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Purpose

"Entertainment media, advertisers and the internet are key sources of images that children use to
generate perceptions and make decisions.” ("Why teach about Media Literary?" — Media
Awareness Network, 2009)

In a time when media is one of the most influential cultural and communicative forces
impacting youth, it is imperative that children learn media literacy skills in order to critically
analyze the information surrounding them.

The purpose of this guide is to help students further their media literacy skills. Therefore, it
will help enable students to deconstruct the images and messages they receive through the
media so that they can adequately assess and evaluate the information constantly
bombarding them.

The topics explored in this guide will help students to analyze the idea of perception in the
media and the ways in which individual perspectives or messages can be hidden in the
content distributed to the public. In turn, this guide will also aid students in examining
society's consumption of media, along with their own, and the ways in which individuals are
responding to the information they receive.

Through students' understanding of media content and moreover, the way in which it is
produced and distributed, they will be empowered to fully develop and participate in a
democratic society focused on individual expression.

Definition of Media

When one thinks of media, they usually automatically refer to the traditional forms such as

television, radio and print (newspapers). While these communication forms are still very

much a part of the media, they surely do not complete the definition. When defining media

in the 21t century, one must also consider:

- The internet (including websites, blogs, podcasts, RSS feeds and social networks such as
Facebook)

- Movies and music

- Books (including e-books), comics and magazines

- Advertisements (i.e. billboards, branded products such as t-shirts and product placement
in television or film)

- Cell phones (and their applications)

- Video games

- Physical spaces (i.e. The Coca-Cola Store)
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There are likely other forms not listed here that can also be considered media. Media is
constantly changing, thus the definition is ever changing. Consequently, it is important for
teachers to reference various sources and observe the current status of media when
formulating their definition on the topic.

Curriculum Expectations
This guide focuses on the following curriculum areas:

ONTARIO

Grade 9, English, academic — Media Studies strand
Grade 10, English, academic — Media Studies strand
Grade 11, English, open — Media Studies

Grade 12, English, academic — Media Studies strand

ALBERTA

ELA 10-1, 10-2, 20-1, 20-2, 30-1, 30-2
General Outcome 2

General Outcome 4

BRITISH COLUMBIA

Grade 9, 10, 11, 12 — English Language Arts: Reading and Viewing strand, Writing and
Representing strand

Grade 11 & 12 — Introduction to Communications: Mass Media strand
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Key Media Concepts
The following concepts provide a theoretical basis to media literacy study. Use these in your classroom as a
framework for discussion:

1. All media are constructions.
This concept reminds us that the media do not reflect reality. Instead, content in the media is carefully
constructed in order to project a specific message. Each message represents many decisions and is the result
of many determining factors. Therefore, nothing is included “by accident"!

2. The media construct versions of reality.
Much of what we know about the world and how it works is derived from what we see and experience
through the media. Thus, our sense of reality is based on media messages that have been pre-constructed
and include attitudes, interpretations and conclusions.

3. Audiences negotiate meaning in media.
Individuals interpret the media in various ways according to their own unique experiences. Factors such as
personal needs and anxieties, race, age, class, culture and life experiences all affect the negotiation of
meaning in a media text.

4. Media have commercial implications.
The media are influenced by commercial interests. Most media production is a business looking to make a
profit which affects content, technique and distribution. Students need to understand that advertisers are
targeting them through certain content. It is equally important to understand the issues of ownership and
control. A small number of corporate conglomerates own the world’s newspapers, magazines, televisions
stations, films, and computer software companies, thus reducing control of what we watch, read and hear in
the media to a few individuals.

5. Media contain ideological and value messages.
Media messages, whether explicitly or implicitly, proclaim values and ways of life. It is important to decode
media messages about issues such as the nature of the “good life,” the virtue of consumerism, gender roles
in society, acceptance of authority and unquestioning patriotism.

6. Media have social and political implications.
The media have a great influence on politics and social change. They have the power to bring certain
subjects to our attention such as the changing nature of family life, the election of a national leader and the
famines in Africa. Through the media we get an intimate view of national and global issues; this reflects
Marshall McLuhan’s prediction of a “global village.”

7. Form and content are closely related in the media.
As Marshall McLuhan famously stated, “The medium is the message.” The media as a whole may report
the same event, but each medium will deliver and influence the message in its own unique way according to
the medium’s specific grammar and structure.

8. Each medium has a unique aesthetic form.
By understanding the different forms and effects of various media and how they are created, students can

enhance their experience with the media.

*Adapted from the Media Awareness Network: www.media-awareness.ca



http://www.media-awareness.ca
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Featured Videos. ..

PARIS HILTON INC: THE SELLING OF CELEBRITY (Length: 43:30)

We are drowning in celebrity culture and certainly no tabloid topic has been as big as Paris
Hilton. Her incarceration — not to mention, initial release, re-incarceration and final release
— left us, knee-deep in her life. Famous for doing nothing, she is the ultimate manifestation
of our obsession with celebrity culture and the massive profits that it wields.

When the young socialite emerged from jail, everyone wondered who would be lucky
enough to score the first interview. NBC reportedly offered $1 million in a failed bid for the
big scoop. Being the first with a celebrity scoop has always been the stock and trade of the
tabloid magazine business, but only in recent years has that competition spilled over into the
traditional news business. Pushed by the surging popularity of entertainment and gossip
sites on the Internet, the media landscape is being reshaped by the world of "dish." The
ethicists may howl, the columnists complain, but viewers rule and celebrity machine is more
than ready to oblige. As long as we are willing to watch and read, who can resist feeding our
habit?

*Please note: Due to the sensitive subject matter of this film, it is recommended that this
video and any related materials are used in senior level classrooms (grades 11 and 12).
Final discretion is left to the teacher.

BUYING INTO SEXY: THE SEXING UP OF TWEENS (Length: 24:30)

The $1.7 billion business of selling bodies has a grip on youth culture, infecting those
between the ages of eight and 14. This investigation uncovers the sexualization of young
girls as they are bombarded with ads, media programs and messages urging them to mimic
their favourite pop idols and scantily clad models. This fast-paced feature follows three
tweens, revealing how they're being manipulated and why they need to look sexy. Parents,
marketers and tween retailers weigh in on the debate.
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Introduction

PALIS HILTON INC: THE SELLING OF CELEBRITY

In a society where three out of every five North American dollars are spent on celebrity weeklies?, it is
clear that there exists a hunger for information on celebrities and celebrity culture. Why is it that
individuals are so interested in who is wearing what, who is going out with whom, or who has had the
latest meltdown in Hollywood?

G A LI A ccording to Kevin Schut, a professor of media studies at Trinity Western
determined. She banged . L . .
on the door so much University, it's simply a part of human nature. Schut states, "Five hundred years
that eventually... she ago, the celebrities were the nobility; today they're entertainers. Cultures seem to
just gg{)eggﬁg:]e LU ced individuals that represent their hopes, fears and dreams.”2 This explains

; then the reason why a certain star has risen to the top for doing nothing other
than tapping into her fans' compulsion for drama. That star is Paris Hilton.

Ok! Magazine

A close anaylsis of Paris Hilton will reveal that the “star” lacks any real talent; yet, she manages to
maintain a stellar public audience. How? It’s simple: Paris Hilton made people want to know about
her. As suggested in CBC'’s Paris Hilton Inc: The Selling of Celebrity, “Paris Hilton is her own best
publicist.”

Our society is immersed in media. Much of what we know about the world comes from the daily news
headlines and messages we receive through various media. Therefore, most deem the content in the
media as true, reliable and important. If it’s not in the news, than it’s not worthy of attention. It is no
surprise then that most celebrities, like Paris Hilton, do whatever they can to attract media attention —
after all, they wouldn’t be celebrities if they didn’t.

To help boost her celebrity image when first starting in the business, Paris Hilton appeared at every
publicity event that she could in order to gain notice by magazine editors across North America. What's
more, instead of running away from the paparazzi Paris ran after them, providing them with an
itinerary of her day's events so that they will know exactly where and when to capture her image. She
also made sure she would be in the papers by changing outfits throughout the day, as she knew that
the paparazzi never feature a celebrity in the same outfit twice. By ensuring that she was constantly
present in the media, Paris manipulated the public into believing that she was the most newsworthy
celebrity.

Most celebrities want major attention and what better way to gain it than by pulling a publicity stunt.
By definition, a publicity stunt is “an event staged to get public attention or for marketing purposes.”?
Publicity stunts can range from celebrity marriages to “wardrobe malfunctions.” Many times
celebrities use sex scandals as their claim-to-fame; after all — sex sells. The more scandalous the story
is, the more people seem to tune in. Paris Hilton can be included in this group of celebrities as she
gained major media coverage after her ex-boyfriend, Rick Salomon, released a brief sex video of him

! Paris Hilton Inc: The Selling of Celebrity, CBC Learning, Toronto, Ontario, 2007

2 schut, Kevin, "Are we celebrity obsessed?" Trinity West University — Faculty Blogs, 10 Dec. 2008, 6 May 2009,
http://www.twu.ca/academics/faculty/blogs/kevin-schut/are-we-celebrity-obsessed.html

® “pyblicity Stunt,” Dictionary.com, 6 May 2009, http://dictionary.reference.com/browse/publicity+stunt

*other sources used: "Timeline: Paris Hilton," CBC Doc Zone, 6 May 2009, http://www.cbc.ca/doczone
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and Paris over the internet in November of 2003. Although the young heiress claims she had nothing to
do with the release, there is good reason to suspect she was part of the operation; the debut of her Fox
reality series, The Simple Life, scheduled three weeks after the scandal, netted 30 million viewers on its
first episode.*

Paris not only gained viewers from her show, she also gained a cult-like following. The show exhibited
Paris and her then best-friend, Nicole Richie, behaving outlandishly and of course having a great time
doing it. They constantly repeated “that’s hot,” which automatically deemed something as cool or “in.”
Soon everyone was catching on — they wanted to be just as cool and have just as much fun as Paris
and Nicole! In fact in 2004, Paris officially trademarked her popular quote, "that's hot" — a testament to
just how much Paris had ingrained herself into pop-culture.

One secret to Paris’ success: Paris established an emotional connection with her audience. They could
really relate to the image she was cultivating — the “celebration of self” and doing what gives one joy
and pleasure.5> By connecting with her audience Paris convinced them that they too could be her friend
and join her on her wonderful lifestyle — a tactic that many celebrities use. That doesn’t mean
however, that Paris or any other celebrity actually care about their fans. After all, as one of the key
media concept explains, “media have commercial implications.” ¢ The media have one main goal,
which is to make a profit. Thus, it is no surprise that more celebrities today are

associating themselves with some sort of product. The fact is simple, "celebrity sells."” “Within an hour these
Eli Portnoy, a branding strategist explains, "the reality is people want a piece of images are whizzing
something they can't be. They live vicariously through the products and services that around the world)*
those celebrities are tied to."8 ~Paparazzi, Paris Hilton

Inc: The Selling of Celebrity

Individuals also try to attain celebrity lifestyle by creating their own fame through

social networks. Everyone nowadays can broadcast their lives. We live in a society where people need
to live out loud, where people need attention.® Mario Lavandeira, otherwise known as, Perez Hilton
and creator of PerezHilton.com, is an example of this. From a small site with about 20,000 pageviews a
month to a credited entertainment news source with about 198 million page views a month,
PerezHilton.com has turned Mario Lavandeira into a self-made millionaire and a self-made celebrity.

Celebrities like Paris and Perez have used the new wave of digital media to their advantage. In fact,
public relations expert Michael Levine believes that, "Paris Hilton could have never, ever, ever
happened if it weren't in this technological revolution."1® Such a statement makes one consider the
power of new media. Photographer Jeff Vespa states, "It's not [Paris] that created herself; it's the media
that created her." This statement creates further questions: “Who creates the media? Who decides
what is in the news? Is the media a reflection of the issues and events that society deems interesting, or
does the media decide what is or is not important to society? Perhaps it is all just a vicious cycle.

4 Paris Hilton Inc: The Selling of Celebrity, 2007

5 Paris Hilton Inc: The Selling of Celebrity, 2007

6 “Media Literacy Key Concepts,” Media Awareness Network, 6 May 2009,
http://www.media-awareness.ca/english/teachers/media_literacy/key concept.cfm

" Creswell, Julie, "Nothing Sells Like Celebrity," The New York Times, 22 June 2008, 6 May 2009,
http://www.nytimes.com/2008/06/22/business/media/22celeb.html

8 Creswell 22 June 2008.

9 Paris Hilton Inc: The Selling of Celebrity, 2007

10 Paris Hilton Inc: The Selling of Celebrity, 2007

*other sources used: "Timeline: Paris Hilton," CBC Doc Zone, 6 May 2009, http://www.cbc.ca/doczone
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Things to Think About

1. Discuss the following questions with a partner:
Who creates the media? Who decides what is in the news? Is the media a reflection of the issues
and events that society deems interesting, or does the media decide what is or is not important to

society?
2. Respond to the following comment:
"What does it say about our culture that a girl leaving jail wearing the right kind
of jeans or shoes is actually promoting that product?" — Brandy Navarro, X-17 agency

3. Name a current celebrity who uses the media to their advantage. Explain.

4. After reading this article, what are your thoughts on the accuracy of media representations?
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PARIS HILTON INC: THE SELLING OF CELEBRITY

VIDEO REVIEW

1. What promotional stunt did Paris orchestrate upon her release from prison?

2. Which types of shots do the paparazzi prefer to get? Why do they prefer these?

3. How many celebrity newsweeklies are sold in North America every week?

4. List two ways Paris used the Paparazzi to her advantage:

5. Paris has (specify the number of each):
companies
products
movies
seasons of her own television shows

6. Describe consumerism in the 215t century:

7. How has new technology affected the Paparazzi industry?

8. What occurred during the filming of the movie Cleopatra that forever changed the manufactured
publicity image?

9. Inwhat year did the line between the public and private celebrity disappear?

10. What fact does a recent poll reveal about the desires of teenagers?
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11. Explain the type of individuals that make up today’s society as described by the video?

12. How has technology helped Paris Hilton in her claim-to-fame? How has it helped
individuals like, Perez Hilton?

13. What was the advice given to Paris to clear her negative image in the media?

14. What trip did Paris postpone? Judging from the impression given of her in the video ,
what do you think this reveals about her character?

15. Were you influenced by the likes of “celebrities” such as Paris Hilton? If so why?
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TIMELINE: CELEBRITY CULTUBRE

While it is hard to imagine living without our daily dose of celebrity gossip, it was once unheard of to
publicize private details about a celebrity’s life. Find out how this and other aspects of the
entertainment world have changed over the years through CBC’s Doc Zone web feature, Timeline:
Celebrity Culture. Dating back to 1859, this in-depth timeline offers a look at some of the most
influential technological discoveries and cultural events, which have helped shape celebrity culture
into what it is today.

Download the timeline at; http://www.cbclearning.ca/extras/pariscelebrity.htm

Activities:
Using the timeline as a guide, complete the following:

1. Find the event which first created an awareness of

a)
b)
c)
d)
€)
f)

9)
h)

Publicity stunts

Media hyping

Stalkers

Paparazzi

The Internet

Power of celebrities over the awareness of social issues
Live news coverage

Reality television

2. In 1969 Andy Warhol predicted that in the future everyone will be world-famous for 15 minutes. In a
short paragraph (5-6 sentences) explain how this prediction can be related to today’s society.

3. Create a timeline of your life. Include important events and those special moments that have
influenced you in your life. If possible, include influential moments related to media — i.e. year you
learned how to read; year you first used a computer, etc.

4. Research Essay: Write a 5-6 page, formal essay on one of the following topics listed above in question
#1. Use the chosen timeline fact as your first piece of information in your thorough research plan.
Consider the following questions when doing your research:

e The history of the chosen topic
e Changes that have occurred over time (in regards to the topic)
¢ Ways in which the topic has affected celebrities, individuals in society and/or society as a whole


http://www.cbclearning.ca/extras/pariscelebrity.htm
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Buying tnto Sexy: The Sexting Up of Tweens

“If it's on TV, then it must be right.” This type of mind frame, often prevalent in the young minds of
today’s society, is extremely detrimental - especially considering what is on television these days. Sex is
one of the main media messages targeting youth and unfortunately as media professor Kevin Schut
explains, “If a picture is repeated often enough, everyone starts to assume it is fair and true.”

Therefore, it is no surprise that millions of children between the ages of eight

“Children ages 8-18 spend and twelve, otherwise known as “tweens,” are being influenced by the images
an average of nearly 6 % they see in the media. Sometimes even younger children are taking note, as one
hours a day with mother explains: “My five-year-old...goes into her room and comes out with

short skirts and boots...When | ask her why she’s dressed like that, she’ll say
that’s what they do on TV.”2 This is quite alarming considering that youth
today are constantly interacting with media. This is partly due to the fact that
media are no longer just influencing our culture — they ARE our culture.?

entertainment media,
including TV, video games,

music, and using the

computer for fun” From billboards to podcasts, phone applications to bumper stickers, it seems
— The Henry J. Kaiser Family that individuals in society — young and old — cannot escape the constant
Foundation bombardment of media messages.

According to The American Psychological Association (APA), the number of sexualized images and
messages has increased with the growth of new media.* This is alarming considering that tweens are
receiving these messages at a time when their brains are most easily influenced. According to Dr. Dave,
founder of the MediaWise Movement, media have the greatest impact on our brains during growth
spurts. At this time the brain is “under construction” and interprets things much differently than an adult
brain. If youth in our society are being immersed in crude and lewd images, their brain development may
be influenced by these negative experiences.>

A
So do advertisers worry about the moral and ethical standards of their practices? Not r h
exactly. On the contrary, advertisers specifically target tweens through a promotional
tactic called, “age compression.” The goal of this strategy is to push adult products
and teen attitude on younger and younger kids.® In order to achieve this, advertisers

12-year-old Amanda
was exposed to 280
sexualized images in

tap into an area where kids are most vulnerable — personal insecurities and self- one day!
doubts. Between the ages of eight to twelve, kids are starting to develop a sense of - Buying Into Sexy: The
identity and are focused on their self-image. No one wants to be the “loser” in the Sexing Up of Tweens
schoolyard, and advertisers know this. Therefore, corporations make kids believe that

in order to be truly cool, you need to have their product.’ \ ~ J

! Schut, Kevin, “Please don’t vote for a TV personality!” Trinity Western University — Professor Blogs, 1 Sept 2008, 6 May 2009,
http://www.twu.ca/academics/faculty/blogs/kevin-schut/please-don-t-vote-for-a-tv-personality.html

% “parents, Children and Media: A Kaiser Family Foundation Survey,” The Henry J. Kaiser Family Foundation (2007): 6. 6 May 2009,
http://www.kff.org/entmedia/entmedia061907pkg.cfm

¥ “What is Media Literacy? A Definition...and More,” Centre for Media Literacy, 6 May 2009,
http://www.medialit.org/reading_room/article675.html

* “MediaWise With Dr.Dave — Media, Sex and Girls,” National Institute on Media and The Family, 6 May 2009,
http://www.mediafamily.org/mediawisecolumns/media_sex_and_girls_mw.shtml

* “MediaWise With Dr.Dave — Media and the Teen Brain,” National Institute on Media and The Family, 6 May 2009,
http://www.mediafamily.org/mediawisecolumns/mtb mw.shtml

® Buying into Sexy: The Sexing Up of Tweens, CBC Learning, Toronto, Ontario, 2004

T “Special Issues for Tweens and Teens,” Media Awareness Network, 6 May 2009,
http://www.media-awareness.ca/english/parents/marketing/issues _teens marketing.cfm
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Advertisers also use other specific techniques to grasp the attention of young minds. The first key media
concept states that, “All media are constructions.” Thus, everything in an advertisement, from the shade
of blue to the specific angle of the camera, is carefully calculated. Nothing is a mistake. An analysis of the
Candies ad examined in CBC’s program Buying into Sexy: The Sexing Up of Tweens demonstrates this key
concept. In the ad the colours pink and white are used to project a sweet and innocent image of the
featured model, singer Ashlee Simpson. Furthermore, the ad includes a white teddy bear in the
background of the shot to remind viewers that this product is tailored to the younger demographic. In
contrast to the innocence the ad is trying to establish however, it also includes the sexualized image of
Ashlee sitting on a bed in lingerie. The singer is wearing stilettos and staring at the camera with a come-
hither look. Of course, most tweens wouldn’t see all of these subliminal messages; they just see a pretty ad
with a familiar celebrity face. As one of the young girls in the video explains: “I like how the colour pink

is.

Today, marketers are
So what are the effects of all these sexualized images on tweens? As one mother spending nearly $17
describes, “some of my daughter’s friends have been in situations that they weren’t billion annually
prepared to handle because they were emulating what they saw on TV.”8 If girls marketing to kids. That's
feel the need to emulate the sexualized images around them, then surely boys are mare than double what it
experiencing the same. Studies confirm that teens who watch a great amount of was in 1992,

sexually explicit media are much more prone to be sexually active. - "Resources: Marketing to

Kids." cbenews.com, 2007
One of the key media concepts reminds us that, “The media construct reality.”

Individuals build much of their understanding of the world from observations and

experiences gained from the media. Since the media are filled with hidden messages and implications, it is
vital that youth learn how to decipher media content. Only then will they be able to make informed,
educated decisions about the world and develop as contributing citizens to society.

Things to Think About

1. Given the power of their influence, do you think advertisers have a moral and ethical responsibility
to protect children from being exposed to sexually explicit material, or is their main concern simply
to sell? Discuss in pairs or in groups.

2. Some parents feel helpless against the influence society has on their children. How might you feel if
you were a parent?

3. What are some ways that parents can help their children avoid falling victim to media and peer
pressure?

4. How do you feel after learning all the tricks marketers use in their advertisements?
Describe a specific advertisement that has influenced you in some way.

& “parents, Children and Media: A Kaiser Family Foundation Survey,” The Henry J. Kaiser Family Foundation (2007): 6. 6 May 2009,
http://www.kff.org/entmedia/entmedia061907pkg.cfm

° “MediaWise With Dr.Dave — What’s Wrong with Sex on TV,” National Institute on Media and The Family, 6 May 2009,
http://www.mediafamily.org/mediawisecolumns/tvsex _mw.shtml
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Buying into Sexy: The Sexing Up of Tweens

VIDEO REVIEW

1. According to the video, how much money do tween shoppers spend?

2. Name and explain the strategy marketers use when targeting tweens. What is your personal
opinion of this type of marketing?

3. What is the total number of sexualized images that Amanda has been exposed to:

4. What is one of the main reason kids follow trends?

5. What are some of the reasons why parents give in to their kids demands?

6. Inthe kids’ eyes, being sexy means:

7. What is the main concern in the Public Relations (PR) world? Why?

8. Kids spend more time with media than . What do you think about this?

9. How did the media influence the volunteer’s view of women?

10. Compare the reactions between the boys and the girls to the Christina Aguilera ad:




MEDIA LITERACY RESOURCE GUIDE — MAY 2009

Marketing Techniques and Strategies Used to Target Kids

The younger demographic group is a marketer’s dream come true. Not only do kids have their own
purchasing power, but they influence their parents’ spending as well. Furthermore, kids are the
customers of the future — and marketers want to get them while they are young!

To accomplish this marketers use a variety of techniques and strategies to tap into the billion-dollar
spending market headed by children. The following are a few strategies marketers use to specifically
target children:

<> Nagging

If a child repeatedly asks for something, chances are they will get it. Nagging or pestering can be
divided into two categories: “persistence” and “importance.” Persistence Nagging is a plea that is
repeated over and over again. The more effective method is Importance Nagging, which targets
parents’ desire to provide the best for their children and furthers any guilt they may have about not
spending enough time with their children.

X Psychology

In order to reach children on their level, advertisers need to know how they think. Therefore,
advertisers use the help of researchers and psychologists to find out children’s developmental,
emotional and social needs at different ages. Access to research on children’s behaviour, art work and
even their dreams allows marketers to create effective strategies.

<~ Brand Loyalty

One of marketers’ main goals is to reach children when they are young, in hopes that children will
grow into lifelong loyal customers. Studies show that babies as young as six months of age can
mentally visualize corporate logos and mascots. At the age of two, some children are already brand
loyalists and by the time children begin school they can recognize hundreds of brand logos.

<> The “Buzz” or “Word on the Street”

Through “buzz” or street marketing, marketers select the most popular kids or teens in a community
and have them use their product. Through these trend-setting kids or teens the company’s products
gain a “cool” status. This type of marketing also occurs on the internet through “net promoters,” who
spread the word through newsgroups, chat rooms and blogs.

<> Commercialization in Schools

Due to lack of funds, many school boards are striking deals with corporations for much-needed
financial support and educational materials. Corporations are quick to capitalize on the venture, as the
school environment offers the validation of the trusted education system and teachers for their
products, not to mention the ensured youth audience. Some examples of commercialization in schools
include: technology in exchange for high company visibility; sponsorship of school events; contest and
incentive programs (i.e. free pizza from Pizza Pizza if children reach a monthly reading goal).



< Internet
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Today’s youth are constantly wired to technology, including the internet. Since the internet is
unregulated and usually unsupervised, kids are more susceptible to being exposed to online ads and
promotions. Many times advertising is hidden in games, contests and promotions. As well, certain
online tools make it easier to collect information from youth for marketing research.

*Information has been adapted from www.media-awareness.ca and www.peelregion.ca

Aside from these marketing strategies, there are other common techniques used in advertisements to
help persuade young buyers:

Technique Definition
Kids in the ad are a little older and perform better than those of the target audience.
Role Models Therefore, the younger kids view these “ideal kids” in the ad and aspire to be like
them.
. Advertisements try to connect with individuals on an emotional level and make
Emotional .
Appeal them feel good. If a product makes someone feel good, they are more likely to

buy it so that they can recreate that feeling.

Amazing Toys

Toys are shown in a life-like fashion, doing things they wouldn’t normally do.
Example: toy airplanes doing loops in the air.

Life-like Settings

Toys are placed in realistic settings to make them seem more appealing.
Example: Barbie walking on the beach.

Music and sound effects are added to create excitement and set the mood for a certain
product. Jingles are a key factor in an advertisement as they get stuck in the mind and

Sound Appeal . . . .
bp force the audience to think about the product. Also, higher volume on a commercial
demands the audience’s attention.
The advertiser creates or uses a cute character as the “mascot” for their product. This
Cartoon/Cute . . . .
Characters helps children to identify with the product at a young age, and even when they are

older.

Selective Editing

Only information or images that are in favour of the product are provided.
Advertisers purposely leave out negative information, which means consumers can
be missing out on important facts.

Example: Only the perfect Frisbee throw or football catch is shown.

Fun with Family
and Friends

The advertisement shows a family or group of friends having fun and enjoying
themselves while using the product. The idea is that the product will create
togetherness and bonding.

Excitement!

Everyone in the advertisement is having tons of fun while using the product. The
message is that the audience can experience the same enjoyment if they buy the
product.

Star Power

Advertisers hire celebrities to endorse their product. Most people will buy a product
if their favourite celebrity likes or uses it because they trust these figures and want to
try and be like them.

Bandwagon

Advertisers know that no one wants to feel left out or feel like a “loser.” Therefore,
they exploit the desire of individuals to feel like part of the crowd. If everyone is
doing it, you should be too! Or better yet — it must be the right thing to do!



http://www.media-awareness.ca
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