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. INTRODU ILON

CIEXTTS THE TISSUE OF TODAY'S SOCTETY, INTERWOVEN WITH THE VEINS OF OUR
(OMMUNTCATION WLTH OTHERS, ENCASED WLTHIN THE BONES OF OUK VERY
HUMANTTY 115 FILM, PHOTOGRAPHS, NEWSPAPERS AND RECORDINGS THAT BIND US
TOGETHER TN AN EXTSTENTIAL WAY.” EMILY MTTRESKT

[HROUGHOUT THIS PUBLLCATLON WE PLAN TO EXPLORE THE WIDE WORLD OF MEDTA TEXTS
AND THEZR INFLUENCE TN OUR CONVENTIONAL LIFE. MEDTA TEXTS HAVE BEEN A
(ONSTANT PRESENCE WTTHIN THE MODERN WORLD, AND NOW TN THE ZLST CENTURY
HAVE BECOME A DRIVING FORCE BEHTND THE FABRTC OF WHAT WE KNOW A5 SOCTETY.
MEDTA TEXTS HAVE THE ABTLITY T0 ENFORCE IDEOLOGIES, FOSTER VALUES AND CHANGE
OUR PERCEPTION OF THE WORLD WE LTVE TN, THROUGH OUR EXPLORATLON, WE ARE
INVESTIGATING THE VARTOUS TECRNTQUES BERIND ADVERTISEMENTS AND THE WAY
[N WHICH THEY ENGAGE AUDTENCES, SRAPTNG THELR OPTNTONS AND (REATING
ASSOCTATLONS AND CONNOTATLONS PACKAGED WLTH A COMMODTFLED PRODUCT.

10 TRY T0 ANAL
STUDY WE 05
PRINT FORM. AS

YSEEVERY FORM OF TEXT TN EXTSTENCE T5 TMPOSSTBLE, BUT TN THIS
RVE CAREFULLY SELECTED ADVERHSEM[ 1S IN'VIDEO, AUDTO AND
WERESEARCH THESE TNDTVIDUAL AREAS, WE WLLL ALSO BREAK DOWN
THE BARE BASTCS OF THE ADS, THROUGH A RECONSTRUCTIVE REFLECTIVE PROCESS WE WILL
PULL THEM BACKCTO THELR MOST BASTCFORM IN ORDER 10 UNDERSTAND CLEARLY WRAT
ECACTLY A'SUCCESSFUL AD T5, AND WHAT AGENCIES DO TN ORDER TO (REATE AN

ORGANTC AND AUTRENTLC AUDTENCE INTERACTION.
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MEDTA TENTS, FORM THE FABRICATLON OF ALL THAT TS SOCTETY AROUND 1§ AS
HUMAN BEINGS. MEDTA TEXTS RANGE STATLCALLY ACROSS VARTOUS PLATFORMS, AND
ENTER THE RUMAN CONSCIOUS AT VARTOUS LEVELS, HOWEVER TO THE VAST MAJORTTY

OHHE PUBLTC, THE REACH AND CALCULATED NATURE OF MEDTA TEKT MAY Bt
ERLOOKED. THROUGHOUT THLS PUBLICATLON WE WLLL EXPLORE THE NATURE OF
\/ARIOU EVELS OF MEDTATERT, TN PARTICULAR THE ADVERTISING WORLD OF MEDTA
TEXT. THROUGH LODKING AT THE CORRELATLVE AND CALCULATED TECRNTQUES TAKEN
UPON BY ADVERTLSING AGENCTES, TO ENGAGE AND TNTERACT WLTH THE AUDTENCE,
THROUGH OUR REPLTCATLON OF VARTOUS CAMPATGNS WELL CONVEY THE WAY IN
WHICH TEXTS ATM TO ENGAGE VARTOUS AUDTENCES.

[HROUGHOUT THLS PUBLTCATION WE WILL BE PRESENTING DUT OWN RESEARCH AND
EAHIBLT AREPLLCATION PROCESS, SHOWING READERS TRE PROCESS AND TOOLS MEDTA
PROFESSTONALS ARE UTLLLSING TN ORDER TO CREATE WHAT COMES ACRDSS AS A
ORGANICENGAGEMENT PROCESS WITh SATD MEDTA TEXTS.



ADVERTISEMENTS;
HOW, WHAT, WHERE, WHEN,
WHY!

FOR GENERATIONS DRGANTSATIONS HAVE COMMISSTONED Second Wove Femim
ADVERTISENG AGENCLES T0 MARKET THELR PRODUCTS TO SOCTETY. THESE AGENCIES

FOR YEARS HAVE HAD 10 DRAW DF VARTOUS MEDTA TECANTQUES 10 TYPICALLY

ENSURE THE ENGAGEMENT THE AUDTENCE WELL HAVE WITH THE ADVERTISEMENT 1
ONEWHCH HAPPENS NATURALLY OR "ORGANTCALLY” S0 THAT THE ADVERTISEMENT

4AS RESONANCE WITH TTS AUDTENCE AND THUS PERSUADES THEM igure Hibelow)
TOWARDS PURCHASTNG SATD PRODUCT

Virginia Slims, Life, 13 August 1971

. Presenting some new cliché:
Virginia Slims would like to drog

u | |
Side Note One 'Eﬂ?mtbb&hﬁﬂgl“h lang§
The image rithr of this side note is a am:tmﬁzk

somp|e of campaign for cigarette harder she falls

. .. . . . Mo woman is an ishand
company Virginia Slims which is known ekl ke
for its icon.ic Wome.n er.npoweri.ng deer.’rs. ﬂﬁ&iﬂ"m
Through its breokmg into the mdus’rry in Wibeman shall net e :
1968 Virginia Slims consequent campaigns aﬁf“ M=
step for woman, i
all dote this gir| orientated morke’ring as one giartstep for womarkind. €

Jrhrough its emergence in the cigarette
indus+ry, it burst onto the scene as a
female counferpart fo Benson and Hedges.
It is seen subsequently through iconic
odverﬁsing, odver’rising which Copi’rohzes
on the second wave of feminism, that was
present within American culture during its
emergence. Across the e0r|y campaigns
the s|ogcn "You've come c1|ong way,
boby." is seen to add progressive
connotations to the brand, progression
which orguob|y is convenienﬂy mirrored
within the societal resu rgence of feminism
in American culture between the 1960's

Jrhrough to the 1980's.



[ASE HUD\{ ONE’AI\IW\Y OHASUOOD CHATNS

. Fg QO( bov )
Franchise, pho’ro ho op o of fast food ph tos |oy Anniemae Go|o|ring

WITHIN THIS CASE SYUDY WE ANALYSE THE WORLD OF ADVERTISING AND THE VARTOUS
MECHANTCS TTUTLLISES AS A MEDTA TEXT T0 ENGAGE 75 AUDTENCES. WITHIN THIS STUDY
WELODICAT (AMPAIGN FROM CORPORATE GLANTS SUCH AS MCDONALD S, SUBWAY, KiC
AND HUNGRY JACKS, AND THE WAY TN WHICH THELR ADVERTISING COMPANIES MANTPULATE
THE MEDTA TEKTS THEY ARE PUTTING OUT ABOUT VARTOUS PRODUCTS AND THE WAY LT SRAPES
LTS AUDTENCES UNDERSTANDING, OF THE BRAND AS AN ENTLTY.



L DONALD" S LOOSE CHANGE MENU;

MCDONALD ™S LOOSE CHANGE MENU HTT AUSTRALTAN SHORES TN LATE J01 WHICH CAPTTALISED ON
CHEEPER PRODUCTS BEING DIRECTLY MARKETED TO MASS SOCTETY THKOUGHS LAMMING OF PRINT, AND
VIDEO CAMPATGNING BY THELR ADVERTISING TEAM. M( DONALD ™S KEPT THS CAMPATGN STMPLE,
RELYING ENTIRELY ON THE CONVEYING OF HOW CHEEP ELEMENTS OHHHR PRODUCT LINE WAS, LEAVING A
LARGE DEMOGRAPHTC OF CONSUMERS INTERESTED. THROUGH THIS STMPLE DELTVERY OF THETR VARTOUS
MEDTA ADVERTISEMENT TEXTS, (AS PICTURED BELOW) THE STMPLE PRIMARY RED TRADEMARK OF THE
COMPANY, ALONG WITH THE PRODUCT, AND THE PRICE OF SATD PRODUCT, WITH AUSTRALTAN CURRENCY
BEING USED AS EQUAL STGN, TS ALL THAT THELR PRINT CAMPAIGN CONSISTED OF. BEING INTERCRANGED
ONLY WLTH DIFFERENT PRODUCTS, CURRENCY AND PRICING DEPENDING ON THE PRODUCT FEATURED.

THIS CAMPATGN 1650 SUCCESSFUL DUE TO THE STMPLICTTY OF IT, AND THROUGH SIMPLICTTY T
CAPTTALTSES ON MASS AUDTENCES, RATHER THAN ISOLATING OUT A PARTICULAR DEMOGRAPHIC. THTS
CAMPATGN WORKS ESPECTALLY WELL WITHIN AN AUSTRALTAN CONSUMER DEMOGRAPHTC DUE T0 OUR
CURRENCY BETNG COTN BASED RATHER THAN NOTES, ADVERTISING WISE AUDTENCE ENGAGEMENT WITH
THIS TS STMPLE, WE ARE PROVIDING YOU OUR SAME PRODUCT LINE AT A PRICE CHEAPER THAN OUR
COMPETITORS, BUY OUR FOOD INSTEAD OF THETRS, 1T COSTS LESS,
50 YOU (AN GET MORE. Figure 3: (Top Right)

|_OOS€ Chonge Menu SOH SQI’VQ

Figure 3:0 (above) Figure 3:3 (Bottom Right)
Full Loose Change Menu Loose Change Menu Fries 5



FCREATION AND
MIRRORING;

[HE PROCESS OF RECREATION T AN INTERESTING NOTLON. THROUGHOUT THIS PUBLICATION WE WILL

WALK READERS THROUGH A STEP BY STEP RECKEATLON PROCESS OF CHOSEN MEDTA TEKT ARTEFACTS.
[HROUGH THTS PROCESS WE WTLL HIGHLTGHT THE VARTOUS TECHNTQUES WHICH MEDTA PROFESSTONALS
UTILISE TN ORDER 10 SUCCESSFULLY ENGAGE THEIR AUDTENCE MEMBERS.

S T T 6 RS
S T P T el i
TR G
e e et ¥ [
T e R (Sl .

Figure 6: O (qbove)

Anastasia the cat

AUDTENCE ENGAGEMENT FOR PROFESSTONALS TS A TRLCKY THING, TO0 FORWARD AND 1T CAN RISK

OVERALL DTSMISSAL AND REJECTION, T00 SUBTLE AND THE AUDTENCE MAY MISS THE ENGAGEMENT

ALLTOGETHER, ONCE AGATN REJECTING THE TEXT. ADVERTISING AGENCIES THRIVE OFF OF FINDING

THIS MEDTUM LEVEL OF ENGAGEMENT EMBRACING 1T, A SUCCESSFUL ADVERTISING CAMPATGN OR
STAND ALONE AD WLLL FLTIN THS MEDIUM.

IN QUR RECREATIONS THROUGHOUT THIS PUBLICATION, WE WILL DEMONSTRATE THROUGH TAKING
PROFESSLONAL ADS AND USING THEM TO MARKET EVERYDAY PRODUCTS, THE TECHNTQUES THE CREATOR
OF THE MEDTA TEXTS ARE UTILISING TN ORDER TO CREATE A SUCCESSFUL MEDTA TEAT. 6



RECREATION;
LHEAPER B
IRt DOZEN

THROUGH THE USE OF PHOTOSHOP L HAVE RECREATED THE SERTES OF PRINT CAMPATGNS WHICH WENT WITH THE
MCDONALD"§ LOOSE CHANGE MENU TN ORDER TO HIGHLIGHT THE TECRNTQUES WHICH THE ADVERTISING
AGENCTES, UTLLTSE WITHIN THIS MEDTA TEXT TN ORDER T0 ENGAGE THE AUDTENCES. WHEN TAKING 1T

APARTTO TTS RAWEST FORM 1T 1 SEEN WLTHIN THLS AD CAMPATGN THAT TREY ARE SELLING THE CHEAP RATE

OF THELR PRODUCT RATHER THAN THE PRODUCT TTSELF, CREATING A CONNOTATION IN MEDTA CONSUMERS

MINDS BETWEEN MCDONALD" S AND MORE VALUE FOR THETR MONEY THAN OTHER VARTOUS COMPETTTORS OF

ASIMILAR PRODUCT LINE.



JHE MOST IMPORTANT MEAL OF
LAS SKUDY I I DAY, AN ANAHSISFBREAKFASW

. FI ure 80 (above)
Ceredl Ad Co||ac?e by Anniemae

LN THIS CASE STUDY, WE EXAMINE THE STMIL ARNI S BETWEEN TWO BREAKFAST CEREAL

ADVERTISEMENTS, BOTH TARGETED TOWARDS PARENTS OF TODAY'S SOCTETY. WE LOOK AT A
MTLO CEREAL AD FROM 2010 AND A WEETBIXAD FROM 2013, BOTH CREATED T0 SELL MILO AND
WEETBTX RESPECTIVELY. THE FORMULA USED FOR THESE ADS 15 SOMETHING WE FOUND QUITE
INTERESTING TN THAT WHEN BREAKING DOWN THE ADVERTLSEMENTS, 1T WAS INTERESTING
10 NOTE THE STMILARTTIES TN WHAT WAS SHOWN AND WHO WAS USED AS A PART OF ThE
ADVERTISEMENT (FAMILIES).

1S THERE A PARTICULAR FORMULA THAT CEREAL ADS FOLLOW!

DO THEY EACH HAVE PARTICULAR CONVENTIONS THAT ARE USED THROUGHOUT!
SLOGANS: EXAMPLE L “NUTRTTIOUS ENERGY”, EXAMPLE J: “AUSSTE KIDS ARE WEETBTY KIDS”
IN-FOCUS CEREAL BOX
KTTCHEN SETTING
TARGETED AT A PARTICULAR AUDIENCE: PARENTS AND/OR CHILDREN
LACH AD EMPHASTSES THE NUTRITIONAL GOODNESS OF THE PRODUCT



[L0 CEREAL

Figure 9:0 (below)
) ScreenshoJr from Milo Cereal ad.

BEGINNTNG IN A KTTCHEN, A MOTHER AND DAUGHTER
ENGAGE TN DIALOGUE SETTING UP THE SCENE. IN THE
FOREGROUND OF THE SHOTTS A MILO CEREAL BOX SHOWS
EMPHASTS ON THETR SLOGAN “NUTRTTIOUS FIBRE”.

THE MILO BOX WORKS AS A FOCAL POTNT OF THE SHOT. THE

Figure below
Sereenshot ¢ Figure 941 (below) NTENCE SEES AHOCKEY STICK THAT THE GIRL 1S HOLDING

ALLUDING TO THE FOLLOWING SHOT, “WHOLEGRATN AND
ADDED FIBRE”, WHICH, “GIVES YOUR KIDS NUTRTTIOUS
ENERGY” PRELUDING TO THE CHILD PLAYING SPORT.

THTS AD TAKES A TACTLCTN PUTTING THE PARENTS TN
CHTLDREN"S SHOES, AND MARKETS DIRECTLY TO PARENTS.

Figure 9:2 (below)
Screenshot from Milo Cereal ad

THE MUM TS SEEN TN FOLLOWING SHOTS RUNNING FOR THE BUS,
RUNNING UP SCHOOL STEPS, WALKING INTO CLASS, PLAYING
SPORT, RUNNING TO ANOTHER CLASS AND GOING 10 GYM CLASS
AND COLLAPSING ON THE GYMNASTLCS EQUIPMENT

HIGH [GHTING THE NEED FOR A NUTRITIOUS SUSTAINING

FAST.THIS 5 MIRRORED THROUGH THE FAST-PACED
INTENSTTY OF THESE SHOTS. THTS MIRRORING IT FURTHER
RELTERATES THE FACT TRAT THE CHLLDREN NEED ENERGY 10 STAY
FOCUSSED.

AS A WHOLE THIS AD APPEALS TO PARENTS AND PROVIDERS OF CHILDREN
10 PURCHASE THTS CEREAL FOR THETR CHILDREN. THE FINAL SHOTS OF THE AD

Figure 9:3 (above)
ARE BACK TN THE KLTCHEN WARE THE AUDTENCE SEES CRELDREN EATING THEMILD CEREAL <o oot froms Mo, Covont Ad

LOOKING QUITE HAPPY (EXHTBITING HAPPY BODY LANGUAGE). THE VOTCE-OVER THEN RE-STATES THAT THE CEREAL TS NUTRTTIOUS AND
TASTY (THTS 15 SATD AS THE CHILDREN ARE SMILING) RESONATING WITH PARENTS THE POSTTIVE EFFECTS OF FEEDING THETR CHILDREN MILO
CEREAL



(e lBL

BEGLNNING LN AKLTCHEN THE AUDLENCE

FES A FAMLLY. ON THE DINING TABLE LS A BRLGHY

WEET 81X BOK WHLCH CONTRASTS WHEN JUXTAPOSED

IWLTH THESOFT, GREEN COLOUES ELSEWHERE L Th

(ICHEN, ALERTING THE AUDLENCE'S ATIENTION 10

THE WEETBLX CEREAL A LINK 15 DRAMN BETWEEN 4

B0V EATING CEREAL IMPLYING HE 1S EATING WEETBTY. THEWORDS

“FLRST MATCH” FOLLOWED BY A TRACKING SHOT OF THE 305,
RUNNING AND KICKING A GOAL IN A FODTBALL GAME. fOLLONED

31 ANOTAERSHOT OF THE FAMILLY, AGALN TN THE KLTCHEN, THLS Flaure 10:0 (above)

TIME SHOWING A TIME LAPSE OF AGE AND TIME Weetbix Cereal screenshot

THE WEETBTY BOX ONCE AGATN TMPOSING WITHIN THE

EETI
SHOT, ALL UDING 10 BOTH TEENAGER EATING LT 10 THIS
BEFORE THEY 60 T0 SCHOOL. THE WORDS “FIRST DAY OF HIGH
AP
|

[
S[HOOL PEAR FOLLOWED BY ANOTHER TRACKING SHOT ON
o1 THEWAYTO SCOOL. FOLLOWED BY ANOTHER SHOT TN THE
A SAMEK TCHEN MORE HM HAS PASSED, WLTH IMPOSING
B SHOTOF WEETBTX CEREAL BOX, THE BOY TS NOW DRESSED TN
CASUAL CLOTHES AND L5 TALLER THAN RIS MOTHER
ALLUDING T0 MORE TIME PASSING,

E)\i?ure 10:1 (above)

eetbix Cereal screenshot

THE MOTHER 15 HOLDING AN L PLATE AND “FIRST
DRIVING LESSON™ A5 TEXT, APPEARS. A VOLCE-OVER
N STATES, “THEYVE GOT A LONG WAY 10 60,
mv THEM 4 600D START”. THE AUDIENCE
LINKS THE THREE MONTAGES OF THE BOY AS HE TS
GROWING UP WLTH WEETETX REMATNING A
(ONSTANT FOR A PARTICULAR REASON. A VOICE- |
OVER SUGGESTS THIS REASON THROUGH s 2 192 oy
HIGHLIGHTING NUTRTTIONAL BENEFTTS OF = IIBE
WEETBL. THE AD ENDS WLTH AN TN-FOCUS SHOT -
OF THE WEETSLX BOX “OR THE MONEY SHOT” = whulesm'“
HEGHLLGHTING WEETBTX ARE “1% WHOLEGRATN, 100/ Ready ===
100% READY”, HEGHLTGHTING HEALTH BENEFLTS 3
THIS AD ATMING AT FAMLLLES PLAYING ON THETR
PARENTAL INSTINCTS, THIS EMPHASTSED THROUGH
WEETBLI BELNG A CONSTANT TN THE AGING
PROCES OF THE VIDED. Weettn Lered] secomsbon s

Weet le



ASE STUDYTHREE

LOCA 0
CAN TBORROW A FEELING!

ADVERTISEMENT AGENCLES THRTVE OFF SELLING THETR TARGET
AUDTENCES NOT ONLY THE MEDTA PRODUCT, BUT THE VARTOUS
(ONNOTATLONS T0 WHICH THEY PACKAGE THE PRODUCT WLTH.
A COMPAN'Y NOTORTOUS OF THIS T SOFT DRINK GIANT COCA
COLA, WHO TN VARTOUS OF THE FOLLOWING PRINT
CAMPATGNS CAN BE SEEN SELLING THE AUDTENCE NOT ONLY Simpsons soore o0 s azeve)
THE COMPANY"§ PRODUCT BUT AN ENTIRE EXPERTENCE =pisode 6
WHICH SURROUNDS THE PRODUCT. THLS 1§ EVIDENT N THE EMBEDDED TMAGES, SAMPLING FROM VARTOUS COCA COLA
SUMMER AD CAMPATGNS, HIGHLTGHTING THE ADVERTISING HEADS SELLING, THIS NOSTALGLC HOT SUMMER DAY
CERTENCE, THUS PACKAGINV THELR RODUCT WETH SUMNER AND ATTEMFTING T0 MAKE A LINK IN CONSUMERS MINDS
BETWEEN A HOT SUMMERS DAY AND THE ACCOMPANIMENT OF COLD COKE,
ALL THROUGH CAREFUL SELECTED PRESENTATION OF THELR MEDLA TEXT
THE NOTION ALMOST OF “BORROWING A FEELING ", WHERE B
ADVERTISERS SUBTLY TMPLANT IDEOLOGTES WITHIN CONSUMERS HEADS
ABOUT VARIOUS SCENARLOS, CREATING A LINK AND ADEMAND FOR— §
THE PRODUCT WHTCH  THEY ARE CHOOSTNG 10 SELL. ACROSS THE

BOARD TN ADS LOOKED ATBY COKE WE SEE A CORRELATLON OF

SELLING A TIME,

APLACEOR A

PARTICULAR FEELING 4 live on the (@018 side of life
WHICH ATTRIBUTE

10 A HTGHER DEMAND ;

OF PURCHASING SAID o C‘F%Q (ohore)
ODUCT F'Scﬂ%;‘(l|8‘§\°d"’v°eii) SR

Se”mg a 1(@€|II’19

Flgure 'I'I 03 (rlgl‘ﬂ') ; E@@ #AmericalsBeautiful
Coca Cola Advert

Selling a location

1l



fTH OW R OF WORD OF MOUYH
[N THE MEDTA LANDSCAPE, WE AS CONSUMERS LIVE WITHIN, THE VARTOUS ENGAGEMENTS WE HAVE
WITH MEDTA TEXTS S\/ASW, AND OFTEN UNNOTICED. WHETHER 17 BE SEEING THE TCONTC GOLDEN
ARCHES OF MCDONALDS, THE PURE RED OF KEC OR HUNGRY JACKS, OR THE GREEN FRESHNESS LINKED

SUBCONSCTOUSLY WITH SUBWAY, MEDTA TEXTS NOT ONLY SURROUND US BUT SUBTLY INTERACT WITH US
ON ALEVEL MANY ARE UNABLE T0 REGISTER.

DUETO THE EVER ADAPTING AND FASTPACED NATURE WHLCH TS THE MEDTASCAPE OF OUR GENERATION,
MORE AND MORE ADVERTISING AGENCIES AND COMPANTES ALTKE ARE LODKING FOR NEW WAYS 10
(REATE AN ENGAGEMENT WITH AUDTENCES THAT COMES ACROSS AS ORGANTC AND NON FORMULALC,
THUS MANY AGENCTES HAVE CAPTTALTSED OFF THENOTION OF “WORD OF MOUTH ADVERTISING , WHERE
RATHER THAN THE COMPANY TELLING YOU HOW GOOD THE COMPANY T5, A PEER TS FEEDING BACK
POSLTIVE FEEDBACK AND COMMENTS ON A PARTLCULAR PRODUCT.

OFTEN COMPANTES SUCH AS THE ONE HTGHLIGHTED TN “GRUEN SESSTONS- WORD OF MOUTH
MARKETING ™ UTILISE US THE CONSUMER AS A “MEDTUM™ T0 PERPETRATE PARTICULAR OPINTONS ON
SPECIFICPRODUCTS.

THEKEY FOCUS OF THTS SORT OF MARKETING 15 CREATING THE AUTHENTIC INTERACTION BETWEEN
CONSUMERS, THOSE WO ARE DOTED INFLUENTLAL AND THOSE WHO THEY ARE INFLUENCING.
ADVERTISING PROFESSTONALS WHO UTILISE WORD OF MOUTH IDENTIFY THETR TARGET DEMOGRAPHIC,
SINGLE OUT AN TNFLUENCER AND PLACE THETR PRODUCTS TN THETR HANDS ALLOWING THE “BRANDED
(ONVERSATIONS™ T0 FLOW FREELY AND TN AN ORGANTC NATURE.



@oeAm OATS

AREAL LTFE APPLLCATION OF THE PREVIOUSLY DISCUSSED OF WORD-OF-MOUTH ADVERTISING
[AN BE SEEN TN OBSERVATIONS WE NOTED ON THE WAY T0 UNTVERSTTY DURING THE
SEMESTER, COMPANY CHOBANT WHO ARE MARKETING THELR YOGURT AND LLQUID DAT
PRODUCTS AS "ON THE GO BREAKFASTS SHU A TABLE AT MELBOURNE CENTRAL STATLON
RANDING DUT FREE PRODUCTS T0 COMMUTERS WHD APPEARED 10 BE DN THE GO AND FLTTING
THE TARGET DEMOGRAPHLC, UTILIZING PEAK HOUR COMMUTERS, THELR TARGET AUDTENCE AS
A MECRANISM T0 GENERATE WORDO MOUTH ADVERTISING AMONG OTHER FELLOW BUS!
(COMMUTERS WRO MAY ALSO- BENEFLT FROM THE CONVENTENCE OF BREAKFAST ON THE GO,

#BREAKFASTRESCUE.

Figure 13:00 (above)
Chobani Oats #breakfastrescue

campaign

HOWEVER RANDING OUT FREEPRODUCT TS CLEARLY AN UN-ORGANTC SCENARTD, Th
CONVERSATLON TT GENERATES TS NOT, CONFRONTED BY THE FREE PRODUCT COMMUTERS WERE
LLKELY TO ENTER THEIR WORKPLACE/SCHOOL INSTITUTION SHARING THE FACT THAT THEY
RECELVED FREE CHOBANT OATS, FOLLOWING ON WLTH THELR OPINTON OF THE PRODUCT, AND
AS THE ADVERTISING MARKETING TEAM WOULD HOPE, ENDORSE THE PRODUCT T0-OTHERS WHO
MAY NOT HAVE RECELVED THE PRODUCT FROM THETR TEAM CAUSING A FLOW ON EFFECT, AND
MORE BRANDED CONVERSATIONS ABOUT THE PRODUCT, THETR RECOLLECTIONS WORKING AS A
MEDTA TEXT FOR THE COMPANY INFLUENCING OTHER POTENTIAL BUYERS.

13



VIDEO DIDN TKTLL THE
LADLO ) AR

AN INSTGHT INTO AUDIO MEDTA TEXTAND 11" TECHNTQUES

1Blind Factory
LN\ V777774

THE... famous
radio jingle!

Flgure 14:00 (above ?
Print campaign Occompommerﬂr or The Blind
Fodory

THTS CASE STUDY EXAMINES WHAT MAKES A RADTO ADVERTISEMENT SUCCESSFUL, WHILE MATNTATNING

A UNTQUE METHOD OF PROMOTING THETR PRODUCT. WE ANALYSE THE I[ONI[ NATIONAL TILES RADIO

ADVERTISEMENT, AND THE BLIND FACTORY'S VERY MEMORABLE JINGLE, T0 SEE WHAT TECKNTQUES AND

TRLCKS THEY UTILISE 10 CREATE SUCH UNFORGETTABLE CONTENT FOR YH RADIO MEDTUM AND HOW THE
AUDTENCE RECELVES THEIR MESSAGE.

JINGLE BELLS

THEBLINDFAUORY'SHNGLE[ANBERE[UGNIS BY ALMOST EVERY MELBOURNTAN TN VICTORTA, BUT FROM MANY PEOPLE
ONLINE AND AROUND ME, THEY CLEARLY DISPLAY THE MINDS TOFNUT EING IMPRESSED AT ALL WITH THE TDEA AT ALL.
WHEN ASKED ABOUT THE ONG MO TEND TO DETER FROM ACKNOWLEDGING THE COMPANTES EXTSTENCE,
BUTWE CAN' TDENY THE ADVERTISEMENT S B NY T0RE MAININGRAINEDINTOOURM ORTES. THE JINGLE WORKS S0

WELL DUE TO TT5 STMPLLCLTY AND VERY, VERY, VERY ANNOYING VOICE ACTOR WHO SINGS THE SONG IN A PURPOSELY
TRRITATING AND NASALLY TONE. THE REASON WE REMEMBER 17 1§ BECAUSE WE ASSOCTATE SOME FORMS OF EMOTLONS
WITH THE AD, AND LLKE ANYTHING WE ENCODE INTO OUR BRAINS, OBJECTS AND INFORMATION THAT HAS FEELINGS
ATTACKED WLTH THEM ARE MORE LIKELY 10 BE STORED IN OUR MEMORY THAN ANY OTHER FORM OF INFORMATION.
BASTCPSYCHOLOGY SUGGESTS THAT STNCE WE HAD AN OPTNTON ON THE AD, WE WILL REMEMBER THE AD MORE
OFTEN THAN THE GENERTC SALESMAN THAT FOLLOWS AFTER TT, WHICH WE DON' T USUALLY FORM ANY OPTNTONS ON.
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IRAN (RI T0F AD ONE:
“HELLO™ FRANK WALKER FROM NATIONAL TILES™ THTS WEEK
NAHONA H [S HAV[ABEAUHFU L RANGE OF POL SHED PORCELAIN
FLOOR TILES™, SLASHED BY U WOEU%AND MORE™ ES, UNTLL THIS

SUNDAY ONLY AT NATLONAL TLLES™, SAVE UP T0 30% AND MORE",

ON OUR BEAUTIFUL RANGE OF POHSHED POR(HMN FLODR TLLES™, BUT
ONLY UNTIL THTS SUNDAY~
RUSH INTO NATLONAL TILES NOW AND SAVE™, G0 10 OUR WEBSTTE
FOR DETALLS™. NATLONALTLLES.COM.AV
" INDTCATES WHEN HE HOLDS A SYLLABLE FOR LONGER THAN USUAL.

FOR ALMOST 1§ YEARS FRANK WALKER HAS BEEN A CONSTANT FLGURE TN MELBOURNE RADTO COMMUNTTY, AND
THTS 2014 KADIO ADVERTISEMENT INDICATES THATHE'S NOT GOING TO LET UP ANYTIME SOON. HE STARTS OFf
THIS AD LTKE A MO EVERY OTHER SPOKESPERSON DOES, BY INTRODUCING HIMSELF, BUT THLS PARTLCULAR AD
SOUNDS COMPLETELY DI ERENT T0 ANYTHING ELSE ON RADIO. ON PAPER THE AD 15 STMPLE, FRANK MERELY
INTRODUCES RIMSELF, THE PRODUCT AND THEN PROMOTES THE SALES ON OFFER AT THIS PARTICULAR MOMENT
IN TIME. WHAT MAKES TH NATLONAL TILES AD DIFFERENTTS RANK UNTQUE STYLE OF WORDING, WHLCH HE
USES 0 CAPTURE THE POPUL AHON § ATIENTION. HE STARTS WORDS NWHUSIASH(A LY WITH HIGH ACCENTS,
AND THEN DRAWS OUT THE LAST SYLLABLES OF THE SENTENCE. RE STRESSES ALMOST EVERY SECOND SYLLABLE, AND
PURPOSELY TRIE SYOMAK EAN ANNOYINHON THATWOULD BE IRRNAHNHOUSHN ANYREGULAR
(ONTEXT. THIS CHOICE OFPRONOUN(INGIS FECTIVE TN MAKING HTS AD STICKOUT AMONG ALL THE
HUNDREDS OF SMOOTH CALMING TONES, AND CLEARLY ENUNCTATED SALES.

[HTS ADV[RHSEMENY IS ALSO UNTQUE TN WRO THEY ATM THELR PRODUCTS TOWARDS I STEAD OF CLEARLY
IDENTLFYING A SMALL DEMOGRAPHLC HRANK TRLES 10 APPEAL 10 THE ENTIRE GENERAL PUBLLC. HE REPEATS THE
PHRASE “BEAUTTFUL RANGE POLISHED PORCELATN FLOOR TILES™ TWICE WO EM PHAS IZ TH LR QUAL NY BUT
NEVER CATERS TOWARDS ANY SPECTFTC AUDTENCE OF TNTEREST. THIS GENERAL APPROACH TS EFFECTIVEIN
SELLING RIS PRODUCT WLTHOUT DISCRIMINATION, T MERELY CALL SFOKANYON £ WHO RAS AN INTEREST IN
FLODR TILING 10 AHEASY (ONSIDER THE WIDE RANGE THEY HAVE AT NATIONAL TLLES. FRANKCS AD DOESN'T
AIM T0 BECOME THE NEKTB1G \/IRA SENSATLON, OR T0 TAKE THE WROLE NATION BYSURPRISE H15 UNTQUE
VOLCE AND SIMPLE DIA OGUE RELP HIM CEMENT HIMSELF INTO THE MINDS OF POTENTLAL CUSTOMERS, AND
[T DOESN'THELP THATHIS (SOME HM §) TRRITATING VOICE CAN BE REMEMBERED MORE OFTEN THAN THE NEXT

POP SUNG. .



A World of Choices

[HE BLIND FACTORY

ALTHOUGH MOST OF US HAVE EIPERTENCED THE BLIND FACTORY'S RADIO
al@lcdl 105, [THOUGHT TT WOULD BE MORE FLTTING TO ANALYSE THE VERY RARE
e 1600 (bove) TV ADVERTISEMENT THEY RELEASED TN DECEMBER 2007 AND HOM

The B"ndggigg;g;gmggfompoign EFECTIVE 1T WORKED ALONG WITH ALL THE PREVIOUS RADIO
ADVERTISEMENT THEY' VE HAD. THIS AD DISPLAYS THE WIDE RANGE OF
BLINDS AND POSSTBLE SETTINGS FOR BLINDS T0 BF LOCATED, TN THE

| FORM OF STILL TMAGES AND HAS MINTMAL TEXT DESCRIBING THE

PRODUCT. mAUNMH PHRAS E“BEAUTLFUL BLINDS” AND “A WORLD
8l 0 CHOLCES™ A9 AWAY TO APPEAL TO CONSUMERS” INDLVIDUAL TASTES

| Sl o RS R ) V705, AND MENTIONS THAT THEY ARE “HIGH QUALTTY SHADE

| Sh@dle Solutlons %" SOLUTIONS” PATRED WLTH AN TMAGE OF OUTDOOR BLINDS,

Figure 16:01 (above)
The B|mcl Factory Video campaign

accompaniment

DURING THIS SHOWCASE OF THELR PRODUCT CALMING CLASSICAL MUSIC
IS PLAYED T0 wmm A PRESTIGLOUS AND ELEGANT ASSOCTATION SIS
WLTH THE PURCHASE OF THE BLINDS. THLS GIVES POTENTIAL CONSUMERS Blts
THE TMPRESSTON THAT THESE BLINDS ARE T BE TAKEN SERTOUSLY AS A
PROFESSTONAL PRODUCT AND ONCE THE AD HAS ESTABLLSHED THAT, THe
AD REVEALS THAT THESE REPUTABLE BLINDS CAN BE FOUND AT THE BLIND sre 1602 (above)
FACTORY, WHLCH HAS BEEN A HOUSEHOLD NAME FOR MANY YEARS — The Blmo?oigg;gryd Video compoigr
ALREADY. THTS REVEAL TS SUPPOSED TO SHOCK AND HUMOUR THE VIEWERS "
10 A CERTAN DEGREE, OR AT LEAST THOSE THAT ARE FAMLLAR WLTH THE |
BLIND FACTORY"§ PREVLOUS WORK. FOR THREE YEARS THE BLIND FACTORY 1Blind Factorg
WERE KNOWN FOR THEZR ANNDYING AND VERY CATCHY RADIO JINGLE, iN\N\N\W7774
AND THIS TV ADVERTISEMENT PLAYS WTH THAT TDEA THAT THE
HUMOURDUS AND AT MANY TIMES NOT SERTOUS BLIND FACTORY CAN THE... famous
PRODUCE SUCH QUALLTY CONTENT 50 PROFESSTONALLY, WITHOUT THE radio jingle!
ADDED HELP OF THEZR COMPANY SONG. ONCE THEY" VE SURPRISED THE
VLEWER THEY THEN TEASE THE AUDIENICE AT THE END BY PLAYING THELR
FAMDUS JINGLE, AGATN TN AN ATTEMPT T0 ALMOST TRICK US INTO Figure 16:03 (above)
BELLEVING THAT THE BLIND Mmow RAVE CHANGED THEIRBUANDING 7o Bime Fectory Video compeign
OF THE COMPANY, BUT STLLL KEEP THE SAME UNFORGETTABLE JINGLE




C S [(INCLUSTON:

WITHIN OUR STUDY OF THE TMPACT WHTCH MEDTA TEXT HAS UPON SOCTETY, WE EXPLORED
CAREFULLY SELECTED AD\/ERHS EMENTS, WHLCH WE TDENTLFTED THROUGH OUR RESEARCH AS
CLEARLY EXPRESSTVE OF 1 (HNIQU 5 OFTEN UTILISED BY MEDTA OUTLETS TO ENGAGE
AUDTENC ES QUR CASE S YUDI PROVIDE A BASTS FOR ANALYSTS UPON SEVERAL DIFFERENT
MEDTA TEXTS AND MORE SPECLFLCALLY THE FORMULAS USED TN EACH INDIVIDUAL
ADVERTISEMENT. ROWEVER, FURTHER RESEARCH TS SUGGESTED TN ORDER T0 FULLY GRASP
OTHER (ON(EP )

WE FOCUS ON THE BOMS ARDM NTOF MEDTA TEXTS AND THIS PLAN RESULTED TN THE
(REATION OF AN E-BOOK, EXPLORING JUST A RANDFUL OF THE MEDTA TEXTS TN WHLCH WE
ARE BOMBARDED WITH IN OUR DAY TO DAY LTVES. WE WERE PARTICULARLY FASCINATED BY
ADVERTLSEMENTS TNCLUDING THOSE ON TELEVISTON, RADTO AND PRINT PUBLICATIONS.
[HROUGH OUR RESEARCH, WE DISCOVERED THAT EACK MEDTA OUTLET SPECTFLCALLY TATLORED
TECRNTQUES AND USED VARTATIONS OF APPEALING CONTENT, 10 SELL THE AUDTENCE A
PARTICULAR PRODUCT. WHLLST WORKING UPON FINDING THE FORMULA FOR MANY OF
THESE ADVERTLSEMENTS, WE DISCOVERED THAT ADVERTISING COMPANTES LOOK
SPE(IH(AHY WO MRGH TEXTS AT PARTICULAR AUDTENCES (USING THE EXAMPLE OF THE

MTLO CERt FAST ADVERTISEMENT; THE UTLLISATION OF A MOTHER WTH HER
(RILDREN ) FROMTHI 5, ITTS( EARYHMAD\/ ERTISING COMPANTES MU 100 EATENSTVE
RESEARCH INTO WHO WOUL DMO 1 BUY THE PRODUCT AND MORE SPECTFLCALLY ThE
ETRNTCTTY, AGE, INCOME AND GE ND ROHH IR DEMOGRAPRIC.

LN TERMS OF CREATING A SUCCESSFUL AD, WE HAVE FOUND THATTT TS TMPORTANT T0 BE
DYNAMICAND HAVE A CLEAR APPROACH TN SH OW(ASINGA PRODUCT. FROM THE
ADVERTISEMENTS WE ANALYSED, WE COULD SEE DEFINTTE MESSAGES WITRIN EACH,
UTILLZING VARTOUS INDUSTRY Tt (HNIQU IN OKDER T0 ENGAGE WLTH AUDTENCES AND
SELL THELR RODUUS WHETHER 17 BE BY CREATING A CONNOTATLON WITH THE PRODUCT
SUCH AS COCA COLA SELLNG A FEELTNG/MOMENT OR PLACE, MTLO CEREAL SELLING THETR
NUTRITIONAL BENEFN LTHAS ON CHILDREN TO PARENTS, HAVING A PLAIN AND STMPLE
PRNT PUBLTCATION (EXAMPLE OF THE LOOSE CHANGE MENU) THAT TARGETS A LARGER
DEMOGRAPRIC DUE T0 175 BASTC NATURE, ORH{ANK WALKER GETTING TN EVERYONE'S
EAD WITH HLS MONOTONE DRONE LIKE VOLCE, EACH ADVERTISEMENT TELT STARTS WLTH A
CONTENTLON AS A FOUNDATION, fURTRER DEVELOPING INTO SOMETRING MUCK LARGER
AND PERHAPS ENHANCING AN TNDIVIDUAL S LIKELTHOOD TO PURCHASE A PRODUCT. 17



ACKNOWL EDGEMENIS

ALLTMAGES USED WITHIN THLS PUBLTCATLON WERE SOURCED FROM THE OFFICTAL COMPANTES WEBSTTES, AND WITHIN THIS
NON FOR PROFLT PUBLICATION WE TAKENO OWNERSHIP OF THESE IMAGES, NOR DO WE ADD CONNOTATIONS AS ALL

(ONTENTTS USED PURELY FOR RESEARCH/EDUCATLONAL REASONS.
[FNOTSOURCED FROM THE DFFICTAL COMPANY WEBSTTES TMAGES WERE SOURCED AND COLLAGED FROM WIK

PUBLLC DOMAIN CONTENT, YET AGAIN FOR PURE ACADEMLC PURPOSES.
THE FOLLOWING BTBLTOGRAPHY TS ORDERED TN ORDER OF USEWITHIN PUBLTCATION AND EMPHASTSES OUR
ADVERTISEMENTS TN ORDER TO ANALYSE THE MEDTA TEXTS THEY CREATE. WE CLAIM NO COPYRTGHT OWNERS
THIS PUBLICATION, RATHER WE HAVE USED THEM N ORDER TO FORMAT AND CREATE A TOOL WLTH SOUL UStE

U5
HIP O
f

-HTTPS://COMMONS WIKIMEDTA ORG/WIKT/FTLE:CACHOUOLATAUNIE JP6 _
-HT7PS://COMMONS WIKTMEDTA.ORG/WIKT/FTLEHANSORUDTOERDTO- DENG HARDI,DWS.]PG
-HTTP://WWW.THEGUARDIAN. COM/TECHNOL OGY/QUH/MAY/ZU/GOOG WSPAPER-ARCHTVE-ONLINE
-HTTP://WWW_GENDERANDEDUCATLON COM/WP-CONTENT/UPLOADS /2013/03/? EMINISMJPG
-HTTP://MORSELS.COM.AU/ J0TL/ 00/ L2/ TAKE-THAT-MCDONALDS-HUNGRY- TACKS -PACKS- ARE-HERE/
-HTTP://FORGESHOPPING.COM/SHOPS/FOOD-DRINK/SUBWAY
-HTTPS://MCDONALDS.COM.AU/MENU/F AMI L-VALUE-DINNER-BOK
-HTTPS://KFC.COM.AU/MENU/GROUP-MEALS/F AMTLY-BURGER-BOX/A
-HTTP://WWW SUBWAY.COM.AU/

P:

I COMMONS

OF WEBSTTES

[ IMAGES WHICH APPEAR TN

FOR EDUCATION.

-HTTP://WWW HUNGRYTACKS.COM.AU/MENU/BEEF-RANGE-HTTP://WWW THEBRAG. COM/MUSTC/DECLINE-ANNOUNCE-CAN-T-BORROW-

FEELING-EP

-HTTP://STMPSONS WIKTA.COM/WIKL/CANDLOBORROWOADFEELTNG%3F

-HTTP://WWW TELEGRAPH.CO.UK/FINANCE/NEWSBYSECTOR/RETATLANDCONSUMER/LOL/4BBE/COCA-COLA-RELE
[(EHTML

-HTTP:/WWW BUSINESSJCOMMUNTTY.COM/MARKETING/3-MARKETING-LESSONS-COCA-COLA-DLLLIO/
-HTTP:/WWW BUSTNESSJCOMMUNTTY COM/MARKETING/3-MARKETING-LESSONS-COCA-COLA-DLLLIO/
-HTTP: //(O(A (0 A ARWGAH[RY DEVTANTART.COM/ART/COCA-COLA-VINTAGE-SUMMER-FUN-1013 3k}
-HTTP://LASTREALTNDTANS.COM/MY-VIEW-ON-THE-COCA-COLA-COMMERCTAL-BY-DANA-LONE-HILL/-
HTTP S//[OMMON § WIKIMEDTA ORG/WIKT/FILEANASTASTADJI JPG
-HTTP:/FWWWMIL 0 (OM AU/PRODUCTS/CEREAL-

-HTTP://WWW WEETBTX.COM.AU/RECTPES/WEET-BTX-AND-HOT-MILK

-HTTP:/ FHEALTHY- KID 5.COM.AU/TOP-10-HEALTHY-BREAKFAST-CEREALS
HTTP://WWW KELLDGGS.COM.AU/ENDAU/COCO-POPS-CONSUMER-BRAND HTM
HTTP://WWW KELLOGGS.CA/ENOCA/FRODT-LO0PS -CONSUMER-BRAND HTML
HTTP://WWW SANZA.CO.UK/KELLOGGSONUTRIOGRATN ASP

-HTTPS://TWITTER COM/CHOBANTAU/STATUS/568 2203013560848 TTPS://WWW YOUTUBE.COM/WATCH/!
V-PMCOGCWU LM ERANKOWALKEROFROMONATIONALOTILESOORTGINALOAD-HTTPS://WWW YOUTUBE.COM/WATCHT
V-TQEJYOUNFOGAEATURE-YOUTU BE

ES-B0TTLE-MADE-OF-



