen-consumer”
-also rely on strong emotions like mourning and patriotism to sell products
What images owrk?
1/ Shock images: attention getting, cut the “clutter”
2. Harmony images: appeal to ethical consumer
3. Poverty Images: promote idea that buying this product is helping in some way
Shock Images (Benetton)
Sentenced to death
Mazur “Marketing Madness”
-Ads that borrow images of social-change movements “sever our links with traditions of activism” (1995: 100)
Part III: The (Red) Campaign
IV: Aldo: “See No Evil”
V: Elton John AIDS foundation 
Ironic Ethical Ads
-These ads play on social issues but “wink” at audience
-They acknowledge 
Week 10: November 19, 2012
“Love Marks” and Branding
Ad: (Nike ‘red’) soccer ball
don’t wanna compete with another company on the basis price (consumers hsouldnt have to care how much it is they should just want it)

What is a brand?
Commodity Fetishism
How is Brand Value created?
(Post) modern branding: Disney,Nike, Coca-Cola
AD: COCA-COLA – RED THEN DRINK COCA-COLA IT RELIEVES EXHAUSTION
Brand = value (Disney, deep emotional connections to the characters)
What is a Brand?
-Brands are meant to enable consumers to...
act, feel and be in a particular way through consuming the brand
we become “Toyota people” and “chevy people” and “pc people” and “mac people”
-Brands work as platforms for action that enable the production of value: an experience, a shared emotion, a sense of community
-The “production: of value here results, in part, from our efforts as consumers to create meaning with brands
exampole: kraft, nestle, jfc, Olympics, nike
USE: TIMMIES(national brand, wanna be global tho whole Canadian community, patriotic identity), REEBOOK WITH CROSBY, Toms shoes, happy meals mcdonalds,  (want fat and sugar – mb look at candy), starbucks
What do brands do?
-a brand invites us to take a position in the story of the product (but a phony story – not the story of its production)
-Brands tell stories of fun, community, belonging, achievement
What is Commodity Festishism?
Fetishism: psychological over-investment of meaning / value
-Commmodity fetishism: the assignment of mean ingful, emotional qualities to products; the products have no relation to these qualities (concept of karl marx)
Familiar with symbol, signifies security, driving down highway and see symbol like mcds
Example: consumers fetishise luxury brands as signifying distinction; sports cars as rebellion; peopsi as youthful
_ads exploit our fetishism of commodities
Can you think of any examples from ads?
PEPSI SOCCER PLAYERS AD
Example: car & brand – volkswagon beatle ad on abbey road
Brands must communicaste meaning quickly
-The brand: remember aunt jemima
-brands humanized “faceless corporations”
-the brand must communicate meanings chose by companies
-we must be able to decipher it quickly (no logo)
Twitchell ‘Reflections’ (in turow)
-19th Century shift in Western Imagination
-We “stop rationalizing and started dreaming’ as capitalism spread
Related to fetishism
-as “the objects of our dreams became material and not ethereal we started to spirtiualize the secular” (2009, 323)
_Romanticism is about the enchantement of reeal life –magic technologies, magic products (think about consumer culture’s view of Christmas)
Example 1: Disneys products made meaningful/magical via the power of the brand mythology
Disney promos – xmas present to Disneyworld, be our guest boy going to Disneyworld, 
Ex 2: Coca-Cola branding as enchantment 
-Brnanding (stories tied to things) is about enchangting things with meaning
Coke, childhood, Christmas (ad – coke with santa, Christmas)
Ex3: Nike and overswooshification
-Nike is one of the very few contemporary corporate advertisers that has successfully constructed a recognizable philosophy (221, turow)
-just do it
clip: behind the swoosh, lance Armstrong ‘driven’ commercial
Ex 4: pepsibranding ‘youth’
-pesi does not product its own excitement
-it links its brand to the wider social consensus that youth=exgitement
‘be young, have fun, drink pepsi”; relies on our knowledge of this idea
(1d ad, torres ad)
Its about aasociating youth and excitement
Ad: Britney pepsi commercial
Brands, Magic, athleticism
-brands tells us stories involving our hopes and their commodities
What are “commodity narratives”?
-john berger “the spectator-buyer is meant...to imagine herself transformed by the product into an object of envy for others, which will then justify her loving herself
Famous “Commodity narrative”: this bud’s for you (Budweiser ad)
-What is social land cultural context of campaign?
-1970s: decline of us power and self confidence
-1980: Reagan and promise to reinvigorate the nation
Budweiser: enable working class men to ‘manage’ their anxieties about declining status and power
Sports culture
Commodities IN narratives: branding and product placement
-viceo games and ads
-forrest gump and nike
-minority report – gap
-“friends” and pottery barn
-“sex and hte city” and shoes, vodka, clothing brands, chain stores
What is going o nwith product placement?
-Some complex things
-Hollywood goes hypercommercial
Brand value = powerful stories not transformers but “my first car”
-Romance, marriage = diamonds (debeers)
-freedom, a right of passage = first Chevrolet
“my first car” a socially produced association with growing up
-cheby banks on “|my first car” us tradition: a rite of passage into freedom, independence
-Chevy camaro = sex appeal
-transormers ‘ mythical bond’
-chevy transformers car ad

















