R ep resen ta ti on │ A u d i en ces │ In d u stri es │ La n gu a ge

https://upload.wikimedia.org/wikipedia/commons/5/55/News-m edi a-standards.jp g

Lesson 1: Advert context

Bell work
Collect your OMO Personal Learning Checklist and stick in your book – you must
revisit this at the end of each lesson and again at the end of the unit.
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Lesson 1: The advert’s elements Codes and Conventions of print adverts

Anchorage Text

Key Image
To help sell the image
and increase
understanding of
product.
Sometimes a celebrity
endorsement.

Text that gives more
detail on product.

Anchorage Text
Image of Product
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.

Product

Slogan
Brand logo and name
Slogan

In your books, and in
your own words
answer this question

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

Stick in the image of your OMO advert and show how it follows the codes
and conventions of a print advert [and where it doesn’t]. Ensure you state
why these have [or haven’t] been included.
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Lesson 1: Advert context

https://www.youtube.com/w
atch?v=4DKySwr_OBw

In your books, and in your own words:
• What is the stereotype of the role of
women in 1950s Britain?
• How does this stereotype compare with
media representations of men and women
today?
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Lesson 1: The advert’s elements
The callout / bubble / burst:
Why has it been designed like this? How does it support the heading? How does
it mirror the product? How does the colour link to the product?
The Heading:
How does the heading message and typography link to the product?
The Graphic [and body language]:
What is the connotation of the woman’s pose and facial expression? What
message is she trying to get across? What do you notice about the colours in
the graphic?
The Colour scheme:
How does the colour scheme used throughout the advert link with the product?
The Copy:
What are the key message of the words? Why is there such an obsession with
perfection? How does the amount of copy differ from adverts today?
The Typography:
How does the choice of font mirror the product? Why?
The Slogan:
Why has this slogan been used? Again, this myth of perfection comes through.
How does this link to the representation of women in the 1950s?

In your books, and in
your own words
answer this question

Stick a copy of the advert in your book. For each element, describe and
explain the intended meaning of each element. Why have they included
this? Think denotation and connotation.
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Lesson 1: Advert context

In your books, and in your own words:
• What element of Maslow’s hierarchy
of need does this advert appeal to
and try to hit?
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Lesson 3: Stereotypes in advertising

Why do advertisements use stereotypes?
Stereotypes give a quick reference point for advertisers so that they can quickly anchor the
key message to an audience. Gender, race and age stereotypes are most common. Can
you think of any others?

1. What is a stereotype? Write down a
definition.
In your books, and in
your own words
answer this question

Why are stereotypes used by advertisers?
• This positive image is used because it is quickly recognised by the target
audience
• This instant recognition means that the advertiser can spend less time presenting
the person or the scene
• The hope is that the quick recognition will mean that the image will become
imprinted on the mind.
• Through the stereotype, the advertiser aims to compel the target audience to
buy the product.

What is the evidence in the OMO advert to support these
reasons?
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Lesson 2: Modern views on 1950s advertising

The social and cultural landscape has changed greatly since the 1950s with regards to
sexism, racism and political correctness.

Alco Aluminium
In your books, and in
your own words
answer this question

Mr Leggs Trousers

Hoover

For each 1950s advert, state why this is would cause
offence to a 2017 audience.

How is this advert reflective of the
1950s?
• Role of women in society – domestic role
• Expectations placed on women as wives and mothers
• Expectation to be ‘perfect’ both in appearance and
work
• Implicit representation of men as in control and in
charge
• Claims are very over the top – makes promises about
the product
• Very different compared to modern adverts for
cleaning products
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Lesson 3: Response to advertising and personal experience

Depending on your opinion or the environment that you have grown in, you may respond
to the advert in different ways. You need to be aware of how this impact on audience
response to adverts.

In your books, and in
your own words
answer this question

1. How does your own opinion impact on how you
respond to an advert?
2. How would your own opinion impact on how you
responded to the OMO advert?
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Lesson 3: Response to advertising and personal experience

We all respond to the use of stereotypes in different ways depending on our own personal
experiences. For example, how did this individual feel offended by this advert and what do
you think was their ‘political’ view on sexism in advertising?

The Joker is a very popular character with boys, perhaps because laughter is
part of their own “mask of masculinity.” A potential negative consequence of this
stereotype is the assumption that boys and men should not be serious or
emotional. However, researchers have also argued that humorous roles can be
used to expand definitions of masculinity.
The Jock is always willing to “compromise his own long-term health; he must
fight other men when necessary; he must avoid being soft; and he must be
aggressive.” By demonstrating his power and strength, the jock wins the
approval of other men and the adoration of women.
The Strong Silent Type focuses on “being in charge, acting decisively,
containing emotion, and succeeding with women.” This stereotype reinforces the
assumption that men and boys should always be in control, and that talking
about one’s feelings is a sign of weakness.
The Big Shot is defined by his professional status. He is the “epitome of
success, embodying the characteristics and acquiring the possessions that
society deems valuable.” This stereotype suggests that a real man must be
economically powerful and socially successful.
The Action Hero is “strong, but not necessarily silent. He is often angry. Above
all, he is aggressive in the extreme and, increasingly over the past several
decades, he engages in violent behavior.”
Another common stereotype…
The Buffoon commonly appears as a bungling father figure in TV ads and
sitcoms. Usually well-intentioned and light-hearted, these characters range from
slightly inept to completely hopeless when it comes to parenting their children or
dealing with domestic (or workplace) issues.
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Lesson 2: Representation of women

Possible keywords
Perfectly presented
Power
Career-focused
Stereotypically feminine

Achievement-focused
Varied
Non-stereotypical

Now, compare how our 3 CSPs represent women in the 1950s and 2000s differently
Differences in representation
In your books, and
in your own words
draw and complete
this table

1950s
representation
2000s
representation
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Possible keywords
Perfectly presented
Power
Control
Subservient
Feminine

1950s women are represented very differently in two of our advertising CSPs. What is
similar and what is different?
Similar
OMO CSP
In your books, and
in your own words
draw and complete
this table

Galaxy CSP

Different
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This concludes the OMO print advert Close Study Product.
Now complete your Personal Learning Checklist for this CSP.

