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ABSTRACT 

PUBLIC EDUCATION AS A MARKETING MEDIUM 

An examination of corporate sponsored curriculum used in the Canadian public 
school system 

Jeremy Stewart Gillies 
University of Windsor, 1999 

Advisor: 
Dr. Myles Ruggles 

This thesis draws on the work of a wide range of theorists. philosophers. 

and educators in order to examine corporate sponsored curriculum used in the 

Canadian public school system. The main aim of this thesis is to determine 

whether or not corporate sponsored curriculum is, in fact, advertising. Does the 

classroom become a marketing medium through the use of corporate sponsored 

curriculum? Two case studies, of the Bank of Montreal's my money lnvestment 

Kit and the Tampax Health Education Program On Puberfy And Menstrual 

Health, will be used as models for this thesis. The curriculum wiH be examined 

through both proponents and critics of adverting via four main perspectives. 

These perspectives include: 1) the view that advertising is a form of information, 

2) the view that advertising is a fom of persuasion, 3) the view that advertising is 

a form of symbolism, and 4) the critical cultural view of advertising. The findings 

will be entrenched in the socio-historical context of the current role played by the 

system of public education. This role is then contrasted with the aims and desires 

of marketing organizations and corporations. The thesis concludes with a 

synthesis of the findings and combines them with theoretical, philosophical, and 

contemporary views of education and society. 
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Do you remember your third or fourth grade of primary school? If you 

attended a public school in Canada during the past half-century, you more than 

likely had a typical course of study that included core subjects such as math, 

spelling, writing, and reading. What if these subjects were somehow altered so 

that you were materially rewarded for achieving better grades in each? Let us 

take reading and math as two examples. 

Perhaps you remember a chart in your classroom that displayed the 

amount of reading each student accomplished on a monthly or yearly basis. For 

each book a student read (or fixed amount of pages), the student received a 

sticker that was to be placed on the chart. By the end of the month or year, the 

chart had turned into a bar graph of the reading levels of each student in the 

class. The reward for hig h levels of reading was teacher and class praise for 

achieving a high standing on the chart. It is obvious that this chart system poses 

potential problems in ternis of self-esteem. Those students who cannot read the 

same amount of material as other students may feel less important, or be 

ridiculed by those who read more books. At the other end of the spectrum, 

students who read more may be ridiculed because they excel and are above the 

average of the class. Regardless of the problems this system poses, one thing is 

clear-the reward for good work is a sticket and self-satisfaction. 



What if the rules were somehow changed? What if you got more than a 

sticker for reading a certain amount of books in a month? In order to get this 

reward you have to sit down with your teacher, establish personal reading goals, 

and achieve those goals. Let us Say that, on average, you read approximately 

four books in a month. In order to increase the amount of reading you do, you 

decide to set a goal for yourself to read five books in one month. If you complete 

your desired goal, in addition to your sticker, you will receive your new reward. 

What is this reward? Would a new toy be out of line? How about a free movie 

pass? M a t  about a pizza? Sounds like a good deal, doesn't it? You are told that 

will now get free pizza for doing something that you should already be doing as 

part of your curriculum. If this idea sounds far-fetched, let me be the first tell you 

that it is real. Piua Hut restaurants has a program such as this in over 25. 000 

schools in Canada. (Piua Hut, 1997) 

The program, called Book It!, is designed for kindergarten to grade eight 

students. It was set up to "motivate students to read more, by rewarding their 

reading accomplishments." (Pizza hut, lW7, p. 3) The five-month program runs 

from October through to February. Provided that they reach their reading goals, 

each student is rewarded with one Pizza Hut personal pan pizza on a monthly 

basis, up to a maximum of five. (Pizza Hut, 1997) It is up to the teacher to 

determine whether or not the goals have been met. If the whole class manages 

to meet al1 of its reading goals for at least four of the months during the five- 

month period, the class and teacher receive a free pizza party. (Pizza Hut, 1997) 

Students are also rewarded with certificates, buttons, a personal congratulation 



from a Pizza Hut restaurant manager, and a chance to be on the reading honour 

roll. ( P b  Hut, 1997) 

The system of reading is not al1 that has changed. What if you math class 

had some alterations as well? Traditionally you may have counted any number of 

methods used in order to teach about addition, subtraction, graphing and ratios. 

What if your ctass was given curriculum that specified that you must use MBM's 

Chocolate Candies as counters? The Great Chocolate Ekperience II uses M8M's 

in a variety of math and other exercises. For example, students are provided with 

MBMIMars regional data on the actual ratios of M&M colours in a given sire bag. 

They are then supposed to make predictions as to what they believe the colour 

composition of the bag will be. Students then count the M&M's, sorting them and 

graphing them according to colour. A cornparison is made between the 

MBMIMars regional data, their predictions, and their own data set to see how 

accurate both MBMIMars and their own estimates were. (Bequette, 1997a) Upon 

cornpletion, students are encouraged to eat the data set. 

The Great Chocolate Experience II also contains other math activities. 

These include things such as arranging 15 M&M's into various piles and counting 

the remainder. Another activity instructs students to use the whole package of 

M&M1s as a starting point. Students should then "put Wo MBM's in [their] mouth," 

and determine "how many are left?" (Bequette, 1997a) This kit is not limited to 

use in math class. It suggests others way of using various chocolate products 

around the classroom. Give Me A Little Kiss combines the use of kisses (made 

by Hershey's), a bulletin board, and random activities. Each morning a student is 



allowed to pick one of the kisses off of the board and read an accompanying note 

that has been re-wrapped with the kiss. (Bequette, 1997b, p. 1) The note 

contains a fun activity for the class to participate in-something such a "no math 

homework," "1 5 minutes of extra recess time," or "play board games on Friday 

afternoon." (Bequette, 1997b, p. 1) Other activities include using kisses as 

stepping-stones on a path that follows a story line, writing an advertisement for 

chocolate toothpaste, and providing students with candy rewards for reading 

books. (Bequette. 1 997b) 

Corporate Messages in Public Schools? 

Supplemental curriculum packages, such as the previous two examples, 

are increasingly being used in rnany areas of study in Canada's public schools 

(see chapter five). These packages are produced by corporations and other 

private interest groups and are intended for use in the public school system. The 

learning material kits are also known as "SEMs" or Sponsored Education 

Materials. For the purposes of this research project, we will look at corporate 

sponsored curriculum only, as it makes up almost the entirety of the available 

materials. I will also avoid the use of the acronym "SEM" because it is a non- 

descriptive title. It does not spell out the identity of the participants involved in the 

creation of the materials. The examples of Pizza Hut and the Great Chocolate 

Expenence II are a good indication of the types of privately created materials that 

are being used. Is this corporate curriculum merely veiled advertising for 



commodities, and if sol should there be cause for concern? The answer to these 

questions will be answered by this thesis in two stages. 

Traditionally, the Canadian public classroom has been free of advertising 

messages. In the main part of this project, I will examine, in depth, two case 

examples of corporate sponsored curriculum through four perspectives of 

advertising. Through the use communication theory, we can get at the root of the 

messages employed in the corporate sponsored curriculum packages. Public 

school curriculum is a form of communication. Advertising is also a form of 

communication. What happens when a corporation creates a curriculum 

package? Does the corporate logo on the curriculum materials or the reference 

to corporate commodities in the curriculum make any difference to the content of 

the learning materials? 

In the second part, I will apply the analysis of the case studies to the 

situation as it is in Ontario schools in order to draw conclusions about the issue 

of concem. I will also examine the difference between private and corporate 

expectations, theories of the public school system, and some public expectations 

of Ontario schools. The situation is not unique to Ontario. It is part of a large; 

movement to re-structure education in Canada. We will also examine some of 

the changes that are taking place in other provinces at both the elementary, 

secondary, and post-secondary school levels. 



Corporate Sponsored Curriculum: Problem and Approach 

My specific interest resides in the corporate materials themselves. Are 

they different from advertisements? Should they be indistinguishable from 

advertising? Is this just a new type of advertising? As is attested by the review of 

some of the research reports on the cumnt situation in our public schools, there 

has been a sharp increase in the use of corporate sponsored curriculum in the 

public classroom. These materials are produced privately, by corporations, and 

are intended for use with regular coursework, or to be used as a separate course 

altogether. Corporate sponsored curriculum is clearly not the same thing as 

publicly subsidized teaching materials. Traditional public classroom materials are 

free of commercial commodity brands, labels, and slogans.' If we replace these 

traditional teaching materials-such as textbooks, videos, handouts-with 

corporate created teaching materials, do we also replace the messages? If sol 

are the new meanings in alignment with the aims of business or do they serve a 

wider community? Are these materials of any educational use, or are they merely 

a deceptive way for corporations to push commodities, messages, and values 

upon students? Does the public classroom now become a marketing medium? 

There are four key research traditions that define advertising: advertising 

is a fom of information, advertising is a fom of persuasion, advertising is a fom 

of symbolism, and advertising is a fom of ideological creation. maintenance, and 

control. The first three perspectives are non-critical because they do not examine 

the context in which advertising is created and they also do not acknowledge any 



type of social power. The fourth perspective is divided into two camps. The first is 

the critical cultural view and the second perspective is the view of critical political 

economy. The critical cultural perspective will allows us to examine the details of 

the corporate sponsored curriculum packages. The structural framewotk of 

advertising will be addressed in the latter part of this project through the critical 

political economic perspective. This view infons the most important part of the 

theoretical background for this project because it will allow us to address the 

notion of public concern. It will also allow us to look at the school setting as a tool 

for dissemination of various ideological perspectives. 

The Public Classroom as a Marketing Medium 

Dallas Smythe (1 981) argues that we live in a society that is dominated by 

what he calls the consciousness industry. The central issue for Smythe (1981) is 

whoever controls the means of disseminating information also has ultimate 

political power. Our mindset, our values, our beliefs, Our expression of feelings, 

our daily routines, are al1 informed, and in many cases governed, by the 

consciousness industry. The components of this industry include al1 of the 

institutions in Our society that help create and maintain the values of the free- 

market economy. Churches, banks, television networks, and even public schools 

contribute to the building of our consciousness. It might be alarming, 

disconcerting, and somewhat inconceivable that the production of your 

consciousness is govemed to a great extent by a few large-scale institutions. The 



ideological teachings of the consciousness industry are not monolithic. There is 

potential for alternative perspectives to be present in many forms such as social 

resistance, personal choice, and criticism. Perhaps it is the fact that people are 

not machines that is the biggest site of resistance. We al1 do not process data the 

same way! 

One crucial aim of the consciousness industry in North America is to 

perpetuate the values of the free-market system. Within this framework, the 

consciousness industry produces audiences for advertisers so that people may 

learn and rnaintain the cyclical process of mass production and mass 

consumption. Where does one's personal autonomy assert itself? In North 

America, we live in a society that upholds the notion of individual freedom. The 

freedom described in Smythe's (1 981) mode1 is one of "consumer sovereignty." 

(p. 9) We have the ability to choose from among millions of commodities-that is, 

we choose what we consume. Arguably, it would be very difficult to choose to not 

consume because we are virtually dependent upon the system. Srnythe (1 981) 

further asserts that the process of learning the rules, values, and beliefs of the 

consciousness industry is a type of labour, "one that is totally unacknowledged." 

(p. xxi) It must be noted that this is not a top-down approach. People willingly 

market commodities and systemic ideologies to thernselves. (Smythe, 1981) 

The pay-off for the marketing of comrnodities is what Smythe (1981) refen 

to as the "free lunch." (p. mi) The free lunch is better known to people as news, 

movies, sports-you know, television. His argument is extended further to Say 

that the real praduct that is created is the person watching and performing the 



unpaid labour. (Smythe, 1981) If we extend this argument further, we see that 

"the media's job is to seIl audiences to advertisers," (Smythe, 1 981 , p. 14) and 

not the other way around. Once again, the whole process is by no means 

automatic. There is a point of struggle where the interaction among people, 

commodities, and advertisements takes place. There is potential resistance to 

the views espoused by the advertisers through the "innate capacity and need for 

love, respect, communal relations and creativity." (Smythe, 1981, p. 270) While 

material things may be able to create feelings or emotions in a person, they are 

unable to have feelings or emotions for a person. The major contradiction that 

occurs is between "people and capital." (Srnythe, 1981, p. 271) To paraphrase 

the Beatles, money cannot buy one love. 

1 would like to extend Our traditional notions of the mass media to include 

the classroom. The traditional components of the mass media include things 

such as television, movies, newspapers, plays, radio broadcasts, paperback 

novels, and music. We tend not to think of the classroom as being a tool of mass 

media even though it employs the system of mass distribution of information. In 

reality, the classroom is a place not unlike the other media mentioned above. 

These media al1 help to transmit information from one source to another. Aside 

from a few obvious differences, the one important contrast between the 

classroom and other media outlets is that the audience in a public school 

classroom must be there by law. Alrnost al1 other media outlets are strictly 

voluntary-you can change the channel on a television, close a book, tear out a 

page from a magazine, or unplug your radio. Children, on the other hand, are 



supposed to pay attention to the teacher's Iessons when they are in class. Public 

schools are similar to these media outlets because they contribute to the creation 

and maintenance of free-market values in children because they are part of the 

consciousness industry. They are very much like other sources of media where 

information, ideas, beliefs, and values are shown, taught. and learned. The 

rnaterial taught in a public school is fairly congruent with the notions and beliefs 

of the society in which it is located. Finally, like other sources of media, there is 

potential for resistance to the messages. 

To what extent does it matter that corporations are now producing 

curriculum materials to be used in the public classroom? This is a question of 

policy choice. We can, however, attempt to determine how closely related 

traditional models of advertising are to the new curriculum materials produced by 

corporations. It is through this analysis, that we can see whether or not the 

classroom becomes a marketing medium. There is also a potential major twist, in 

this case, to the concept of the free lunch. The roles of work and free lunch 

change. Traditionally, the source of unpaid labour is the marketing of products to 

oneself. In this new modal, the unpaid labour becornes the curriculum activities 

performed by the student in class. The free lunch is no longer the programming 

(or in this case, the curriculum), but is the advertising and its respective 

commodity. In the case of Pizza Hut. the student literally receives food for 

performing work. 



Methodology and Samples 

In hnro case studies, we will examine two very different corporate 

sponsored curriculum packages. The first case, the Bank of MontmaI's My 

Money Investment Kit. is a seven-lesson package that explainç investment to 

young public school children (Kindergarten to Grade 8). The kit contains various 

activity sheets, a teacher's guide, and a board game to be played by the students 

once they have learned al1 the investment information in the kit. The second 

package is entitled TA MPAX Health Education Program on Pubedy and 

Menstrual HeaIth. This kit, produced by Tampax (a subsidiary of Proctor and 

Gambie), contains a video, a teacher's guide, a student handbook (one for every 

student), a poster, and a sample package of Tampax Satin tampons. 

In order to illustrate how each package works in detail, both of these 

curriculum packages will be analyzed under each of the four advertising research 

traditions. A detailed explanation of how each package works will hopefully 

provide the reader with tools to decode further examples or corporate sponsored 

curriculum that are not covered in this thesis. In order to facilitate this type of 

analysis, each of the four perspectives is broken down into separate parts and 

simpfified in order to determine key things to look for in the curriculum materials. 

For example, one part of the information perspective argues that an 

advertisernent contains facts about the utility value of a product. In the 

curriculum. we would look for evidence of information about the utility value of a 

given commodity. Each perspective will have its own set of characteristics to 



compare and contrast with those found in the corporate sponsored curriculum 

materials. 

Changes In Thinking About Education 

In order for us to examine the public school systern and corporate 

sponsored learning materials, we must understand the system of public 

education and its history. We will examine some of the well-known historical 

philosophical and political economic views of public education. The next step will 

be to examine desires and aims of corporate involvement in the public education 

system. Finally, we will look at some of the changes that have taken place within 

Ontario and the rest of Canada. 

Public education in Ontario is undergoing some extremely important 

changes that can be grouped under one all-encompassing notion; private groups 

are increasing their involvement within the public classroom and the system of 

public education. However, there is a striking contrast between the goals of 

public education, and private intemst in education. Ontario is not alone in its 

restnicturing of the public education system. Other provinces, and other 

countries are making similar changes as a response to globalkation. 



Applying Findings to the State of Edutation 

Why does it matter that corporations are now creating corporate 

sponsored curriculum for use in the public classroom? It may be possible for both 

the goals of public education and corporate interests to be harmonized through 

the use of corporate sponsored curriculum. The major differenœ between the 

two sectors is between public accountability and shareholder accountability. 

Public schools have to educate. Private firms have to make money. What 

happens when there is a conflict between these interests? This question is one 

that must be answered through policy. Hopefully, the findings of this study will be 

able to direct policy so that it will benefit the public interest. not just a few for- 

profit organizations. 

Plan of Discussion 

Chapter one examines the research traditions of advertising that view advertising 

as a form of information, of persuasion, and of symbolism. 

Chapter two will look at the critical perspectives on advertising: critical cultural 

analyses and the critical political economic view of which Smythe is a good 

exarnple. 

Chapter three contains a description of the rnethodology employed for the 

analysis and detailed breakdowns of the kits themselves. 



Chapter four is comprised of rny analysis of some of the corporate sponsored 

curriculum materials. 

Chapter five will examine some of the literature surrounding the current use of 

corporate sponsored materials in classrooms. 

Chapter six contains my synthesis of the analysis and the stated of public 

education, as well as rny conclusions about the findings and recommendations 

for further study. 



CHAPTER ONE 

NON-CRlT ICAL RESEARCH TRADITIONS OF ADVERTISING 

Defining the role that advertising plays within our free-market society has 

been the challenge of many scholars, market researchers, independent 

organizations, and governrnents for a long time. There is one thing that al1 of the 

critical and non-critical theorists of advertising agree on-that advertising is a 

huge part of North American society. Why do we have advertising? What function 

does it serve? Who does it serve? M a t  are the benefits? VVhat are the costs? It 

would be easy to write an encyclopedia-length series on different theories of 

economics, communication, social relations, politics, and how advertising relates 

to each. lnstead of that daunting task, let us simpliv the congestion by examining 

some of the more prominent arguments made by bath proponents and critics of 

advertising . 
The intent of this chapter is to explain some of the non-critical positions 

held by various theorists. There are three distinct, nontritical views of 

advertising-sornetirnes these views are combined in order to fom a broad 

perspective. The use of the term "non-critical" identifies the fact that these 

theories ignore the institutional structure of advertising in the free-market 

economy. The theories developed by the sources of this section are by no means 



a complete survey of al1 of the individual positions on advertising. They are, 

however, a solid introduction to the three non-critical research traditions. 

The major difference between these two traditions is that the non-critical 

view sees advertising as a socially neutral or positive force. The critical 

perspective believes t hat advertising is a controll ing and destructive ideolog ical 

tool designed to serve the business comrnunity. Those who see adveitising as a 

value neutral or positive tool do not acknowledge or discuss ideology when 

talking about advertising. The conversations they have regarding advertising, 

however, do suggest that ideology is at work in some cases. The non-critical side 

includes these perspectives: advertising is a type of information, advertising is a 

form of symbolism, advertising is a form of persuasion, or advertising is a 

combination of these perspectives. In contrast with the non-critical camp, the 

critical perspective includes critical ideological analysis of advertisements and 

their meaning, political economic criticism of the system, or a combination of 

both. We will tackle the critical camp in the next chapter. 

The Reader, The Text and The Copy 

In order to describe someone who is subjected to an adverüsement, I elect 

to use the term reader. This terni is widely used by many people who write from 

the paradigm of post-rnodem thought. The t e n  reader is prefaœd on the notion 

of text. Text, in is most broad definition (for this work), means anything that can 

be interpreted by a peson. The key is that someone can obtain information from 



the thing in question, through one of the five major senses. Let us look at an 

event outside of advertising. 

A reader can make sense of touching the keys on a cornputer keyboard, 

because that touch conveys information that can be interpreted by the reader. 

Information and interpretations for this act could be: how the key felt to the 

reader's finger, how much force was used to press the key, how much force was 

exerted back to the reader's finger by the spring inside the key, what sound was 

made by the key, as well as many other possible sensations. There are other 

possible readings of the keyboard. A person may also be able to read the letters 

and syrnbols on each of the individual keyboard keys. The design of the 

keyboard is another factor, which can be read by the user. For example, the 

specific shape and style of the collective cornponents of the keyboard may tell 

the user about its function when compared to other keyboards. Another aspect 

that may be interpreted could be the location of the keyboard. Most likely the 

keyboard is attached to a computer system. If the system is located in a 

prominent place in someone's house, the computer rnay be interpreted as a vital 

part of that penon's life. We could came up with hundreds of other possible 

readings in our keyboard model. What is important here is the suggestion that a 

cornputer keyboard is itself a text because it can convey information. 

An advertisement on television, in a magazine or on the radio is still a text, 

although each format is interpreted in a different way. The key is that they al1 

must be interpreted. Use of the t e n  readersuggests an active process of 

gathering the information within an advertisement on many difterent levels, 



predicated on one's own framework and interpreted in an infinite number of 

ways. In order to refer to the specific written words within a text, I will use the 

printer's term copy. 

Advertising as a Form of Infornation 

The advadishg as a form of information perspective assumes that the 

individual reading an advertisernent is a rational or logical individual. The 

advertisements t hemselves present information a bout the product and its utility . 

The consumer then operates in a series of logical, well reasoned steps which 

lead to a conclusion about the advertised commodity. Martin Bell (1 966) 

endorses the notion of the rational consumer in Marketina: concepts and 

strateq. For Bell (1966), a consumer seeks out commodities to purchase, in 

order to satisfy wants or needs, based on a strategic plan of action referred to as 

"problem solving." (p. 1 99) Bell (1 966) does not rnake a distinction between a 

want and a need. Whether or not wants and needs are different is irrelevant for 

this project because both can lead to consumption at some point. The terms want 

and need will be used interchangeably for the purpose of assessing Bell's (1 966) 

assertions. 



Bell's (1 966) first step is for the consumer to identw or realize wants. 

Physical, psychological and social needs give rise to consumer wants that 

rnotivate the individual to seek satisfactions from goods and services 

available in the market. These consumer wants arise either within the 

individual or from his environment, and the chang ing patterns of consumer 

wants can be directly traced to the changing conditions in the organism, in 

the environment, and in the relationship between the two. (Bell, 1966, p. 

193) 

His evaluation is grounded in a general, cornmon sense, logic-based argument. 

Even if the needs are cmated needs. that is, not of the individual's own 

generation and suggested through advertising. the above passage is quite 

accurate. It is perhaps useful to stress that consumption needs are more likely to 

arise out of psychological means rather than physical or social means. The social 

pressures exerted are likely to be a derivative of, or originate from, the 

psychological needs rather than the other way around. The physical need aspect, 

in regard to consumption, is questionable once we get past the fundamental 

need for nourishment, shelter, and perhaps (in extreme cases) addiction. Let me 

illustrate by posing a question. Is there a mal, fundamental physical need to own 

a television? Unless your intent is to remove the inside of the television and use it 

as shelter. then the need is not of a fundamental nature. You certainly cannot eat 

the television! 



The second principle Bell (1 966) introduces is: people will seek means to 

satisw fheir wants. 

Wants-satisfying goods and services exist in the consumer's environment. 

This environment must be searched to locate those goods and services 

that best fit the consumer's want-that provide the best solution to his 

problem. Of course, an individual does not institute a complete 

environmental search every time he perceives a want. Wants recur and 

patterns of problem solving develop. (Bell, 1 966, p. 1 99) 

Bell (1966) assumes that the consumer actively seeks out the means to satisfy 

their wants. Arguably, advertising may not serve this function. Advertising could 

serve to alert the consumer of products and services before a person even has a 

want. In some cases, advertising may actually create that want. In any case, 

advertising does not serve to merely inform the consumer, but to motivate the 

consumer to seek satisfaction for a want through consumption of a product. The 

persuasion theorists would probably agree with the assertion that advertising is a 

motivating factor. Their theories will be addressed later in this chapter. 

The third stage in Bell's (1 966) rational consumer model is the process of 

evaluation of alternatives. At this point, the consumer will rank the current want 

within a personal hierarchy of wants to determine if it should be fulfilled at that 

time. Bell (1 966) asserts that the consumer "determines the degree of 

satisfaction that he will consider appropriate in view of the potency of the want 



and the sacrifice required to satisfy it." (p. 201) Bell (1966) cites consumer 

trends, income, and opportunity cost as plausible methods of evaluation of his 

theory. He uses the example of a weekly shopper in a grocery store, with a 

limited amount of money to spend on commodities. The shopper will make 

decisions based on an entire week's worth of food preparation and consumption. 

Careful decisions must be made, cthenrvise the consumer may eat expensive 

foods for the first few days, and starve during the rest of the week. 

Finally, a choice must be made. This fourth stage entails the decision of 

the consumer based on the evaiuation of the competing alternatives. Bell (1 966) 

suggests that a consumer will make a choice when one or more of the following 

conditions are satisfied: 

1 . No more satisfactory solutions exist than those already discovered. 

2. The effort required to search for additional solutions is not justified in 

view of the potency of the want or the degree of satisfaction anticipated. 

3. There is not sufficient time to explore the environment further and 

evaluate other alternatives. 

4. The decision cannot be postponed. (p. 203) 

Nelson (1974) takes a stance similar to that of Bell (1 966), but provides a 

much more detailed account as to how consumer power works. He asserts that 

"information is generated by advertising because of consumer power in the 

product market. The nature of that power will Vary significantly by the nature of 



the product being advertised." (Nelson, 1974, p. 730) Consumer power dictates 

the success of one product over another because without consumption, no 

commodities would exist. Nelson's (1974) second statement assumes that 

consumers have ultimate control over their consumption behaviour. M i l e  

consumers do have the final Say as to where their money will be spent, they rnay 

not be able to make the choice to not consume. In order tu !ive in the free-market 

economy and survive, one must spend money to get what they want. 

Nelson (1974) makes a distinction between search products (he uses the 

example of style or fashion) and expenence products (those which the consumer 

knows, such as the taste of a particular beverage). Nelson (1974) suggests that 

misleading or deceptive advertisers probably do not exist in the search category 

because the consumer can compare advertiser claims to the actual product 

before a purchase is made. For example, if an advertiser uses a picture to 

advertise a new dress, and the actual dress does not match the one portrayed in 

the picture. the dress would not be purchased on the basis of the advertiser's 

claims. The experience category is much trickier for the consumer. Nelson (1 974) 

asserts that the only way for a consumer to tell if the product claims are true is to 

actually consume the product. How can someone tell if a product tastes good if it 

has never been tasted? It is here that information plays a key role. 

Nelson (1 974) argues that people use advertising information to select 

among competing alternatives. "[The consumer] would like to rank [products] by 

their utility to him. Advertising provides no direct information for him to do that 

job." (Nelson, 1 974, p. 731) The direct information to which Nelson (1 974) refen 



is something such as the actual flavour of a beverage. An advertisement can 

describe the flavour, but it cannot provide the real taste sensation of the product. 

Nelson (1 974) also suggests that the more a person sees advertisements, the 

more likely it is that the person will purchase the product portrayed in the 

advertisements. Repetiüon of messages generates legitimacy and, therefore, 

increases the value of the commodity. 

Nelson (1 974) also examines a long-standing complaint of advertising- 

that it can be deceptive. He argues that deceptive advertisements are easily 

recognizable because they contain indicators of their illusory content. 

As long as consumers followed the decision rule: believe an 

advertisement for experience qualities when it tells about the functions of 

a brand; do not believe the advertisement when it tells how well a brand 

performs that function-the consumer will be rarely deceived. (Nelson, 

1 874, p. 749) 

Nelson (1 974) assumes that the foundation of al1 advertisements is based on the 

rule of product utility. Nelson (1974) prefaœs his argument on the assurnption 

that deception only occurs at the level of product claims, not product 

performance. He does not address the imagery and interactions within an 

advertisernent. Product meaning, as we will examine through Levitt (1970) and 

symbolism, may not be derived from the product itself, but from the notions that 

the consumer has about that product. Deception does not always take place at 



the level of daims of performance; sometimes it occun at the level of fulfilling the 

consumer's expected notions surrounding the product. 

Nelson's (1974) deception rule rnay work when the information 

surrounding the product is factual, but what happens when the information is 

intended to mislead the consumer? Is it possible to make a rational decision 

based on false information? One can certainly arrive at a plausible deduction, but 

since it is predicated on false premises, the decision rnay not be in the best 

interest of the consumer. It is because of this problem that there have been many 

attacks made on false advertising. 

The Federal Trade Commission, by Wagner (1 971 ), outlines the Federal 

Trade Commission (FTC) guidelines for dealing with false advertisers. The FTC 

"announced that any cornplaints it issued alleging false and misleading 

advertising on the television networks would be given immediate publicity." 

(Wagner, 1971, p. 174) The FTC monitored radio and television through the 

mandatory submission of advertisers' scripts, while newspaper and magazine 

advertising was examined through regular inspections of content. To determine if 

an advertisement was false, the FTC would ask: "what is the promise made?" 

Wagner, 1971, p. 174) In order to determine the meaning of the advertisement, 

the FTC first had to synthesize a definition of the level of intelligence of the 

reader of the adverthement. Initially, according to Wagner (1 971), the term 

"average purchasef was employed as the definition. (p. 174) Since that definition 

did not include people of low intelligence or those with low perceptual skills, the 

Second Circuit court expanded the definiüon. Advertising had to be Wear enough 



so that, in the words of the prophet Isaiah, 'wayfaring men, though fools, shall not 

err therein.'" (Wagner, 1971, p. 175) 

With the level of intelligence set at the level of anyone who can read an 

advertisement or look at the advertisement and draw information from it, the FTC 

was able to create a definition of adverfisng deception. "The Commission J a s  

adopted a policy to prohibit only those advertisernents that have a tendency ar 

capacity to deceive. Simple falsity in the mock-ups is not enough. The 

representation must be such as to induce the public to act." (Wagner, 1981, p. 

177) The FTC proceeded to define several different kinds of deception including: 

bait-and-switch schernes (luring consumers to a store with a low priced article, 

only to find out that the product cannot be purchased, at which point the 

salesperson tries to convince the consumer to purchase higher priced 

alternatives), deceptive television advertising (combating false virtues assigned 

to a product), mock-ups (false or misleading television demonstrations and 

cornparisons), food, drug , and cosmetic advertising , and cigarette advertising . 

The assumption of the FTC was that advertisers who made outrageous 

claims were the only parties who could be considered guilty of using misleading 

advertising. On a practical level, a product must be able to perform the tasks it 

claims it can perfom. This is easy to regulate in ternis of mechanistic 

performance, but how can one determine the validity of Nelson's (1 974) 

experience claims? Is it possible to regulate experiential feelings? If a commodity 

works as it claims it does on a pragmatic level, but leaves the consumer 

unfulfilled, does it constitute false advertising? If the FTC were to regulate false 



experiential claims, there could potentially be billions of product complaints, 

returns, and lawsuits. 

The theorists we have examined thus far have deak with the concept of 

the rational individual who seeks out as much information as is possible in order 

to detemine the ability of a commodity to satisfy his or her needs. Linder (1970) 

takes a slightly different approach to the rational consumer. He argues that 

consumers act in a rational manner because they use advertisements as a time 

saving device. This may not sound much different than Bell (1 966) or Nelson 

(1 974), but the emphasis on different areas of rational behaviour splits the Mo 

perspectives. For Linder (1970), the tmly rational consumer does not want to 

spend al1 of his or her time deciding upon which things to consume. He suggests 

that a consumer is truly rational or intelligent when he or she makes an effort to 

avoid spending al1 of their time reading consumer magazines or seeking out 

advertisements. The truly intelligent person, in fact, desires to be persuaded by 

advertising. "One actually wants to be influenced by advertising to get an instant 

feeling that one has perfectly good reason to buy this or that commodity, the true 

properties of which one knows dismally little about." (Linder, 1 970, p. 74) This 

claim suggests that the weight of a consumer's value of a product is tied with the 

advertiser's position of supreme knowledge. Although Linder (1 970) touches on 

the element of persuasion in advertising later in his theory, his arguments in 

favour of the rational consumer are of more importance in this section. 

Lindeh (1 970) framework is a striking contrast to Bell (1 966) and Nelson 

(1974). Both models operate on the principle that the human being is rational, but 



in Bell's (1966) case, information seeking is paramount to making a reasoned 

commodity decision. Information is gathered about products. Linder (1 970) 

asserts that the consumer does not have time to do product research, but instead 

desires enough information to make a decision about a commodity. That decision 

is made (for the most part) on the basis of the daims made by the advertiser. 

lnstead of researching competing alternatives, the commodity is selected based 

on its own daims of superiority ove? other commodities. 

In order to advance the notion of the rational, information based individual, 

Albion and Farris (1981) suggest that the behaviour of the individual is also 

contingent upon the type of commodity being consumed. They suggest that 

advertising works as a six-stage process. Albion and Farris (1 981 ) argue that 

people: 1) are made aware of a product or service, 2) learn about the product or 

senrice, 3) acquire a taste for the product or service, 4) begin to choose it over 

others, 5) buy the product, 6) consume the product on a routine basis. (p. 4) 

Although al1 of the theorists in the information-rational consumer camp might 

agree that these six stages are plausible, the model is not complete because 

there is debate sunounding the sequence of the stages in the consumption 

process. Albion and Farris (1981) suggest three ways in which the model can be 

ordered. 

Model one suggests a method of "leam-feel-do" or the 'standard learning 

hierarchy." (Albion & Farris, 1981, p. 5) The consumer is surrounded with a wide 

range of different products. Advertising is perforrned through use of the mass 

media. The products being advertised are new or improved. The second mode1 



employs a the method of "learn-do-feel" or "dissonance-attribution hierarchy." 

(Albion & Farris, 1981, pp. 4-5) Products in this model tend to be quite similar 

and tend to include those that are personal in nature. The products in this system 

are not new, but tend to be reaching their high selling point in their life cycle. The 

third model of consumer behaviour is the "do-feel-leam" or "Krugman low- 

involvement hierarchy." (Albion & Fams, 1981, pp. 4-5) Consumer participation 

with the product is low and the product tends to be in the final stages of its life 

cycle. The mass media are highly involved in advertising products in this 

category. Albion and Farris (1981) conclude by suggesting that the choice of 

model is dependent upon "product and situational variables." (p. 5) 

Albion and Farris (1 981) also examine the impact of advertising on 

consumer behaviour. They propose that there are five separate methods 

employed by advertisers and each has a different effect on the consumer. The 

five methods are precipitation, persuasion, reinforcement, reminder, and location. 

(Albion & Farris, 1981, pp. 6-8) The precipilation method leads the consumer to 

purchase a product or service, especially in the case of high-priced or high-risk 

goods and services. The persuasion method argues that the consumer should 

choose a specific product among sirnilar products because of its superiority. The 

reinforcement method is used to build brand loyalty through reassuring the 

consumer that he or she has made the best purchase possible. The reminder 

method uses repetition to encourage the consumer to purchase and use a 

product or service on a regular basis. Finally, the locational method tells a 

consumer where to get the product Albion and Farris (1981) suggest that this 



category also includes classified advertising, as it is almost "purely infomational." 

( P  8) 

Albion and Farris (1981) further examine the split between the view that 

advertising is information and the view that advertising is a form of persuasion. 

They fail to draw a complete definition of advertising because the advertising as 

a fom of information theorists have many different. bu? no? rnutually exclusive 

views. Bell (1 966) and Nelson (1 974) argued that information provides the 

consumer with facts that narrow the decision-making process and Linder (1970) 

argued that information is just as likely to increase a consumer's level of 

uncertainty. A much more inclusive definition of advertising information was 

suggested by Wilkie; "'any stimulus that is relevant to the decision to buy or 

consume a product or service.'" (Albion 8 Farris, 1981, p. 39) Albion and Farris 

(1981) conclude that as the definition of inforrnation expands the boundary 

between information and persuasion becomes less visible. At the other extreme, 

the more the definition contracts, the more likely it is that certain tenets pertaining 

directly to information will be left out. 

The distinction drawn between advertising as information and advertising 

as persuasion occurs at the level of product differentiation. Albion and Farris 

(1981) suggest that vertical product differentiation employs infomational 

methods of advertising. Vertical product diflerentiation refen to the split between 

lower-priced, lowerquality commodities and hig her-priced, hig herquality 

comrnodities of the same genre-brand name products venus no-name products. 

Commodity advertising is aimed at groups in accordance with their income level. 



High-end goods are aimed at people who have more money to spend, while 

private label or no-name goods are aimed at those with less money. Horizontal 

product differentiation (very similar products with only name differentiation, for 

example, Allen's canned Apple Juice versus Rougemont canned Apple Juice) 

tends to employ the use of persuasive advertising. (Albion & Farris, 1981, p. 42) 

This tactic encourages the consumer to switch brands and is also used to 

maintain brand loyalty. 

Albion and Farris (1 981) conclude several points from their research on 

the advertising industry. They suggest that advertising does, in fact, increase 

demand, but only in situations where the conditions are right. 

Advertising may be of help in increasing the demand for a particular 

product, and it may have helped to create attitudes and desires 

compatible with increase consumption at the expense of savings, but only 

within a social and economic environrnent conducive to that increase. 

(Albion & Farris, 1981, p.179) 

From this perspective consumers will not make purchases unless they: a) are 

economically fit to make them, b) make the choice to not Save money, and c) if it 

is en vogue to make purchases of a paficular wmmodity. 

We believe strongly that advertising as an efficient form of mass 

communication, can accelerete [sic] the growth of new markets and new 



entries into markets. We doubt that advertising significantly determines the 

ultimate size of a market, except in those markets that depend on so- 

called reminder advertising for a portion of total demand (soft drinks, 

perhaps). Other factors appear to be much more important in increasing 

demand. The effectiveness of advertising is severely limited because it is 

most often used for new products and new services. (Albion & Farris, 

1981, p. 179) 

Summary of Advertising as a Form of Information 

We have examined several theorists who believe in the information 

seeking , rational consumer model. Bell (1 966) saw advertising , consumption, and 

the consumer meshed together in a four-stage process of want recognition, 

commodity seeking , commodity evaluation, and commodity selection. The 

selection of the comrnodity was based on a well researched, informed consumer, 

who made a decision in a series of logical steps. Nelson (1974) examined the roll 

of consumer power. He suggested that the rational consumer was the basis for 

commodity and market survival. Nelson (1974) was concerned that false 

informational claims made in advertisements had a negative effect on market 

behaviour. He divided commodities into two categories (style and experience) 

and suggested that consumers could not be deceived by stylistic claims because 

false assertions could be seen and challenged before consumption. Experience 

qualities, or those which can only be known when the product is actually 



consumed, could be falsified in order to mislead the consumer. Nelson (1974) 

also argued that commodities (of both types) were legitimized proportionately by 

the number of times their advertisements were repeated. He suggested that 

consumen exercise their market power, and thus prevent deception by ignoring 

informational claims surrounding experience products. 

The Federal Trade Commission (1971) sought to deal with problems 

surrounding false advertising. The FTC concluded by creating laws that would 

punish advertisers who made false claims. The false claims laws only dealt with 

false performance claims of a commodity on a practical level. The FTC did little 

to address the problems associated with Nelson's (1 974) experiential claims. 

Linder (1 970) argued that the rational individual model used by these 

theorists was, in fact, backwards. The rational individual does not have enough 

time in the day to perform product research. The rational individual will obtain 

information from advertisements about commodity claims, and form an opinion 

based on the arguments made by the advertisement. If the argument were 

convincing, the consumer would likely select the product, as there was little time 

for product cornparison. Finally, Albion and Farris (1981) employ a more complex 

version of Bell's (1 966) consumpüon model. This six-stage process is configured 

differently depending upon the type of product that is being advertised. They also 

suggest that al1 advertisements are not the same, but instead fall into one of five 

categories (precipitative, persuasive, reinforcing, reminding, and locational). 

Albion and Farris (1 981) suggest that advertising as a device of information and 

advertising as a device of persuasion changes based on the level of product 



diflerentiation. They argue that the informational advertising is used to alert 

consumers to different grades of similar commodities. Persuasive advertising 

attempts to win brand loyalty to commodities that are virtually identical in ail but 

their name. We will now examine advertising as a persuasive device. 

Adwrtising as a Form of Persuasion 

What effect does advertising have on consumer demand and the 

inclination to consume? The advertishg as a form of persuasion group views 

advertising as an instrumental force in luring the consumer to purchase 

commodities-it increases demand. Let us briefly return tu Linder's (1970) 

second assertion. Linder's (1 970) model of rationality embodies extreme 

efficiency in decision-making and time budgeting for the consumer. Efficiency is a 

necessity because ouf free-market society is driven by the concept of time. In 

this case, a truly rational human being does not try to waste time, or think for him 

or herself, but allows the advertisement to do the thinking. The sel/ becomes the 

argument made &y the advertiser-t hat the advertised commodity will fulfill the 

needs of the consumer. If an advertisement does not motivate a person to 

consume, the advertisernent is making a weak argument. 

Damon (1991) declares that advertising does not create needs, it rnerely 

persuades consumers baseci on existing, untapped needs. 



... advertising exerts a powerful influence on consumer behaviour. 

However, rather than creating needs, advertising stimulates existing 

needs. That is, it arouses latent needs that consumers do not feel strongly 

or consciously. (Darmon, 1991, p. 477) 

Simon (1970) argues that advertising has the ability to drive consumers 

toward the purchase of products. He examines this argument from the 

perspective of business. The evidence that advertising can affect people's 

behaviour is immediate and ovemhelming, both from the introspection of our 

own experience and from the fact that advertisers spend hard cash to pay for 

advertising." (Simon, 1970, p. 194) Simon (1970) does not take issue with the 

advertising used by industrial firms, nor the use of circulan and weekly flyers 

because they are almost pure information. "First, there is no question but that 

much of advertising is useful and important economically, and without grave 

danger to society; industrial advertising and department-store advertising are 

leading examples." (Simon, 1970, p. 284) 

Simon (1 970) assumes that these industrial or weekly advertisements are 

value free or purely factual. Let us take a weekly department store flyer as an 

example. Part of the flyer contains a picture of a slender woman wearing a dress, 

some information pertaining to the dress, and a sale price. f he commodity being 

advertised is a dress that is on sale for half of its regular price. Simon (1 970) 

would argue that this type of advertising merely provides consumers with 

practical information-the store, the dress, and the feature prïce. The dress does 



not stand alone, however, since it is modelleci by a woman. The dress is also 

patterned in a specific style, material and colour. Why do they advertise that 

particular dress? Why do they use that specific woman as a model? There is 

more than just factual presentation in weekly circular-type advertisements. It is 

plausible to suggest that the presentation of products in flyers does not merely 

inform the reader of their existence, but also persuades the reader to buy the 

product because it is a cheaper purchase than normal. In the case of trade or 

industrial magazines, one cannot discount the persuasive power of a stylish 

picture of a box for a new computer program, for exarnple. It must not be 

understated that the text of an advertisement can convey as rnuch or more 

information than the copy of an advertisement. Other types of advertisements do 

not present information about products in the same way as industrial magazines 

or circulars; instead, they focus on messages surrounding the product in order to 

seIl it. 

According to Driver and Foxall(1984) the intent of advertising is to change 

or captivate the mind of the reader so that they believe in the message. The goal 

of the message is to persuade (although relatively weakly) the person to 

consume the commodity displayed in the advertisement. Driver and Foxall(1984) 

focus on psychological testing as a means of determining the overall 

effectiveness of advertising. They argue that because the testing is grounded in 

actual consumer purchases and commodity sales, it is more likely to be an 

accurate reflection of effectiveness of specific advertising carnpaigns. For Driver 

and Foxall(19û4), consumen operate in a series of stages. These stages are: 



'consumer brand choice is understood as a function of purchase intention, which 

is a function of preference; preference is a function of Iiking which is portrayed as 

a function of awareness." (p. 85) 

Driver and Foxall(1984) maintain that advertising creates each of these 

stages and motivates people to move from one mode of thinking to another in 

order to facilitate consumption of a commodity. "'Advertking does not physically 

irnpel the consumer toward the purchase of goods; its purpose is to create a 

state of mind conducive to purchase.' (Colley, 1961)" (Driver 8 Foxall, 1984, p. 

85) Within this framework, advertising is one of several communication tools 

used to persuade consumers to purchase commodities. Advertising serves as a 

means to suggest to people they should consume, and prepares the consumer to 

spend money. Driver and Foxall(1984) also maintain that the notion of the 

consumer as a rational being is a limited view, because many purchases are 

based on brand loyalty or are cueâ by social or situational factors unaccounted 

for by the rational model. 

Advertising plays a key role in the highly competitive consumer brand 

market. Driver and Foxall(1984) speak about this type of advertising in ternis of 

creation and maintenance of brand loyalty. They argue that new products must 

captivate the mind of the consumer. Advertising is the device used to convince 

consumers to try a new product. When a product lives up to its advertised 

standards or daims, repeat consumption is likely. 



If advertising engenders curiosity which happens to elicit trial, its pre- 

purchase work is done; its role thereafter is primarily to remind the buyer 

of any benefits provided by the chosen item but its capacity to do this 

depends crucially on the performance of the brand in question and the 

judgment made by consumers with respect to the consequences of using 

it. (Driver 8 Foxal!, 1984, p. 93) 

This brings us to the second component of their theory. Since consumers tend to 

consume on the basis of brand loyalty, advertisements for competing brands 

must try to win attention and pull consumers away from their current brand. In 

other words, advertising can be seen as a "defensiven (Driver 8 Foxall, 1984, p. 

93) mechanisrn employed by both the utilized brand and its competitors. The 

current brand advertises defensively to help maintain brand loyalty out of a fear 

of loss of revenue. The competing brands use advertising defensively to help 

increase their market share and revenue. 

Finally, Driver and Foxall (1 984) suggest that in the case of commodities 

such as cigarette and alcohol, advertising may not have an impact on 

consumption. "[There is] ... a negligible relationship between advertising and 

aggregate consumption (competitive advertising is to achieve market share at the 

expense of rivals), even to the extent that advertising bans have had little effect 

on consumption." (Driver & Foxall, 1984, p. 105) Although these commodities are 

exceptions to the modal of advertising described by Driver and Foxall(1984), it is 

clear that there is more to advertising than statistical relationships. Statistics can 



measure levels of consumption based on specific advertising campaigns and 

their ability to persuade. Statistics cannot measure the addictive power of 

cigarettes and alcohol, nor can they measure the environmental relationships 

and power structures that played a part in sorneone's choice to smoke or drink. A 

door is left open to another view of advertising-the perspective that advertising 

and consumption is a symbolic practiœ. 

Summary of AdverUsing as a Form of Persuasion 

Linder (1 970) argues that the rational consumer is rational because he or 

she does not waste time looking at every advertising daim, but instead 

consumes on the basis of the ability of the advertisement to persuade him or her 

to do just that. Danon (1991) suggests that advertising persuades individuals to 

consume because it taps into existing latent needs. Simon (1 970) asserts that 

advertising undoubtedly has the ability to persuade consumers to purchase 

products. He suggests that industrial or trade magazines, flyers or weekly- 

circular foms of advertisernents do not contain elements of persuasion. instead, 

they are designed to alert corporations, or the public, to the existence of a 

commodity or feature item, perhaps one that is on sale. For Driver and Foxall 

(1 9&), advertising sewes to prepare the consumer for the process of 

consumption. They reject the notion of the rational consumer because 

consumption can take place by virtue of extemal or situational factors not 



attributable to the perspective of the infomed consumer. In this view, advertising 

helps to direct the consumer to specific products, facilitate a mindset that allows 

consumption to occur, and in the end, help maintain brand loyalty. Driver and 

Foxall(l984) further suggest that advertising can sometimes be seen as a 

defensive mechanism used to maintain brand loyalty or increase market share. 

Advertising as a Form of Symbolism 

The theorists who regard advertising as a form of symbolic communication 

and consumption argue that we do not only consume commodities. In addition to 

the actual physical commodity, we consume the images, ideas, and messages 

surrounding commodities. The success of a product depends upon the ability of 

the product to uphold the images, ideas, and messages that have been attached 

to it through advertising. Levitt (1 970) provides an interesting perspective on the 

role of symbolic interaction and consurnption in The #omlity(?) of Advertising. He 

argues that people do not consume based solely on the fundional nature of the 

commodity itself. 7he  promises and images which imaginative ads and 

sculptured packages induce in us is as much the product as the physical 

materials themselves." (Levitt, 1970, pp. 89-90) We consume based on what we 

think the commodity will provide us with on emotional, mental, and physical 

levels. "The 'purpose' of the product is not what the engineer says it is, but what 

the consumer implicitly demands it will be." (Levitt, 1970, p. 91) Whether or not 

the product actually does this is inconsequential at the point of purchase. Levitt 



(1970) suggests that it is only through the consumption of the product that we 

realize its limitations. 

Levitt (1970) compares advertising texts to the texts of poets, novelists, 

painters, sculptors, and playwrights. Levitt (1970) claims that: 'None is satisfied 

with nature in the raw, as it was on the day of creation. None is satisfied to tell it 

exactly 'like it is' to the naked eye, as do the classified ads." (p.86) From within 

this perspective, the goal of al1 art is to falsify nature. This is also the goal of 

advertising. Levitt (1 970) argues that advertising, like art, is part of civilized life, 

and is 'man's attempt to transcend his ancient animility." (p. 87) An example of 

the link between art and advertising occurs with the actual packaging materials of 

the commodities. Levitt (1 970) argues that the packaging design of a product will 

lead a consumer to purchase creatively wrapped goods over identical goods 

bundled in a plain wrapper. He maintains that the basis for the choice is 

predicated on humankind's supposed natural desire for symbolic communication. 

I will take issue with the terrn natural in the next chapter, but for now it is 

acceptable as long as it is prefaced by the knowledge that these are the 

assertions of Levitt. 'I believe [that the] universal characteristic of hurnan nature 

[is that] the human audience demands [sic] symbolic interpretation in everything 

it sees and knows." (p. 89) 

Levitt (1 970) also contends that people purchase commodities on the 

basis of problern solving. Advertising is used to infonn the consumer that a given 

cornmodity will help solve a problern. This idea transcends the non-critical and 



critical camps, although the critical camp addresses the notion of problern solving 

in a detailed rnanner. 

... the problem of rising above [our] own negligibility, of escaping from 

nature's confining, hostile, and unpredictable reality, of finding 

significance, security, and cornfort in the things [we] must do to suwive. 

(Levitt, p. 90) 

Levitt's (1 970) version of the problem solving argument assumes the stance that 

humans "naturally" have problems with themselves, and therefore are constantly 

trying to reconstruct themselves through consumption. This completes the 

argument that products are consumed on the based of their ability to fulfill 

mental, emotional, and physical needs. One can fix or remake what is wrong with 

oneself based on consuming the ideas, values and beliefs surrounding a given 

commodity. 

Advertising as a Combination of NonCritical Perspectives 

Oliver (1981) believes that advertising is both informational and 

persuasive. He contends that advertising is part of a three-step process. In his 

model, the fint stage is to locate a 'consumer need that is not being fulfilled." 

(Oliver, IQ81, p. 1) The second step is to "design a product or service to meet the 

need at a price the consumer is able and willing to pay.' (Oliver, 1981, p. 1) In 

the third phase, distribution and communication channels are arranged 'using 



advertising to infom consumen about the advantages and the availability of the 

product or service." (Oliver, 1981, p. 1) While his three-step process includes the 

model of information, it also includes (in the third stage) the notion of argument 

and persuasion. Oliver (1981) confronts the notion of advertising as a form of 

persuasion through the Re~ort of the Roval Commission on Consumer Problems 

and Inflation (1 968). 

The view that persuasion is bad ... must be rejected out of hand. [sic] 

Persuasion is an inherent part of the democratic process. lndeed 

democracy would not work if people could not be persuaded to do some 

things, and not do others. Unalterable convictions, if they could not be 

channeled and provided adequate outlets, would lead to a breakdown of 

democracy. Moreover, the persuasion in advertising is innocuous in most 

instances. It is so because the point of persuasion is clearly evident, and, 

in the event the consumer succumbs he is not seriously hurt, except when 

he buys an unsafe vehicle or an unhealthful substance ... the consumer is 

protected by his own intelligence ... (Oliver, 1981, p. 18) 

Oliver (1 981) concludes Advetfising and sociely by sumising that '...in a 

conserver society as in a consumer one, adverfishg will continue to porfray 

choices; people will continue to make choi~es."~ (p. 28) This reference suggests 

that Oliver (1981) views humans as active agents. The notion of choice prevents 

the consumer from being lured into buying a faulty commodity. Although the 



information in the advertisement may be persuasive, the consumer has the 

ultimate choice in consumption. This further suggests that the success of free- 

market economy is inextricably hinged upon consumer behaviour. 

In the preface to The Role of Advertisinq, Sandage and Fryburger (1 960) 

agree that advertising is an essential part of capitalism and the free-market 

economy. 

As a force in our economy it is vital to the operation of our free-market 

system. It affects consumption, production, and investment. As 

communication it informs, interprets, symbolizes, persuades, and often 

entertains. As an institution in our society it is held to be comparable to the 

school and the church in the magnitude of its social influence. As an 

instrument of business it links buyers to sellen in a vast, efficient 

communications netwcrk. (Sandage 8 Fryburger, 1960, p. v) 

Their approach is extremely multifaceted because their work examines 

many aspects of advertising. Sandage (1960), in The Role of Advedising in 

Modem Society, believes that four major facets of the free-market economy have 

been influenced by advertising. '(1) high-level consumption, (2) allocation of 

resources, (3) stimulation of product variety, and (4) consumer prices." 

(Sandage, 1960, p. 257) While al1 four parts are important. the latter three serve 

to sustain the first principle of maintenance of an economy based on high-level 

consumption. Wthout the first idea. the other three would serve without function. 



Sandage (1 960) argues that America changed from a society dependent 

upon the cottage industry (including mercantilisrn, craftwork, and agrarian 

practices) to a revolutionized mass produced goods oriented economy. "If the 

production and distribution facilities of America were devoted only to meeting the 

basic needs of the citizenry, only a fraction of our capital goods and labor force 

would be employed full-tirne." (Sandage, 1960, pp. 257-258) We see the 

amergence of dependency upon high levels of consumption and a high level of 

material standard of living. The free-market society of North America could not 

exist if people did not work to consume. Indeed, the system of the free-market 

economy is a system of excess, but within the excess, labour force employment 

is high-at least. in theory. 

Sandage (1 961 ) creates a d isünction between advertising as an institution 

and advertising as an instrument. As an institution, Sandage (1 961) suggests 

that advertising has been assigned three basic functions. "The most important 

[functions] are to comrnunicate on a mass basis to (1) inform, (2) persuade, and 

(3) educate consumers in respect to products, services, and ideas." (p. 147) The 

tools of communication employed by the advertising institution are 

advertisernents themselves and the mass media in which the advertisements are 

displayed. 

Sandage (1 961 ) also examines the notion that advertising is a fom of 

consumer information. He argues that since we do not have the time to seek out 

products, corporations must make product knowledge readily available for our 

use. "It requires the dissemination of information as to where products and 



services c m  be found, their quality characteristics presented in ternis of 

consumer needs and consumer wants, and the cost to the consumer." (Sandage, 

1961, p. 148) Sandage (1 961) assumes that consumers have genuine needs and 

wants for products. The consumer has a given problem; consumption of a given 

product will correct the problem. The perspective that advertising is merely 

informational does not adequately address its role. 

To overcome the limitations of the informational view of advertising, 

Sandage (1 961) atternpts to include the notion that advertising is a f o n  of 

persuasion. He asserts that "persuasion is necessary to get people to extend and 

enrich the range of their wants, therefore their lives." (Sandage, 1961, p. 149) In 

acknowledging that advertising does in fact create greater need, Sandage (1 961) 

does corne closer to setting the issue within the framework of consumption. He 

argues that persuasion is necessary in order to keep the economy functioning; 

which, in turn, leads to more job creation. Sandage (1 961) acknowledges that the 

process of labour for consumption with an injection of advertising to maintain the 

process is cyclical and very much a driving force behind our free-market 

economy. "It is perhaps sufficient to observe that our modern culture encourages 

this and that the institution of advertising is performing a function dictated by the 

culture itself." (Sandage, 1961, p. 150) 

A third function of advertising, as noted by Sandage (1 961), is that of 

consumer ducation. The consumer is provided with supreme agency because 

the consumer ultimately determines the life of the free-market system. The 

consumer chooses to consume, or not to consume. 



The consumer, generally, is in a position to buy or not to buy in the case of 

a large percentage of the goods and services available or that can be 

made available, The ultimate freedom to choose is his. Our social ideal is 

an economic democracy built on the solid foundation of consumer choice. 

(Sandage, 1961, p. 151) 

In order to help combat the overwhelming abundance of advertising, Sandage 

(1 961) suggests that Our schools should educate the consumer to the point 

where they can make wise selections arnong commodities. 

Compare this with the process of education in our schools where we insist 

on presenting students with conflicting ideolog ies, hypotheses, theories, 

and descriptive matter with the knowledge that will help to develop 

discrimination, enhance judgrnent, and sharpen intellect. (Sandage, 1961, 

p. 152) 

Sandage (1 961) insists that advertisen should be provided with space in 

the mainstream press to present their ideas and be "afforded freedom from 

censorship." (p. 158) Sandage (1961) also suggests that adverüsing may be the 

key to solving the problems of the world and create world peace. "It is possible 

that advertising can play an important role also in laying the foundations for 

eventual peace in the world." (Sandage, 1961, p. 155) Peace would be achieved 



through homogenization of the world though the ideology of advertising and the 

practice of mass production and mass consumption. Finally, he suggests that the 

methods employed in the United States could provide the world with a bounty of 

mass produced goods, raising the standard of living for all. "1s it not possible that 

the forces that brought economic abundance to America could be implemented 

to bnng eventual abundance to the world?" (p. 155) Sandage's concluding 

statements are rather utopian, ethnocentric, and environmentally destructive. 

Summary of Advertising as a Combination of Views 

Oliver (1 981) argues that people are rational and that advertising is both 

informative and persuasive. Persuasion is seen as a necessary component not 

only of advertising, but also the democratic process as a whole. People must use 

their intelligence in order to prevent being misled by advertising . Sandage (1 960) 

and Sandage and Fryburger (1960) suggest that advertising is a cornerstone of 

the free-market economy itself. Advertising is as powerful a persuader of values 

as religion because l ike religion, it involves informing , penuading , interpreting 

and the symbolizing of ideas and events. 

Sandage (1961) splits his analysis of advertising into two camps: 

advertising as an institution and advertising as an instrument. As an institution, 

advertising serves to inform, persuade, and educate. As an instrument. 

advertising serves to deliver information about a commodity and persuade a 

consumer to purchase it. Sandage (1 Ml) argues that consumers have ultimate 



choice over consumption of cornmodities. It is through the system of education 

that people are able to build up critical thinking skills that help evaluate daims to 

deterrnine the validity of a commodity. Finally, Sandage (1961) suggests that 

adverüsing could provide world peace because advertisers are free from 

censorship and ideology. He suggests that employing the methods practiced by 

the United States would uftirnately lead to a higher standard of living and benefits 

for aII. 

At this point I must rnake it clear that since the time of his writing, many 

critical discourses have been written. His problematic view does little more than 

encourage people to believe that the free-market economy system is paramount 

to al1 else. This belief is completely ignorant of the existing and extinct cultures 

around the world, which function and have functioned very well on their own. In 

the next chapter, we will examine the some of the critical perspectives of 

advertising. While these theories incorporate many of the ideas found in this 

chapter, they go far beyond the limited scope of the non-critical theorists. We will 

see why notions of ideology, manufactured consciousness, and even the 

foundations of the free-market system must al1 be questioned in order to round 

out the debate on the form and function advertising takes in North Ameiican 

society . 



CHAPTER IWO 

CRITICAL RESEARCH TRADITIONS OF ADVERTISING 

So far we have examined three groups of theorists who believe that 

advertising is a beneficial and necessary component of the free-market economy. 

They tend to view advertising as a tool for disseminating information, a device of 

persuasion or a fom of syrnbolism-sorne even combine two or all three of these 

perspectives in their theory. The one thing that has escaped their argument is 

any concrete criticism of advertising itself. They treat advertising as a neutral 

thing-something independent of the society in which it is created. Advertising is 

seen not as a tool of ideology, but as an agent used to promote commodities. 

In this chapter we will examine some of the critical theories of advertising. 

The common thread that holds this group together is the belief that advertising is 

a tool by which ideological values are transmitted. Advertising is a product of 

free-market society and is saturated with free-market ideology. Even the critical 

perspective is split into fractions, but they al1 examine advertising within its social 

context. Some of the theorists criticize advertising itself and othen further that 

argument by criticking the entire capitalist framework. For this group of theorists, 

advertising is not only a type of information or persuasion, it is awash in 

syrnbolism and ideology. Their view of symbolism is not as simple as Levitt's 

(1 970) because it is buttressed through the inclusion of semiotic theocy (the study 

of signs). We will also examine theories that question the role of advertising as 



part of the ideological framework of the free-market system. The theorists in this 

area argue that true democracy does not really exist in the free-market world, 

because capitalism has overtaken, appropriated and replaced true democratic 

values, beliefs, language, and practices with its own. 

The Making of Meaning 

In order to undentand semiotics and ideology, we must first examine the 

role that meaning plays in our lives. M a t  is meaning? Why do things mean 

something to us? Do we create our own meanings or is meaning something that 

is innate? Some theorists in semiotic discipline subscribe to the notion that things 

do not carry interna1 meaning within themselves. In other words, things are 

naturally free of meaning. It is only when we interpret or read an object that 

meaning is attributed to it. Meaning therefore, cornes from within you and I l  not 

from the thing itself. This implies that there is a split between an object in its 

natural, unrealized state and Our interpretation of that object. When an object has 

a shared meaning arnong a population, that meaning is created through a 

negotiated process and becomes a cultural convention. 

To illustrate this concept, let us examine a cultural convention of North 

America. In North America we tend to walk on the right-hand side of a sidewalk, 

hallway or staircase. Those of us who were born here probably do not 

consciously think of this as a learned practice until it is challenged by someone 

who does not subscribe to the nom. It becomes problematic when somebody 



collides with you because they corne from a culture in which people walk on the 

left-hand side as a normative practice. Who is at fault? Neither of you. Both of 

you are simply following cultural conventions. As a group, we have accepted that 

Our way of walking in public is on the right-hand side. This is a cultural 

convention created through negotiation. It is negotiated and endoned each and 

every t h e  we observe the cultural rule of wafking on the right-hand side. The 

meaning we attach to this practice may not be clear at first. To understand what it 

means we must look at our reaction to bumping into someone who does not 

observe the right-hand side rule. Sometimes we might get frustrated and curse 

the person who was unobservant of our rule. We might even Say that the other 

person is stupid or ignorant. It is also possible for us to accept the blame and 

apologize for bumping into that person. 

Csikszentmihalyi and Rochberg-Halton (1 981) find this view of meaning 

making somewhat incomplete. They begin The Meanina of Thinas by dismissing 

the work of some prominent semioticians-Levi-Strauss, Schneider, and Eco-on 

the basis that they all utilize a static symbol system in their theories. 

According to these contemporary theories, the essence of culture is that it 

is a 'logical' system of conceptual beliefs rather than a life to be lived in 

the fiesh and blood. Our view, by contrast, is to see nature and culture on 

a continuum, so that culture, or cultivation. is the completion of nature. 

(Csikszentmihalyi 8 Rochberg-Halton, 1981 , p. 174) 



This view suggests that things carry some types of meaning with them already- 

that is, an object may not be judged solely by cultural convention alone, but also 

on the rnerits of the object itself. Meaning, therefore is realized through one's 

interaction with an object. Csikszentmihalyi and Rochberg-Halton (1 981) refer to 

this process as a transaction. "Transactions are psychic activities (or 

communicative sign processes) and not simply physiwl behaviors perse, 

althoug h they involve p hysical behaviors; and there are different modes of 

transactions." (Csikszentmihalyi & Rochberg-Halton, 1981, p. 175) The three key 

modes of transaction are the aesthetic experience, the flow of psychic energy, 

and the goals of transactions with objects. 

In terms of the aesthetic experience, Csikszentmihalyi and Rochberg- 

Halton (1 981) draw heavily from Dewey (1934) when they suggest that humans 

interact with objects on Mo levels-recognition and perception. Csikszentmihalyi 

and Rochberg-Halton (1981) assert that recognition is an extrinsic process 

because it works on a passive level. On this level, a person will most likely judge 

an object based on the way that their culture has suggested they judge the 

object. For example, one may value the work of Martha Stewart because she has 

made it fashionable for women to enjoy housework, hosting, and interior 

decorating. Martha Stewart is valued on a social level (extrinsic) and also on a 

passive level because one merely has to emulate or improve upon the creations 

of Martha Stewart in order to be socially accepted. 

The perception of an object involves much more than just the mere 

recognition of what it means on a cultural level. Csikszentmihalyi and Rochberg- 



Halton (1 981) argue that perception is based on "critical receptivity to the object 

so that its qualities may modify previously foned habits or interpretive 

associations." (p. 181) This process is intrinsc because it allows people to leam. 

Under this model, a person must change their framework so that they can include 

new meanings which were previously unrealized. A perception of Martha Stewart 

and her practices would occur if one were to look at her work and recognize an 

ideology that is counter to the socially accepted ideology. In this case, one might 

read her as a symbol of an oppressive Victorian ideology-the myth of the "Angel 

in the house." This counter reading perceives Stewart for what she represents in 

her own pragrnatic terms, something that is not portrayed by the societal 

interpretation of Martha Stewart. 

The second mode of transaction is that of the flow of psychic energy. 

'When we turn to consider how psychic energy is channeled, it becomes clear 

that attention plays the key role in serving to limit and direct psychic energy." 

(Csikszentmihalyi & Rochberg-Halton, 1981, p. 184) Flow in objects appears to 

work in two particularly different ways. The first way is that flow works is that it 

facilitates "familiar symbolic contextn with objects, and in turn, objects will 

"reaffirm the identity of the owner." (Csikszentmihalyi & Rochberg-Halton, 1981, 

p. 187) In this case objects and their owner are merely extensions of each other. 

A particular brand of soda pop can corne to represent a person (or penon can 

represent the soda) because they consume it on a regular basis. The process of 

affirmation and reafFimation is habitua1 because it is based on familiarity, and 

therefore, little attention is required to facilitate this kind of fiow. 



The second type of flow involves paying great attention to an object. This 

type of flow involves perception because one must engage directly with an 

object, not with its associations. Csikszentmihalyi and RochbergHalton (1 981) 

use the example of a young person playing drums: rhey're an activity ... l can 

really get into them after playing for a while. I just turn on the radio, close my 

eyes-it gets that I'm in the music, in the record.n3 (Csikszentmihalyi 8 Rochbeig- 

Halton, 1981, p. 186) The person not only has objects that are familiar, but 

engages with the objects on a perceptual level. The music, the radio, the person 

become one directly through their interaction, thus, a great deal of attention is 

required for this second type of flow. 

The third aspect of transactions are the goals of one's transactions with 

objects. The role of intent is the key to this stage. The importance of the cultural 

environment from this perspective is that it facilitates adaptation or socialization, 

that is, indicates goals, acts as a rule for conduct, has a purposive influence." 

(Csikszentmihalyi & Rochberg-Halton, 1981, p. 188) The objects one values are 

governed by one's set of beliefs. An object has meaning to someone because it 

reflects, upholds or embodies the values sustained by an individual at a given 

moment in time. 

Ultimate goals provide a standard toward which actions are, or should be 

aimed. Thus when one values a cherished photo, or souvenir, or plant, 

these transactions are intentional activities that reflect what one considers 



significant and which involve real outcornes. (Csikszentmihalyi 8 

Rochberg-Halton, 1984, p. 188) 

This does not suggest that people never change their values. Instead, it argues 

that goals provide us with a direction to follow so that we may learn more or at 

the very least, pursue continued interaction with an object. 

Csikszentmihalyi and Rochberg-Halton (1 981 ) discuss how transaction 

works in ternis of the personal self, the social self, and the cosmic self. The 

personal self is based on the idea that there is a pnvate self that nobody else 

knows, typical of "Americans who believe in 'rugged individualism.'" 

(Csikszentrnihalyi & Rochberg-Halton, 1981, p. 189) The "social seif" 

(Csikszentmihalyi & Rochberg-Halton, 1981, p. 191) is that which is created 

through interaction with family, friends, and institutions. The cosmic self is that 

which entails the person's interaction with the universe-"the portion of the self 

involved in the creation, discovery, or embodiment of the laws of the universe, 

the cosmos." (Csikszentrnihalyi & Rochberg-Halton, 1981, p. 192) The three 

distinct, but inseparable, selves make up who we are at any given moment. 

These selves are not fixed, but like the meaning of objects, are in a constant 

state of negotiation. 

The transactions between people and objects, as well as the definition of 

self, are manipulated by advertising. Csikszentmihalyi and Rochberg-Halton 

(1981) assert that there is an emphasis placed on the private self in Arnerican 

society-arguably, this is the case for Canada as well. 



The valuing of the personal self as the sole ultimate goal, which of&en is 

actually a goal of private self, can thus be seen as privative, as deprivation 

rather than as ultimate fulfillment, because it excludes those larger 

patterns of meaning whose internalization and personification are 

essentia! to the reality of human existence. (Csikszentmihaly i & Rochberg- 

Halton, 1981. p. 195) 

The problem with privatization of the self is that it shelters one frorn the society in 

which one lives. One cannot develop a true sense of self because one develops 

notions of self through internai measures. If one does not interact with othen, 

then the sense of self one develops is limited to a single, subjective position. In 

this instance, notions of the self become completely esoterîc to the rest of the 

society in which one lives. The ideal situation would be for a person to interact 

with as many people as is possible in order te understand how he or see is seen 

by others. A measure such as this would allow for critical personal evaluation, 

based on the models of perception and flow. (Csikszentmihalyi & Rochberg- 

Halton, 1981, p. 195) 



Meaning and ldeology in Adverürements 

Contrary to the concept of the public self, advertisements stress notions of 

individualism-"You need to consume," "Our commodity will fix the problem you 

have." In order to address the concept of meaning in advertisements we will 

begin by exarnining the ideas of Dyer (1 982) and Williamson (1 984). Advertising 

is seen as an extremely powerful device; one that not only infoms, but shapes 

the consciousness and ideas of the people who read it. The critical view is rnuch 

more substantial than the informational, rational consumer model because it 

takes issue with notions of agency. The advertisement is far from a neutral or 

mildly persuasive force. In their theories, Dyer (1 982) and Williamson (1 984) 

make a point of examining advertising in its social, political and economic 

context. 

Advertisements may, as others claim, in fon consumen of new products, 

remind them to use existing products, and suggest that consumen switch 

brands. While this may be the some of case, it is not the entire case. Dyer (1982) 

examines the notion of material fulfillment as a replacement for traditional means 

of fulfilling intrinsic needs. Based on the ideas of the Frankfurt School, she takes 

a very critical stance toward advertising. Dyer suggests that while a material 

culture does provide for a higher standard of living in ternis of material wealth, it 

"encourages social and political apathy." (Dyer, 1982, p. 81) Dyer (1 982) further 

argues that when people are treated as markets 'no arena exists where 

arguments about alternative products or the provision of goods and services for 



social needs can take place." (p. 83) In effect, this preserves the system because 

there is an extrema lack of reflection and self-criticisrn of the system. The free- 

market systern is endorsed as it is merely seen as the way fhings are. 

Dyer (1 982) discusses two important concepts related to advertising that 

were originally developed by Marcuse. First, advertising is based on the 

"manipulation of false needs." (Dyer, 1982, p. 81) We will see later mat this is 

slightly different from Williamson (1 984), who argues that the class categories 

created by advertising were false. The idea that needs are false is sornewhat 

misleading because false is judged in terms of traditional values and needs. It is 

possible for a false need to be real. It is just as real to need a mass-produced 

soft drink as it is to need a glass of water. The notion of false does apply, for 

example, to the argument that a specific brand of soft drink will replenish one's 

thint better than competing alternatives. This is an example of the difference 

between a value (preference of soda pop) and a fundamental need for survival 

(water). The idea of false needs does not work when it is placed in a context 

such as the free-market system. The need to consume is very real within this 

framework. In fact, the need to consume is fundamental to the survival of the 

free-market system. It can even be argued that traditional values themselves are 

false as well because they are also predicated on a specific framework. What is 

important here is that Dyer (1982), through Marcuse, suggests that the need to 

consume is constructed, and is not natural. 

Dyer (1982) argues that a constructed reality that appears as natural 

"blocks peoples ability to recognize that people are being controlled." (Dyer, 



1982, p. 81) Although people are presented with an abundant array of choices- 

choices of an endless amount of products, services, and beliefs-they are limited 

to choices available within a specific socio-economic framework. Advertising 

effectively eradicates notions that exist outside of its ideology because it presents 

itself as being natural. 

Since advertisements pitch their ideology to the individual, there is a 

tendency for the individual to become segregated from his or her community. 

This process is called alienation. "Alienation is a concept which is used to refer to 

the mental and physical separation of people from each other and from real 

involvement with their work and society." (Dyer, 1982, p. 81 ) When people 

become fragmented frorn their community, there is a danger that debate over 

social ideas, values, practices, and norms will subside. If we are to assume that 

democracy is an active process, then apathy most certainly cannot be a benefit. 

Dyer (1 982) also rejects the simple informational view of advertising in 

favour of one that encompasses the ideology of the system in which advertising 

is created. 

What an ad means depends upon how it operates, how signs and its 

'ideolog ical' affect are O rg anized intemally (within the text) and extemally 

(in relation to its production, circulation and consumption and in relation to 

technological, economic, legal and social relations). (Dyer, 1982, p. 11 5) 



Dyer's (1 982) view ernphasizes the evaluation of an advertisement's social and 

historical context. something that is missing from most of the informational, 

persuasive and symbolic views of advertising. An advertisernent is not simply an 

independent piece of information about a product or service, but is created within 

a specific framework, to serve a specific purpose, and to cal1 attention to our own 

values as we form an interpretaüon of the text. In other words, we bring our own 

set of values to an advertisement (social and persona1 meaning) when we read it, 

but those values have also been created within the free-market framework. As 

we read an advertisement, we interpret the interactions among the cornponents 

within the text and form an opinion about the way in which the product conforrns 

to our need to consume, and the way in which it structures the relationships 

surrounding consumption of that product. 

Another serious problem with advertising occurs when it is tied to the 

mainstream media. The use of advertising as a source of revenue for the mass 

media force the media to ignore important or controversial issues in favour of 

issues that will not upset their financial sources. Dyer (1982) suggests that 

freedom of the press provides illusory independence from advertisers' influence. 

It really rneans "that the freedom to publish rests in the hands of the advertisen; 

they are free to compete, and free to take their adverüsements elsewhere, if the 

editorial matter, the ambiance, or the audience is not to their liking." (Dyer, 1982, 

p. 68) According to Dyer then, truth is not only dependent upon the advertisers. 

TnRh is the view of the advertisers. Controversial news items rarely make it into 

mainstream newspapen, television and radio, but these are few and far 



between. The media, in effect, become a tool by which the system of the free- 

market economy perpetuates itself, but under the illusion that the information 

presented is objective and free of ideology. 

Williamson's (1 984) motivation for her study of advertising is based on her 

personal experiences with advertising. In order to understand her frustration with 

the messages within advertising, Williamson (1 984) attempted to reconcile her 

desire to achieve the magazine glarnour she admired as a teenager. Her 

theoretical knowledge told her that her desire was an unattainable myth. This 

lead Williamson (1984) to question herself. "So what made me want it? A real 

need-but falsely fulfilled; in fact, sustained by its perpetual unfulfillment." (p. 9) 

Williamson (1984) argues that advertising has a dual function. The first 

function, as mentioned above, is to seIl products and services. 'But it has another 

function, which I believe in many ways replaces that traditionally fulfilled by art or 

religion. it creates structures of meaning." (Williamson, 1984, pp. 1 1-1 2) These 

structures of meaning go beyond the words or images involved. The focus shifts 

to an examination of how the words and images interact with one another, and 

what meanings the commodities attain through the reading of an advertisement. 

"Advertisernents.. .provide a structure which is capable of transfoning the 

language of objects to that of people, and vice versa." (VVilliamson, 1984, p. 12) 

Williamson (1 984) contends that through this transformation, people and objects 

become interchangeable. 



Wlliamson (1984) argues that while the true class system is predicated on 

the role one assumes in the production process, people are judged on the basis 

of what they consume. 

But in our socie ty... it is the products of their own work that are used, in the 

false categories invoked by advertising, tu obscure the real structure of 

society by replacing class with the distinctions made by the consumption 

of particular goodsO4 (Wlliamson, 1984, p. 13) 

The problem with placing value in the products consumed is that it conceals the 

fact that people are socially lirnited by their actual financial class. As Williamson 

(1984) notes, people are led to believe that they can change social status 

through the consumption of certain kinds or brands of commodities. The way in 

which two confiicting views, economic class venus consumption class, can work 

together is a function of ideology. 

Williamson (1 984) defines ideology as "the meaning made necessary by 

the conditions of society while helping to perpetuate those conditions."' (p. 13) 

This notion is predicated on what Williamson (1984) calls the human "need to 

belong, to have social 'place."' (p. 13) Since this process of belonging is not 

perfomed through the actual class sysbm based on production, but through a 

system based on consumption and advertising messages, one's social place is 

extremely malteable. 



The fact that advertising does not have a subject creates distance 

between those who created and those who consume the advertisement. 

Williamson (1984) argues that the gap leff by the absence of a speaker is filled in 

by the reader, and thus the reader becomes 'both listener and speaker." (p. 14) 

M e n  the speaker and reader become one, Williamson (1984) contends that the 

advertisernent then "works in practice as anonyrnous speech." (p. 14) The 

speech itself contains interconnected symbols and metaphors that provide the 

object and ourselves with social meaning . 
The other important aspect of commodities, which so far has been 

neglected, is their pure utility value. "Advertising gives those goods a social 

meaning so that two needs are crossed, and neither is adequately fulfilled." 

(Williamson, 1984, p. 14) This happens because commodities are unable to live 

up to their social value base on their utility alone. Social meaning is also in a 

constant state of negotiation. What is in style today, will most certainly be out of 

style tomorrow because of the basic, vital need of the system to encourage 

people to consume again. 

Most commodities are sold based on their ability to confom to or create a 

lifestyle for the consumer, not based on their utility. In the process, utility 

becomes secondary to social meaning. Pure intrinsic human needs (e.g.: love, 

happiness, health, sleep) are said to be fulfilled by consumption of a commadity. 

"Material things that we need are made to represent the other, nonmaterial 

things we need; the point of exchange between the two is where 'meaning' is 

created." (Williamson, 1984, p. 14) The value of a commodity can only be 



realized, as Levitt (1 970) suggested, at the point of consumption. The utility value 

of a product can be proven through demonstration and trial. For example, an 

apple peeler will peel apples to within nth degree of success on a regular basis. 

What if the advertisement makes inferences about peeling apples as a method of 

personal fulfillment? We see a tink forged between achieving happiness through 

peeling apples with said apple peeler. Even if the product works a!! of the time, 

one may still not achieve full product value if they are unsatisfied with the ability 

of the product to create happiness. Material things do not always live up to their 

social meaning and they are often unable to fulfill intrinsic needs because they 

are not designed to do so. 

A third group of theorists, Leiss, Kline and Jhally (1 991) also believe in the 

ideological view of advertisements. This group subscribes to a well-rounded view 

of advertising as an institution and they locate their theory within the context of 

the free-market economy. As such, I have broken down their theory into several 

parts. Leiss, Kline and Jhally (1991) separate the characteristics of a commodity 

and talk about the imagery surrounding its advertisement. While they may agree 

with less critical theorists that there are informational qualities about a product 

presented in an advertisement, they insist that there is also an ideological 

structure surrounding the advertisement and the commodity involved. Leiss, 

Kline and Jhally (1991) assert that there are two types of attributes involved with 

most consumer products. First, there are the physicai attributes-those which 

describe its chernical makeup, shape, and absolute utility. The second 

characteristic of a product is its imputed qualities. These include the images 



surrounding a product which conform with or create lifestyle attributes in the 

individual who uses the product (Leiss, Kline and Jhally, 1991) Although it is the 

imputed attributes that are of concern here (in order to emphasize the ideological 

properties of advertisements), it is important to note that both imputed and 

physical characteristics are necessary to ascertain satisfaction and meaning from 

a given cornrnodity. 

I would like to add to Leiss, Kline and Jhally (1991) in suggesting that the 

physical attributes of a product are actually based on imputed characteristics in 

the first place. In many cases, things such as clothing, automobiles, flavoured 

coffee, and even computen are created based on image and not necessarily on 

their practical use. Let us examine the case of clothing. Clothes definitely have 

physical attributes of varying styles and combinations. but the materials used are 

not free of ideology. The importance of physical attributes is only worthy when 

comparing, for example, cotton to polyester. The choice of material for clothing in 

many cases. is based on an imputed characteristic such as style or taste. 

Meaning is inextricably wrapped up in the imputed attributes, and not necessarily 

the physicality of a garment. A polyester shirt may be considered to be in style, 

but it is not necessarily the polyester that gives one satisfaction when wearing 

the shirt. More so, it is the perception that polyester is in style that provides the 

satisfaction. Obviously my argument falls apart on the merit of tactile sensation 

and pleasure (just think of something soR like silk or velour, or a cool linen shirt in 

the summer time), but even a srnall degree of enjoyment of that material is 

predicated on notions of what is considered to be sensuous. This type of taste is 



certainly not universal, nor innate. The only natural part of the examples 

described above would be to keep the body at a comfortable temperature. 

Leiss, Kline and Jhally (1991) assert that imagery is the key to 

understanding the role of advertisernents within our free-market economy. The 

relationship between the physicai attributes and the imputed attributes is actually 

constructed through a process of negotiation, not based on a natural connection. 

The need to consume is also constructed, but it is based on what perhaps can be 

considered an innate feeling or the need for satisfaction. "The message structure 

[of an advertisement] as a whole plays upon ambiguous feelings for the well- 

established, traditional formats for satisfying needs on the one hand and for the 

attractions of new products on the other." (Leiss, Kline and Jhally, 1991, p. 60) 

On one side there are sentimental values of need satisfaction based on 

traditions, and on the other side are the needs of the free-market economy. 

Advertisements lin k the need for satisfaction with the need to consume. 

Leiss, Kline and Jhally (1991) turn to the issue of how advertisements 

motivate people to consume. In contemporary North America, the need to 

consume is part of one's learning and practices since the time they are born. 

Leiss, Kline and Jhally (1991) argue that the structure of advertising plays with 

the self-consciousness of the reader through its suggestion that 'one should be 

at least somewhat dissatisfied with what one has or is doing." (p. 61) 

Advertisernents are inscnbed with ideology that is supposed to enable people to 

over corne their dissatisfaction through consumption of the product. Adverüsing is 

the device through which commodity wnsumption and lifestyles are united. 



The focal point of Leiss, Kline and Jhally (1991), for my purposes, is their 

view of the role of advertising in social interaction. They suggest that ctiticisms of 

advertising within the social interaction camp focus on the perpetuation of 

ideologies. These ideologies include stereotypes, goals, values, and imagery that 

dehumanizes, for example: sexism, racism, materialism, inequality, and lack of 

diversity. (Leiss, Kline and Jhally, 1991, p. 304) While these ideologies lirnit the 

way in which advertisements present the world, they do serve to sustain the free- 

market system. Leiss, Kline and Jhally (1991) argue that rather than focusing 

upon the functions, problems and outcomes of advertising, we should address 

the larger social issue of Our concerns about free-market economy and the 

institutions within it. 

A Summary of Advertising, ldeology and Meaning 

Dyer (1 982) and Williamson (1 984) both address the notion of myth 

creation tied to consumption. Dyer (1 982) argues that the need to consume is 

false, but it appears to us as a natural part of human existence. Dyer (1982) 

fumer suggests that being wrapped up in notions of consumption leads to 

political and social apathy because people do not realize that they are being 

guided. Dyer (1982) addresses the problem surrounding advertising and the 

mainstream media. The media often will ignore progressive or controversial 

issues in favour of those which conform to the beliefs of those who financially 



support the media outlet-the advertisers. This turns the media into a tool of 

ideology. The danger of this process is that the media still purport to be ideology 

free and portray themselves as objective. 

For Williamson (1984) the notion of a false class system was crucial in 

perpetuating the consumer society. People are led to believe that they can 

change their social class and status through consumption. Williamson (1984) 

argues that advertising serves more than to rnerely inform people about 

commodities. She suggests that advertising also creates meaning-replacing the 

meanings made by more traditional structures, such as religion and art. 

Advertising eradicates traditional notions of class and replaces them with class 

distinctions based on one's ability to consume. Advertisements themselves are 

void of a subject, but the role of the subject is fulfilled by the reader because the 

reader becornes both the speaker and the listener. This leads to the appearance 

that the advertisement is an anonymous utterance-providing social meaning 

without a contextual reference to its mal creator. 

Leiss, Kline and Jhally (1991) assert that a commodity and its 

advertisement have two types of attributes, physical and imputed. Physical 

qualities refer to the actual utility of a commodity. lmputed qualities deal with the 

images surrounding the commodity-this is where most of the ideology resides. 

Traditional values have been replaced by values associated with commod ities. 

lntrinsic meaning is something to be purchased and realized through 

consumption. We are presented with a range of possible meanings. This range is 

so large that we think it is open ended, but in reality the range in very Iimited. The 



range of choice we have resides almost solely within the framework of the free- 

market systern. 

The Institution of Advertising 

Dyer (1 982), Williamson (1 984) and Leiss, Kline and Jhally (1991) 

question the ability of the system to provide intrinsic need fulfillment to the people 

within it. One important problem they examine is that of repfacing the class 

system based on production with a class system based on consumption. 

Scitovsky (1 W6), in The Jovless Economv, provides and excellent treatment of 

the shift in associating one's social status with consumption as opposed to more 

traditional associations with means of production. Like Oyer (1 982), Williamson 

(1 984), and Leiss, Kline and J hally (1 991), Scitovsky (1 976) also believes that 

the rational consumer view and the informational model of advertising of the free- 

market economy and advertising is very limiting. He suggests that consumers are 

not always aware of their needs and wants and that their interests are at times 

quite whimsical. 

[The rational-informational] approach overlooks the fact that tastes are 

highly variable, easily influenced by example, custom. and suggestion, 

constantly changed by the accumulation of experïence, and modified by 



changing prices and the availability of some satisfactions and the 

unavailability of others. (Scitovsky, 1976, p. 5) 

Scitovsky (1 976) also contends that the satisfaction one receives from 

consuming goods, might also be altered by the modification of consumer tastes. 

To examine consumption habits, Scitovsky (1 976) dismisses the rational- 

informational model because it is 'unscientific," and decides to analyze consumer 

behaviour throug h consumer motivation. (p. 5) 

One important aspect of Scitovsky's (1976) work is that it tackles the 

question of income and its relation to personal happiness. Scitovsky (1 976) found 

that while economic welfare may rise, people were not necessarily happier 

because of the overall increase or benefit to society. When one's personal 

income increases over other people's incomes during the same period of time, 

people seemed to be more happy. (Scitovsky, 1976, p. 135) Scitovsky (A 976) 

argues that this works on the principle of novelty. 

There is novelty in the change from a lower to a higher level of living, and 

the satisfactions such novelty yields are not only additional to those 

derived from a stable level of living, they are also likely to be much more 

important and more vividly remembered. (Scitovsky, 1976, p. 138) 

While "highsn may increase satisfaction, "lowsn can also have a positive 

impact on penonal satisfaction. Scitovsky (1 976) provides an example of a 



college student moving frorn a nice home to a barren apartment. He suggests 

that this type of change, or freeing oneself of a routine lifestyle, can have a 

positive impact-in this case, more freedom and personal responsibility for the 

student. The only time that downgrading one's lifestyle (in these terms) appears 

to have a positive effect is when one is not forced to make the change and when 

a change is nol long lem. "Men a reduction in ouf standard of living is imposed 

by econornic necessity, it usually seems quite painful." (Scitovsky, 1976. p. 138) 

Scitovsky (1 976) suggests that the systerns of status and rank are 

"addictive." (p. 138) When we achieve a certain level of status or rank, and 

maintain it for a while, Scitovsky (1976) argues that we begin to take that 

acquired level for granted. The result is that "we cling to them not for the 

satisfaction they yield, but to avoid the pain their loss would inflict." (Scitovsky, 

1976, p. i 39) Scitovsky (1 976) warns us that economic quantification of human 

satisfaction is problematic, especially when dealing with the figures pertaining to 

the average national income. "Economic quantification is attractive and useful, 

but we must not let it seduce us into attaching more significance to the measure 

of quantity and to what is quantified then they deserve." (Scitovsky, 1976, p. 139) 

From Scitovsky's (1976) work thus far, we may draw a few conclusions. 

Some personal satisfaction throug h attaining a higher level of income. In tum, 

this is tied to an increase in the level of penonal consumption. When one attains 

a certain level, it is much more difftcult to go back down to a lower level of 

income for a long period of time. The idea that status and rank are addictive also 

suggests that consumption itself is addictive. 



Let us return to the idea of novelty, or stimulus, as referred to by Scitovsky 

(1976). He argues that the need for stimulus is documented, at least, back to 

Roman tirnes, in their phrase "bread and cireuses." (Scitovsky, 1976, p. 150) If 

we accept that humans need to be stimulated for satisfaction as a basic human 

need then why do economic theorists ignore this need? Our own judgrnent of oui 

standard of living is based on things such as number of cars, televisions, and 

food consumption, but seldom acknowledges that these choices are based on 

comfort level, not our level of pleasure. uWe have unwittingly fallen into the habit 

of identifying a high standard of living with a high level of comfort, neglecting 

stimulation or pleasure as a source of satisfaction and assuming that the more 

comfort we have the better offwe must be." (Scitovsky, 1976, p. 152) The 

problem with judgements based on higher levels of material comfort is that they 

are subjective because they favour the values of capitalism. 

Scitovsky (1 976) examines some of the products we (it is American data, 

but the situation is again, arguably the sarne in Canada) consume and services 

we seek by comparing them to European consumption patterns and costs. He 

concludes that US citizens pay more for products and services, and consume 

more products, energy and services than the European counterparts. In relation 

to commodities, "we seek and secure thern in excess-not in relation to a nom, 

but in the sense that we obtain them either in larger quantities than we can use, 

or to the point where they do more ham than good." (Scitovsky, 1976, p. 181) A 

prime example of the harm created through over consumption is the exœss 

prescription of antibiotics. Annually, 30, 000 lives are lost and $2.24 billion is 



charged in treatment expenses in the US-haIf of which were unnecessary. 

(Scitovsky, 1976, p. 169) 

The need to consume is ultimately wrapped up in the values of the 

Puritans. Scitovsky (1 976) suggests that advertising does not necessarily 

persuade consumers to consumer specific cornmodities, but it does encourage 

consumers to select a specific brand of a cornmodity. (p. 205) The notion of 

consurnption, he argues, is based on the ideas of Puritanism. 

The Puritans were 'an earnest, zealous, godly generation, scorning 

delights, punctual in labor [sic], constant in prayer, thrifty and thriving, filled 

with a decent pride in themselves and their calling, assured that strenuous 

toi1 is acceptable to Heaven.' (Scitovsky, 1976, p. 205.) 

This is evident today in both Canada and the United States. It is evident in our 

free-market economic system through its dominance over many aspects of our 

lives. The notions within religion, while still strong in a few people, have been 

replaced in many cases with the praises of capitalism. The concept of the hanl 

worker is still a position which is rewarded, but in the form of overtime pay or 

bonuses. The notion of punctuality surfaces in our businesses, labour contracts, 

and the ritualized work routine. There are rules governing the time at which one 

arrives ta work, how long one's break periods are, how many sick days one is 

allowed, and how much vacation time one is afforded. The one exception to the 

Puritan model appears to be "scorning in delights," as consumption could be 



considered a delight. A change in the view of consumption was necessary to 

justify its necessity. 

The notions that we, as consumers, draw from this group include that of 

preference of comfort over pleasure; Scitovsky (1 976) notes Puritans were 

'against pleasure." (p. 205) The only pleasures tolerated by Puritans were simple 

in nature, any kind of artificial pleasure was not acceptable. Pleasure from 

consumption would have been considered objectionable. Scitovsky (1 976) 

asserts that the value of a person's craft has been replaced by the money that a 

person makes. Just as Williamson (1984) had argued, this suggests that the 

amount of money made by a person becomes the measure by which he or she is 

judged. "We use money not only as a medium of exchange, but also as the 

measuring rod of a man's worth, and we value incorne not only for the goods it 

will buy, but also as the proof of ou? usefulness to society." (Scitovsky, 1976, p. 

207) Clearly, the way in which one visibly demonstrates their income (other than 

through direct indication of the exact figure) to the rest of the world is through 

consumption. In this case, consumption is not a delight. but is the measure of the 

pride and worth of a person. 

Combining Analogous Critical Perspectives 

When combined with Williamson's (1984) and Dyer's (1 982) ideology of 

advertisements, Scitovsky's (1 976) work becomes much more important. For 



Scitovsky (1 976), status and rank, as well as income are fundamental for an 

increase in novelty and maintenance of status level. Williamson (1 984) argues 

that advertisements present us with values regarding status, beliefs, customs, 

norms and morals. It is not much of a stretch to suggest that the values 

presented in advertising play a great deal upon out notions of the importance of 

status, rank, incorne levels, and satisfactions derived from material consumption. 

If advertising does create a reality based on consumption to satisfy the needs 

and wants of a person, the notion of personal value is therefore driven greatly by 

business and has little to do with any intrinsic desires of the individual. That 

notion is the foundation for the work of Ewen (1976) and his argument that the 

consumption mentality is not natural, but is created by business in order to 

provide an outlet for the surplus of mass produced goods. We will visit him later. 

The FreeMarket System, Advertising and Its Foundations 

In Pro~aaanda (1 928), Edward Bernays examines the "new propaganda," 

or advertising and media messages combined with the free-market system. He 

also looks at the problems of our market society functioning under the system of 

democratic rule. Although his writings deal with the United States during the 

1920s, the tenets of his argument equally apply to the situation in Canada (both 

in the 1920s and in the 1990s). Bernays (1 928) argued that any type of message 

directed toward the public in an attempt to win their belief in the message (and 



therefore, consent) must be done using the new propaganda. 'Modern 

propaganda is a consistent, enduring effort to create or shape events to influence 

the relations of the public to an enterprise, idea or group." (Bernays, 1928, p. 25) 

Bernays (1 928) maintains that this is done in every field including politics, 

industry, and even education. 

Universal literacy was supposed to educate the common man to control 

his environment. Once he could read and write he woufd have a mind fit to 

rule. So ran the democratic doctrine. But instead of a mind, universal 

Iiteracy has given him rubber stamps, rubber stamps inked with 

advertising slogans, with editorials, with published scientific data, with the 

trivialities of the tabloids and the platitudes of history, but quite innocent of 

original thought. Each man's rubber stamps are the duplicetes of millions 

of others, so that when those millions are exposed to the same stimuli, ail 

receive identical imprints. (Bernays, 1928, p. 20) 

Althoug h this passage predicated on the cause and effect model, 1 does 

provide several important points. It illustrates the principle of a constructed 

conscious informed by the perspectives of those in charge of the education 

system. The quote atso suggests that the teaching of free-thinking is not really a 

part of education. Instead, the real aim of education is to indoctrinate the student 

into societal beliefs, noms, customs and values in order to prepare the next 

generaüon for entry into the system. The notion of free thought aside, the 



problem with indoctrination into the system is that there are very few people who 

are in control of the creation of the beliefs, norms, customs and values that are 

taught to the educated masses. While people do have the ability to think for 

themselves, the overwhelming amount of business generated ideology is enough 

to rnake free thought an extreme chore. '[Business seeks] to inject itself into the 

Iives and customs of millions of persans." (Bernays, 1928, p. 64) It is because of 

this injection that people will purchase products that they rnay not even need in 

the first place, in order to keep the mass market oriented production systern 

flowing. "Mass production is only profitable if its rhythm can be maintained-that 

is. if it can continue to seIl its product in steady or increasing quantity." (Bernays, 

1928, p. 63) 

The technique of demand creation is demonstrated through Bernays' 

(1 928) example of the velvet industry during the early part of the 1900s. "The 

public has its own standards and demands and habits. You may modify them, but 

you dare not run counter to them ... the public is not an amorphous mass which 

can be molded at will, dictated to." (Bernays, 1928, p. 66) The use of leading 

sources or important figures in a society to endorse products, sometimes known 

as starpower, is necessary. This technique was employed by the velvet industry 

in the early 1900s in order to seIl their fashions. 

According to Bernays (1 Q28), the velvet industry was losing business and 

in danger of disappearing because velvet had gone out of fashion. In a desire to 

keep the industry alive, manufacturers decided that velvet had to be revived in 

the United States. Turning to Paris (Lyons to be precise), where silk was made, 



the velvet manufactures learned about the latest trends in the fashion scene. 

They enlisted the help of Parisians, who visited designers in Lyons and 

encouraged them to use velvet in their designs instead of silk. When several 

members of royalty were persuaded to Wear these new fashions, the hook had 

been set. Back in the United States, the velvet gowns were presented to wornen 

who were purchasing dresses. The women purchased these gowns not only 

because they liked them, but because people were led to believe that velvet 

clothes were in fashion based on who was wearing them. In turn, the media were 

enlisted to describe these new dresses and in doing so, helped convince the 

masses that the dresses were in fashion. 

Bernays (1928) contends that the new propaganda has tremendous power 

and influence. 

It takes into account not merely of the individual, nor even of the mass 

mind alone, but also and especially of the anatomy of society, with its 

interlocking group formations and loyalties. It sees the individual not only 

as a cell in the social organism but as a cell organized into the social unit. 

Touch a nerve at a sensitive spot and you get an automatic response from 

certain specific members of the organism. (p. 28) 

His notions of condition and response reek of behaviourism (the view that 

humans are completely reactive). Bernays (1928) does manage to locate this 

procesr within a contextualized idea of created consumer consciousness. He 



argues that people have been led up to the point of consumption through the 

vanous institutions within society. What and when a penon chooses to consume 

is where the response takes place. 

Perhaps what is really going on is not a conditioned response, but an 

active choice within a given set of limits. To put it another way, people may make 

choices about what they consume and are not consuming once a "consurnption 

button" has been pressed or stimulated by an advertisement. People can actively 

seek out alternatives to the commodities presented in an advertisement, or 

question the nature of the advertisement altogether. A more accurate 

examination would suggest that due to the system employed by those in power, 

people are fed a range of information. Wthin that range of information, people 

make what they believe are open choices. The problem is not one of conditioned 

response, but of apparent open-ended decision rnaking. Unless people are 

aware of their framework, they will tend to make decisions from within it. In the 

free-market arena, they will consume because the free-market model works so 

effectively that consurnption appears to be the natural thing to do. M e n  

presented with a range of issues, most of the choices reside within the 

framework and therefore critical or even extensive evaluation of the system of 

consumption cannot be perfoned. Rather than looking at people as reactive, 

people should be üiought of as active agents operating within a limited scope of 

thinking and decision making. 

Finally, the free-market system will continue to perpetuate itself because 

once those who are in power die or are removd from power, their progeny will 



take over and rnaintain some type of order. The new propaganda is given the job 

of education and maintenance of order. 

And if nowadays the successors of the rulers, those whose position or 

ability gives them power, can no longer do what they want without the 

approval of the masses, they find in propaganda a tool which is 

increasingly poweiful in gaining that approval. Therefore, propaganda is 

here to stay. (p. 27) 

How will the cycle be broken? Hopefully it will be broken (at the very least 

illuminated) through efforts which expose and denaturalize not only the 

framework of the free-market economy, but how the agents operate within that 

framework. How then, did this system corne to be? 

Ewen (1976) is one theorist who has thoroughly traced the roots of 

consumer consciousness. Like Bernays (1928), he argues that the notion of 

consumption is not natural, but created by the heads of business in charge of the 

industrial revolution during the 1920s. Notions of "progress, power, and 

sensualityn through consumption were introduced into a male dominated 

language based around the almighty machine. (Ewen, 1976, p. 5) There was 

also a role change in and within the institutions of religion, education, legislation 

and the rnilitary. The focus for business was to change a traditional agrarian 

society in to one that would be willing to work in factories and to consume a 

surplus of mass produceâ goods. 



Industrialization, then, was more than a question of producing more goods 

in a new way. It also entailed a process of socialization which was aimed 

at stabilizing and inculcating fidelity among whose labor was being 

conscripted. (Ewen, 1976, p. 6) 

This process effectively reduced the unity of workers as well as personal 

meaning in the production process. In other words, people were now working in a 

fragmented environment; their efforts did not result in an end product of their own 

creation. People became replaceable cogs in a giant machine known as a 

factory. 

With the change in mentality of the worker, a change in the mentality of 

the purchaser had to take place in order to complete the cycle. AHhough there 

was a way to produce more goods at a lower cost, people did not seem to 

understand that the goods had to be consumed in order to keep the system 

working. They had no immediate need for the abundance of comrnodities. There 

was also the problem of feelings of fragmentation among workers, as they 

seemed to lack a meaningful purpose in the production process. Make no 

mistake, the free-market consumer is an invention of big business. We will revisit 

this invention later, 

The method of re-instilling meaning was to employ advertising which 

substituted its meanings for traditional meanings. 



True, advertising was to develop as a tool of social order whose self- 

espoused purpose was the "nullificationn of the "custorns of the ages: 

[to] ... break down the barriers of individual habit." It defined itself as "at 

once the destroyer and creator in the process of the ever-evolving new. Its 

constructive effort [was] ... to superimpose new conceptions of individual 

attainrnent and cornmunity desiren; to solidify the productive process while 

at the sarne tirne parrying anticorporate feeling. Beyond standing at the 

helm of the industrial machines, businessmen understood the social 

nature of their hegemony. They looked to move beyond their nineteenth- 

century characterization as captains of industry toward a position in which 

they could control the entire social realrn. They aspired to becorne 

captains of consciousness [italics mine]. . .[advertising] altered [the course 

of industrialization] and its meaning within people's lives. (Ewen, 1976, p. 

19) 

At this time, the role of advertising also changed. Initially, advertising 

magazines, trade periodicals, and newspapers tended to be purely informational. 

The advertisements were predicated on product claims that were factual-an 

advertisement said what the product would do. The change in adverüsing during 

the 1920s through Ewen's (1 976) captains was to shift the utilitarian seIl to that of 

the intrinsic qualities of the product. (p. 35) In other words, the focus became 

selling products based on one's self-awareness and se~consciousness rather 

Vian on product utility atone. A study by Lynd (c1929), quoted in Ewen (1976), 



even went so far as to suggest that there is a better chance of selling a product if 

you base the advertising around a peson's critical self-consciousness than on 

the "merit of the product alonen (Ewen, 1976, p. 38) (this notion is also echoed by 

Dyer (1 982) and Williamson (1984)). 

Coupled with the change in the focus of advertising, there was a change in 

the view of society as a whole. Business came to stress the individual as well as 

the idea of mass consumption over more traditional definitions of class based 

and family oriented society. The change in meaning became apparent when 

traditional family values and mode of production were dropped in favour of the 

mass mentality. No longer was it possible for a worker to receive intrinsic pride 

frorn his or her work, the worker had to "locate his needs and frustrations in terms 

of the consumption of goods rather than the quality and content of his life (work)." 

(Ewen, 1976, p. 43) Commodities were now able to provide al1 of the needs and 

wants of the individual; to consume was to gain intrinsic satisfaction and the 

rnass media hel ped to perpetuate t his ideolog y. 

Let us return to the idea of a manufactured consciousness. The idea that 

people could be bought and sold soon followed the notion of need satisfaction 

through consumption. Prhters' lnk was a magazine dedicated to advertising 

criticism and social responsibility, and made its critical views widely known, 

particularly during this period of change. In 1938, a stem warning was issued to 

its readen. "Modern machine ry... made it not only possible but imperative that the 

masses should live lives of cornfort and leisure; that the future of business lay in 

its ability to manufacture consumers as well as products [Italics mine]." (Ewen, 



1976, p. 53) The change that had taken place could not be easily undone. 

People were forced by business (under the guise of "democratic choice") to not 

only accept the system through the use of advertising and institutional 

restructuring, but also to perpetuate the system through the work-consume cycle. 

Any values that ran counter to this system were removed through consumer 

ed ucation . 

With these two aspects in place, replacing traditional intrinsic need and 

want fulftllment with consumption as fulftllment, combined with the inescapable 

dependency upon the new model of business and mass production for survival, 

the ideology of consumerism was born. The ideology of consumerism effectively 

changed the way in which reality was constructed for the participants within our 

free-market society. "[lt is] ... the eradication of indigenous cultural expression and 

the elevation of the consumer marketplace to the realm of an encornpassing 

'Tmth' [italics mine]." (Ewen, 1976, p. 67) The idea that the world of goods and 

mass production was fact effectively turned people away from their own needs 

and therefore, away from the democratic ideal of self-determination. People were 

no longer free to choose, but dependent upon the system of consumption in 

order to survive. By the same token, in consuming (as an active process), people 

democratically validated the system that served the interests of business and 

mass production. The free-market economy had effectively replaced traditional, 

"less developed," and even 'more popubr" notions of democracy. (Ewen, 1976, 

P- 93) 



The idea that democratic values were replaced by capitalist values is 

bolstered by the work of Smythe (1 981) in De~endencv Road: Communications, 

Ca~italism. Consciousness. and Canada. Smythe (1 981) also examined the role 

of advertising and how it has become an integral part of our society. He calls the 

combination of business, advertising, the mass media and many other societal 

institutions the Consciousness Industry. Like Bernays (1928) and Ewen (1 976), 

he asserts that capitalism has erased the "difference between the world of 

message-images" (or media texts) and the "nature of the 'real' world." (Smythe, 

1981, p. xiv) In other words, the free-market system has utilized adverüsing to 

create a new sense of reality in order to facilitate the consumption of mass 

produced goods. Traditional family values and agrarian values have been 

effectively displaced and replaced with the notion of specialized labour and 

consumption as justification for need satisfaction. Smythe (1981) argues that the 

mass media were invented to legitimize the direct development of the social 

system for capitalism. Capitalism could not exist as it does today without the help 

of the mass media. 

Srnythe (1981) outlines a few key ternis which I too will utilize in my thesis, 

and as such, it is necessary to explain them. To begin with, Smythe (1981) refers 

to al1 media information as "message-images." (p. xiv) This term is used in its 

most broad sense to include things such as television shows, newspaper 

coiumns, advertisements and radio dramas. For my purposes the tenn 'tee will 

be used to refer to Smythe's (1 981) message-images, as it is a single word that 

encompasses all that he speaks about. Ideology, as defined by Smythe (1981) 



refen to a "systern of values with which people support or attack a parücular 

class-dominated social system." (p. 16) The term text, in its purest sense can 

refer to an ything that can be interpreted through communication. For example, 

even the folder in which a document is placed can be regarded and analyzed as 

a text, just as the stapie used to hold the pages together is a text. A text contains 

the ideology of the context in which the text was created, as well as other 

possible ideologies brought to it by the penon who interprets it. 

Srnythe (1981) also speaks of what he calls the Consciousness lndustry. 

(p. xiv) In order to explain what the consciousness industry is, I will first outline is 

components. The parties involved in the consciousness industry include those in 

advertising, market research, photography, commercial application of art to 

product and container design, fine arts, teaching machines and related software, 

educational testing, the fonal education system, the mass media via corporate 

links and intersecting markets (i.e.: professional sportslamateur sports, 

performing arts, comic booksitoysigames, music (both production and sales), 

hotelslairlines, consumer goods industry), the telecornmunications sector 

(computen and electronics), those in physics and chemistry, the banks, the 

finance industry, the insurance industry, the gambling industry, and finally, 

organized and white collar crime. (Smythe, 1981 ) Smythe (1 981 ) refen to this 

area as the "primary information sector." (p. 5) It would be fairly accurate to 

suggest that the production of consciousness is perfomed through an almost 

ubiquitous monolith of people who control the economy. 



The consciousness industry produces many things, but the main goal is to 

produce audiences for markets who have been prepared to consume mass 

produced commodities. Since audiences are so valuable to advertisers, they are 

bought and sold in three distinct, but mutually beneficial ways: 

1. They market consumer goods and senrices to themselves. 

2. They learn to vote for the one candidate (or issue) or anoth 

political arena. 

er in the 

3. They learn and reaffkm belief in the rig htness of their politico-economic 

system. (Srnythe, 1981 , p. 9) 

I do not suggest that people are as unthinking as lemmings, following 

each other to their doom. What Smythe (1981) was suggesting is not a simple is 

that. Like Ewen (1 W6), Smythe's (1981) argument really contends that people 

cannot know what they do not know. In other words, if people are provided with a 

limited amount of information that is seemingly balanced, they will be able to 

select critically from the information provided to them, but only within the limited 

range of the information provided. Selections within a framework may be 

democratic, but the choice of framework is not democratic because it is rarely 

questioned. This point was illuminated by Smythe (1981) in his discussion of 

freedom of choice. He argues that consumer sovereignty is really a myth 

because while a person is free to choose among thousands of commodities, they 

are unable to choose not to consume6 



Another important part of the consciousness industry is child education. 

Children are not only commercialized through advertising , but throug h other 

forms of communication such as television shows or public education. Leiss, 

Kline and Jhally (1 991) suggest that policy aimed at protecting children should 

not be Iimited to advertisements, but expanded to include al1 forms of 

carnmercialization. 

The real problem remains that the child's socialization is formulated within 

a wide cultural kaleidoscope; in order to be effective, ouf policy 

formulations must address the entire realm of commercially mediated 

culture, and not just the part of it represented by advertisernents. (Leiss. 

Kline and Jhally, 1991, p. 31 0) 

To criticize this problern is to criticize the foundation of Our society: the 

future generations. In order for us to perform their suggested task, two things 

must occur. We must completely separate the free-market system from our 

notions of democracy; only then can we redefine what it means to be democratic. 

The second thing we must do is become reflexive of the free-market system 

itself. If this should happen, it would arguably destroy the myths of free-market 

system because it relies on the way that it portrays itself as a natural order. Once 

children are taught to be critical of the system in which they belong, they would 

likely choose to redefine the system. or at least not wholly ascribe to its values 

and premises, and therefore. force a redefinition. Childmn are socialized to grow 



up and consume based on false notions of freedom of choice and higher 

standards of living. They are the future of the system. Once the future generation 

of "believers" is removed, it is plausible that the system will be forced to redefine 

itself. It is highly doubtful that schools, media programmers and other institutions 

within the system would allow that to happen because their survival (as they exist 

now) is dependent upon the system in which they are entrenched. 

The role played by the mass media, as cultural filter, is as critical as the 

role played by public education, for ensuring that capitalism survives. Smythe 

(1 981) refen to this as a "hegemonic filter." (p. 16) The rnass media not only 

screen N> the values of the capitalist system, they screen out confiicting values 

such as traditional (pre-mass market) notions of society. The consciousness 

industry also works to mainstream marginal ideas. We need only look so far as 

the so-called Hippie movement (a well-noted period of high social awareness and 

political action) of the 1960s or the gang problems in south-central Los Angeles 

(turf wars and massive territorial shoot-outs apparently on the basis the drug 

trade) of the 1990s to see this happen. In both cases, the music and the style of 

dress of the movements were appropriated by large corporations to bring the 

outward cultures or sub-cultures into the mainstream. Mile providing the 

appearance of maintaining the original values of each movement, the original 

values were in fact, discarded in favour of more mainstream values. In these 

examples, business profited through comrnodification of the appearances of the 

movements-making it "coolw to adopt these styles. This process has been 

referred to as conspicuous consumption. 



Leiss, Kline and Jhally (1991) also examine the role the mass media play 

in creating and upholding capitalist ideology. "The panoply of communications 

organizations that create the technology, own or control the channels, and 

produce the messages also intervene in the activities of human communication. 

(Leiss, Kline and Jhally, 1991, p. 69) Whoever authors the message has ultimate 

control over the ideological content of the information within. Even if the 

informational and rational consumer model was a plausible theory, the idea that 

information is ideological nullifies tme rational behaviour. M i l e  there may be an 

endless array of interpretations of an advertisement, both favourable and counter 

productive, one must recognize the framework in which an advertisement was 

created in order to counter it. In other words, a penon is only able to be rational 

about information presented within the free market because they have a limited 

number of choices or positions they can take regarding of that information. It is a 

position of limited autonomy based on the ideas of the few communications 

organizations, and therefore not true freedorn, nor access to vast or alternative 

information. In order for a person to counter an advertisement, they must be fully 

aware of the context in which the advertisement was created. They should also 

possess some knowledge about arguments and ideas that run counter to the 

claims made by advertisement on both the surface and structural levels. 

Leiss, Kline and Jhally (1 991) contend that advertisements do exert a 

great deal of influence on programming content of communications 

organizations. Since media organizations are dependent upon advertising 

revenue for their survival, they must ensure that constant support is maintained. 



In discussing the role of advertising and communications, business and media 

agreed that: 

More directly, advertisers' interests lay less in specific contents and ideas 

than in the formats and stylistic techniques of media-layout, printing, 

program flow, orientation, and market strategy-that influenced the 

audiences that the media gathered and the markets that could be 

penetrated through them, their selling power, and the opportunities they 

gave to use advertising design and strategy to maximize advertising goals. 

(Leiss, Kline and Jhally, 1991, p. 96) 

With the desire to attract audiences, advertisers would hardly welcome a 

program or news article that ascribed to values which ran counter to those 

suggested in their adverüsements. If an advertiser pulls its monetary 

contributions from a media organization. the media organization stands to suffer. 

The advertiser can simply look eisewhere for message distribution as the mass 

media industry is highly competitive. In the desire to stay competitive, most 

media organizations would arguably rather soothe their adverüsers than present 

contradictory, controvenial or audience alienating content. This ensures the 

survival of the free-market idealogy. 

Smythe (1981) has his own vision of a created consumer consciousness. 

As has been shown, he subscribes to the idea that consumer consciousness is 

not a natural state, but is produced by business and industry. He further suggests 



that the production of consciousness is a huge area of human labour, but is often 

completely ignored. Audiences of the media: 

... work at their own ideological production and reproduction, under the 

stimulus of an industry devoted to the manufacture of consciousness. The 

most apparent, but not exclusive, component of this industry is 

advertising, which Smythe declares is wrapped around the "free lunchn- 

the entertainment, news, drama, etc. programming on television, in 

magazines and newspapers and radio. (Schiller, 1981, p. xxi) 

People play an active role in the process of "making meaningn of their worfd. The 

entire system in which one lives is ideological and in turn, the system has an 

impact on the observations and understandings realized by that person. 

Advertising serves to provide images and ideas to a relatively homogenized 

audience. The actual content of the advertisement is ideological and has a real 

context, although this is unattributed. Advertisements are created within a social, 

political and economic system, by people who work within that system. The goal 

for that system is to seIl commodities. The message they intend must, therefore, 

reflect their own interests. People who watch television, for instance, might 

believe they are watching it for the program, but in reality they are watching it as 

a source of labour. Audiences actually work for the advertisers. What is this 

"work?" Audiences willingly work to market commodities to thernselves. The 

television show is merely a free lunch for the work performed by the audience. In 



fact, the advertisements themselves cost more to produce (8 to 10 times more 

per minute) than the television shows wrapped around them. (Smythe, 1981) The 

unstated truth of this matter is that the work performed by audiences around the 

world, is one of the greatest sources of unpaid labour in the history of the world. 

Smythe's (1 981) concept of the free lunch argues that the information in 

the media must: "(1) attract and keep [the audience] attending to the program, 

newspaper, or magazine; (2) cultivate a mood conducive to favourable reaction 

to the adverüsers' explicit and implicit messages." (p. 38) Smythe (1 981) also 

argues that because of its mandates, the free lunch itself often "reatfirm[s] the 

status quo and retard[s] change." (p. 39) Controversial ideas are rejected 

because they could cost the advertisers and their corporations a great deal of 

money. When an idea is presented that runs contrary to the status quo it is either 

coopted by the mainstream, ignored, or flatly disposed of as because they are 

considered novel and ephemeral. 

What about the concept of the audience as a source of labour? Smythe 

(1 981) uses the work of Levitt (1 976) to explain this idea. These notions also 

expand on those addressed earlier by Williamson (1 084) and Dyer (1 982) The 

audience member works throug h three stages when watching a commercial. The 

first stage is what I will cal1 the recognition stage. Does the penon have 'the 

'problem' the advertiser is posing?" (Smythe, 1981, p. 40) The advertisement 

presents a commodity as a cure for a defect or void in the person's Iife. The 

second stage can be labeled the awareness stage. This stage entails the 

awareness of a "class of cornmodities which, if purchased and used will 'solve' 



that problem" posed by the adverüser and that people similar to "himlher use this 

class of commodityn to solve the problem. (Smythe, 1981, p. 40) The idea of 

conformity plays heavily upon the mind of the penon at this stage. If everyone 

else can solve their problem through consumption, why has the person not done 

anything about his or her problem yet? Finally, the third stage, or the decision 

stage, suggests that the person will choose to add (or not tu add) that product 90 

the mental or physical shopping list for the next trip to the store." (Smythe, 1981, 

p. 41) If the person accepts the assertion that they have a problem and that the 

problem can be overcome through consumption of a product, they most likely will 

purchase it to solve their problem. 

When the number of products in a particular comrnodity class increases, 

the time in which one evaluates the products does not. The consumer is forced to 

spend less and less time evaluating competing products. How can one be totally 

rational about commodity consumption with less time to petforni the act? "The 

process contains a monstrous contradiction. lt is totally rational fmm the 

advertisers' perspective and totally imtional from [that ofj the audience 

n~embers'."~ (Smythe, 1981, p. 41) To find one's niche becomes the desired goal. 

The process of narrowcasting oneself to a specific genre of commodity allows for 

a more rational decision. This process leads to the phenomenon of one being 

defined by the products he or she personally consumes. 

What happens when one tries to choose among competing products 

whose only diverence is the packaging? Rationality is no longer rationality of 

performance, but rationality of aesthetic preference. One accepts the aestheüc 



arguments made by one product over those made by another. In this case, an 

argument can be as simple as a bright orange bottle for product A and a brown 

bottle for product B. If the product is a soap, for example, the person may choose 

product A sirnply on the basis of colour association. They might choose white 

because it is seen as a symbol of cleansing power, or avoid brown because it 

might represent dirt. Adverüsers do not always drive our aesthetic tastes. We 

may choose the brown bottle because it is our favourite colour, or because it 

looks good with our beige towels in the bathroom. Even while many of our tastes 

may override the airns of the advertiser, we must not discount the power of 

packaging to sway us into purchasing a product that is identical to another except 

that it is presented in better wrapping. 

From the standpoint of the advertising industry, their desire is to advertise 

to people who are most likely to purchase their products. "The ... strategically most 

important class of audiences is [the audience] produced for advertisen [who are] 

marketing consumer goods." (Smythe, 1981, p. 28) Television shows, for 

example, are aimed at certain demographic groups, often of very limited range in 

things such as age, lifestyle, income, and in some cases, gender. The 

commercials within the show will be for products or services that are congruent 

with the demographic group watching the show. To demonstrate this, try to think 

of the last time you saw a beer advertisement in the middle of a soap opera, a life 

insurance commercial during a children's program, or a cooking oil commercial 

during a hockey game. 



Another important strategy that is critical for the survival and growth of 

capitalism, as addressed by Smythe (1 981), is the act of cross-marketing . 
Smythe (1981) refers to cross-marketed items as spinoffs. (p. 16) A spinoff is 

something that is non-advertising material, but is connected somehow with an 

advertised product and to capitalist popular culture. Smythe (1 981) provides the 

example of a Song in a popular film. The Song begins to take on connotations 

connected with the film. It is played on the radio (sometimes with film narrative in 

the song) and promotes the film merely because of its association with a scene in 

the film. At the other end, the film promotes the Song as the artist is legitimized 

by the song's appearance in the film. In main cases of children's films, huge toy 

campaigns are run as spinoffs. Children can purchase their favourite movie 

characters, weapons, animals and sets used in the films. The sales of toys 

surrounding a film can also drive children to see the filrn more than once, or 

convince them to go if they have no! seen it. 

All commodities share some common characteristics. Smythe (1981) cites 

six key characteristics of consumer goods that helps to explain why they are 

produced. The first thing is that al1 goods "appeal to and cultivate in their users 

selfishness because of the basis of their design, packag ing , and sales appeal is 

to individual insecurities and potentials for aggression or exploitation ... They are 

al1 teaching machines." (Smythe, 1981, p. 223) Goods uphold and create values 

congruent with the social and economic system in which they are embeddad. 

Individualism and the private self is stressed by capitalism because it serves to 

keep the community fragmented and critical though oppressed through the veil of 



nature. Since goods can solve everyone's problems, why should there be any 

questioning of the system or the even the problems themselves. 

The second common characteristic is that al1 goods are "aimed at the 

middle, working, and upper class; the poor are not the expected users of them." 

(Smythe, 1981, p. 224) The "poor" account for approximately one-third to 40% of 

the population in the core (first world) countries. (Smythe, 1981, p. 224) The 

potential for profit maximizing by corporations is demonstrated here. Poor people 

rnay be able to consume goods, but not at the rate of the middle or higher 

classes. M i l e  advertisements themselves may be aimed at everyone but the 

poor, the poor can still consume the commodities on at least two levels. First, 

commodity consumption can be perfomed out of a need to survive, as in the 

example of food staples. Second, poor people may also consume in the hope 

that it will raise their standing in the class system. When a person from a poor 

class is able to consume very high priced goods it is because of a limited number 

of reasons. For example, they could have saved enough money to make one 

large purchase, the commodity could have been received as a giff, or they could 

have purchased it second hand. Although this is not tautological, more often than 

not, the higher classes are those who consume the greater amount of goods. 

When a poor person does consume goods aimed at a higher level of 

income cbss, there is an escapist function that takes place. The consurnption of 

goods, in alignment with Williamson (1 984), theoretically raises one's class 

because capitalist class is assumed to be based on the commodities one 

consumes. There is also an element of denial or rejection of the poor person's 



real class-that is, their traditional class based on the role they assume in the 

production segment of society. The desire to become "better" is executed 

through consumption, and because status is predicated on material wealth, 

poverty is defined through lack of commodities. To consume, for a poor persan, 

is to deny one's existence in the economic scale. People are able to buy their 

way out of a material class b e l ,  but not out of the production dass level; the 

traditional measure of one's class. In some extreme cases, high priced products 

may additionally be aimed at lower classes because the advertiser knows that 

they cannot afford them. As twisted as this rnight sound, it will actually Iimit the 

sales of the cornmodity in low socio-economic areas and drive the value of the 

commodity up higher. Budget restrictions of low-income households would 

indicate such a value assumption because high priced goods represent a greater 

percentage of their budget than high-income families. 

The third characteristic is that commodities "provide TNCs [Trans-National 

Corporations] with their vast profits." (Smythe, 1981, p. 224) TNCs or Multi- 

Nationals (are they are sometimes called) account for a large proportion of the 

corporations in the world. TNC products are often not localized, but if they are, 

you can be sure that the TNC has an equivalent in another countiy. Since sales 

are coming from large ragions or from al1 over the world, the ability to generate 

revenue is huge. 

The fourth common attribute of goods is that "they collecüvely account for 

the environmental pollution the responsibility for which is shifted from monopoly 

capitalism to technology. and thus avoided." (Smythe, 1981, p. 224) One need 



only look so far as the ozone layer to see the effects that consumption has had 

on the world as a whole. Chlorofiuorocarbons (CFCs), car emissions and 

countless other products and chemicals have al1 contributed to the destruction of 

Our ozone layer. It has become a world problem and corporations, which are 

responsible for the problem, are hardly ever blamed. Again, the problem is 

attributed to the price of technologica! progress; a small price to pay for the 

necessity of progress. 

The fifth trait is that "their intrinsic use value is far below their exchange 

value, under capitalisrn." (Smythe, 1981, p. 224) This is perhaps Smythe's (1 981) 

most important point, where the value of the freemaiket system is concerned. It 

is also a strong force in suggesting a return to traditional values. Things such as 

built-in obsolescence, cheaply made goods, and values of style and fashion are 

included in this category. 

Consumption of goods to provide one with intrinsic satisfaction is entirely 

problematic. As Christopher Lasch suggests, in The Culture of Narcissism 

(1 979), advertising has erased al1 traditional notions of labour and communal 

value, 

In a simpler time, advertising merely called attention to the product and 

extolled its advantages. Now 1 manufactures a product of its own: the 

consumer, perpetually unsatisfied , restless, anxious, and bord. 

Advertising serves not so much to advettise products as to promote 

consumption as a way of life. It "educates" the masses into an 



unappeasable appetite not only for goods, but for new experiences and 

personal fulfillment. It upholds consumption as the answer to the age old 

discontents of loneliness, sickness, weariness, lack of sexual satisfaction; 

at the same tirne it creates new forms of discontent, peculiar to the 

modem age. (Lasch, 1979, p. 72) 

The worker is completely fragmented from the product created to the point where 

he or she is easily replaced by another worker or by a robot. In systems where 

the production of commodities is robotized, the worker is responsible for making 

the machine perforrn correctly. This process effectively eradicates traditional 

notions of pride in workmanship that were once espoused by the craftsperson. 

At the other end is the argument that consumption of products is a 

treatment used to fix one's problems. To suggest that one has a problem 

because they do not use a product is ludicrous to begin with. Did such problems 

really exist before the üme of the free-market economy? If a person is a 

damaged good, sold to advertisers so that he or she may consume the product in 

order to fix themselves, what happens when a new product is developed? It 

becomes apparent that progress is rationalized throug h a method of rapid 

product obsolescence. The idea that a new and improved product will fix a 

problem better than the old product hardly fails under the terni intrinsic value. In 

reality, people use produds as a quick-fix for their emotional and mental 

problems (which may be related to the system in the Zrst place). The real value 

would be to look within oneself and examine why one subscribes to a system that 



is predicated on reminding people of their failures and weaknesses, while at the 

same time offering to fix them directly through the purchase of its own 

commodities. 

Finally, the sixth shared commonality is that most goods are produced 

through extremely wasteful processes. Consumer goods "absorb the great bulk 

of natural and human resources which the capitalist core extracts and uses. They 

engorge the private sector and starve the public sector." (Smythe. 1981, p. 225) 

The argument of public good versus private profit is exemplified by this sixth 

characteristic of consumable goods. If more money is being pumped into a 

system that creates high levels of individualism, marginalizes contradictory 

values, and promotes greed, how can notions of the public sector compete? 

Indeed, how can a true public sector exist when the system in which it was 

created is predicated on extreme capitalist values? In alignment with Smythe 

(1981), the public sector, through its institutional practices and teachings, must 

also subscribe to the values of the free-market economy. The private sector wins 

because of the way it is portrayed as being natural and because the values of the 

fiee-market economy have become synonymous with democracy to the point 

where capitalist ideology has replaced that of true democracy. With capitalist 

values posing as democratic ideas, the public sector is marginalized and frowned 

upon as outdated and unprogressive as progress is defined by private and 

technological advances. 



Resistance to Advertising and Fne-Market lnrtitutionr 

The free-market systern and accompanying ideologies may seem like a 

giant monolith. It is true that overcome such a welldeveloped system of 

consciousness creation and maintenance is extremely difficult, but not 

impossible. Advertisen atternpt to convince the consumer of what they should 

do, but it does not always work. As was mentioned in my introduction, the very 

fact that we are human (we have the ability to feel) and not programmable 

machines gives us an advantage over adverbers and the capitalist ideology. 

"There is a dependable quantum of individual and group resistance, reproduced 

every day, arising out of people's innate capacity and need for love, respect, 

communal relations, and creativity.' (Smythe, 1981, p. 270) The need of the 

dominant class to create a consciousness in people in order to maintain itself can 

be seen as a weakness. The top-down ideology of the dominant group is not the 

only type of information processed by humans. 

Consciousness is a dynamic process. It grows and decays with the 

interaction of doing (or practice) and cognition over the life cycle of the 

individual in the family and other social formations. It draws on out 

emotions, ideas, instincts, memory, and al1 of the sensory apparatus. 

(Smythe, 1981, p. 271) 



Consciousness is inextricably governed by one's life experience, "from people's 

interaction with each other and with their environment." (Smythe, 1981, p. 272) 

A good example of a conflict of values occurs between wealthy and poor 

people. Poor people cannot live up to the consumption standards for the free- 

market economy because they have less income that wealthy people. Everyone 

is told to consume, but they are unable to consume the same types of 

commodities in the same numbers as wealthy people. Simply because of a lack 

of money, resistance takes place, although the desire to consume more may stay 

with the poor person. "In this sense there is an undeveloped guerilla struggle in 

the United States and Canada." (Smythe, 1981, p. 273) 

There are many other kinds of resistance that can be practiced. At the 

same time, there are many different areas in which one can resist free-market 

ideology. On a technological level, Smythe (1981) mentions a type of resistance 

by what are now known as computer hackers. "The very nature of teleprocessing 

information (the combination of computers, data banks, and telecommunications) 

means that the capitalist system is vulnerable to instant and prolonged 

disruptions." (Smythe, 1981, p. 295) At the organizational level, humanitarian 

groups such as unions, non-profit organizations and other lobby groups are able 

to educate sorne small segments of the population about the problems of the 

free-market system. At a national level, Smythe (1981) provides the example of 

the failure of the United States to defeat Cuban and Vietnamese resistance to 

capitalism during the 1960s. Other examples of resistance include boycotts of 

particular goods, especially name brands. use of grafïiti, creation of underground 



media and the alternative press, and creation of counter-cultures, to name but a 

few. 

Surnmary of the Critical Foundations 

Bernays (1 928) wrote about the changes in the system of democratic rule 

as they were taking place. He saw individual minds being replaced with rubber 

stamps and a mass consciousness. The needs of the people were being created 

by the new propaganda, or the media and advertising in order to serve the 

interests of big business. For Ewen (1 976), the free-market economy took 

precedence over, and effectively altered al1 previous notions of society. It 

changed the system of living and production on which people relied from an 

agrarian type of society to a society of fragmented individuals dependent upon 

consumption of goods in order to live. Societal institutions (e.9.: churches, 

schools, laws) were altered to teach and uphold values that assisted the growth 

of the consumer oriented society. The nature of adverüsing changed from one 

that presented factual and claim based information about products, to one that 

plays upon the fears and shortfalls of the consumer in order to generate sales. 

The nature of institutional structures changed so that people are now pmduced 

with beliefs that are in alignment with the free-market system. 

Ewen (1 976) also suggests that traditional notions of democracy (a 

political system) were altered so that democracy came to mean the free-market 

system or capitalisrn (an economic system). Capitalism effectively maintained 



patriarchal rule by replacing the family father figure with business as the new 

patriarch. It created a system that perpetuated itself and forced people to 

become dependent on its mode of production and values in order to survive. All 

of these beliefs are perpetuated further through advertising and consumption. 

The emphasis of Ewen (1976) that this process was not natural but in fact 

learned by and fmed  upon society cannot be understated. 

Smythe (1 981) also saw that democracy has been replaced by capitalist 

ideology. Like Bernays (1928) and Ewen (1976), he focused on the production of 

consumer consciousness in people. The consciousness industry consists of al1 

that Ewen (1976) mentioned, and many other communication outlets ranging 

from toys to photographers to banks to sports franchises. The notion of the 

audience as a commodity that is bought and sold for its labour is another critical 

component to Smythe's (1 981 ) theory. While audience memben think that they 

are enjoying a television program, or a "free lunch," in reality they are petforming 

work for advertisers. Smythe (1981) and Leiss, Kline and Jhally (1991) criticize 

the mass media for its inability to provide progressive programming. The 

messages within the programs are design to support the free-market mentality; 

messages must not offend the advertisen for fear of lost revenue. People are 

also seen, bought and sold as damaged goods; something which advertisers can 

fix with their products. The market for commodities is huge, often involving 

spinoffs. or products that surround a theme and are consumed in many formats. 

For example, a movie might have a soundtrack, corresponding book, and action 

figures that can be purchased in order to "live" the theme of the movie. In turn, 



these spinoffs may encourage people to see the film for the first time or to see it 

more than once. 

Commodities also have six common characteristics. Comrnodities 1) 

entice and foster selfishness, 2) are marketed to the middle and upper class, 3) 

are very profitable for TNCs, 4) are responsible for environmental pollution, but 

are not seen as such, 5) have Iittle intrinsic value, and 6) devour vast arnounts of 

natural and human resources, while at the same time they starve the public 

sector. Since the public sector was redesigned under the free-market systern. it 

is also predicated on notions of the free-market economy and consumption. One 

important area where this is demonstrated is education. Public schools are 

equipped with materials and lessons that uphold values of the free-market 

systern. Public schools are also supposed to offer critical thought and alternative 

perspectives as part of their teachings. The problem is that this has been created 

under the seemingly disaffected veil of the public sector. Let us not forget that the 

public sector too is part of the free-market system, one that receives redistributed 

public money (e.g.: from taxes), but also private ideology to everyone so that the 

values of capitalism are upheld and practiced. 

The task of resistance, while extremely difficult, is not impossible. There 

are a wide variety of ways in which one can resist the dominant free-market 

ideology. Resistance has been successfully achieved on personal levels, 

cornmunity levels, organizational levels. and national levels. 



CHAPTER THREE 

METHODOLOGY AND DETAILED DESCRIPTION OF THE lWO CASES 

In the previous two chapters, I have outlined the four key research 

traditions and approaches taken toward adveiüsing. In this section, ! wi!! use the 

most important tenets of each of the traditions in order to perform two case 

studies of corporate sponsored curriculum materials. Quite obviously, there is 

much more to each of the perspectives than I will enlist as the crucial 

components, but it is necessary to narrow the focus in order to perform the 

analysis. The other assertions made by each of the research traditions deal with 

the system of advertising and its place within our society as a whole. We must 

understand how the curriculum works under each of the paradigms first and then 

apply the structural arguments later. I will examine some of the structural 

arguments upon completion of the review of the principles of education, 

marketers' ideals, and the current state of education in Canada. 

The methodology for analysis will be quite simple. Each perspective of 

advertising contains some general principles that are crucial to its foundation. For 

example, al1 of the theorists who view advertising as a fom of information agree 

that advertising is used to provide consumers with the utilitarian features of a 

given commodity. It is through these specific daims that the analysis of the 

curriculum can be accomplished. The analysis will demonstrate whether or not 



corporate sponsored curriculum is analogous with the required basic tenets of 

the four research traditions of advertising. 

The characteristics, as mentioned, are selected on the basis that each is a 

foundational and mutually agreed upon part of its respective theory. Under the 

advertising as a fom of information perspective the characteristics that will be 

utilized are presented in the following model. 

The assertion that the content of an advertisement is based on information 

about the utility value of a given commodity. The information presented in 

the advertisement allows the consumer to make a rational decision to 

purchase or not purchase a cornmodity based on its daims. 

The perspective that advertising is a form of persuasion model will be as follows: 

The major belief of this perspective is that advertisernents make a 

reasoned argument in order to change the mind of the consumer toward 

favouritism of the advertised cornmodity. The arguments made are based 

on the ability of the product to fulfill the existing needs of the consumer. 

Advertising of this nature, more than likely. alerts consumen to different 

brands of the same product and tries to foster brand toyalty. 



The model for the perspective that advertising as a fom of symbolism will be: 

Consumption takes place at the level of ideas, images and messages 

surrounding a commodity. The focus for this model will be the types of 

images and beliefs that surround a given commodity. Commodities are 

purchased based on their daims about their ability to achieve these ideals. 

The critical tradition is much more elaborate than the non-critical perspectives. 

As this is the case, we will reserve the analysis of the institutional structure of 

advertising until later. The important components for the curriculum analysis are 

as follows: 

Advertising is an ideological tool. Advertising creates problems through 

suggesting that the consumer has a problem which can be fixed by a 

given commodity. The majority of the ideology surrounding a commodity 

and its advertisement resides in its imputed qualities. We will examine the 

images, messages, and beliefs surrounding a given commodity. 

Advertising creates new meaning that replaces traditional meaning 

derived from art, religion, social systems. 



The two samples we will examine are the Bank of Montreal's my money 

lnvestment Club kit (th8 simple steps investment kit) and the Tampax Heallh 

Çducation Program on Puberty and Menstwal Health. These samples were 

selected on the basis of their representative nature of the available corporate 

sponsored curriculum. While no two corporate sponsored curriculum packages 

are absolutely identical, there are two common trends among the available 

rnaterials. 

The first package design, along the lines of the my money lnvestment 

Club kit, does not contain any specific or direct promotion of a product. We will 

cal1 these subtle-sel1 curriculum packages. Information presented in the 

curriculum may be about commodities of a similar vein to those produced by the 

curriculum creator, but the information is not brand specific. Brand names and 

logos are used as indicators of the producers of the curriculum, as supporters of 

such services or as a purveyor of services. There is also (usually) some sort of 

testing or measurement component included in the cumculurn. This can range 

from activity sheets, to true and false questions, to a pplied knowledge puzzles. 

I selected the my money lnvestment Club kit as a representative of this 

type of curriculum package for several reasons. First, it is a comprehensive 

package that involves lessons and activities or tests. Students are not only taught 

about the banking industry in textbook fashion, they actual get to practice what 

they have learned. The activity sheets can be seen as both a fun exercise and as 



a testing tool. Students must apply knowledge to various word games in order to 

see what they have leamed. As a final piece of the puzzle, students get to play a 

board game that tests al1 of the concepts they will be required to know, should 

they decide to invest their money with the banking industry. As was mentioned 

before, the Bank of Montreal does not tell students about their financial services. 

Instead, the real-world trade names of Bank of Montreal services are used to link 

the general banking knowledge with the Bank of Montreal. 

The other type of curriculum uses direct product marketing information in 

order to seIl its products. We will cal1 these direct-sel/ curriculum packages. Often 

trade names and brand logos are used in conjunction with lesson instructions in 

order to market a given commodity. If a problern is presented in the lesson plan, 

for example, the lesson will specifically state that a given commodity will be able 

to solve the problern. Tampax Health Education Program on Puberty and 

Menstrual Health does precisely this in its sections on menstrual protection 

products. Like the subtle-sel1 packages, there is usually some type of testing 

involved with the curriculum. 

Additionally, I selected the Tampax Health Education Program on Pubedy 

and Menstmal Health based on its multi-faceted nature. This example includes a 

wide variety of informational media. various testing activities, and a real-world 

sample of the curriculum creator's commercially available product. The kit 

contains a teacher's guide, student activities, overheads, a video, student 

handbooks (for each class member), a poster, and some sample tampons. In the 

teacher's guide. the student handbook, and the video, there is information 



pertaining directly to Tampax tampons. Students are infomed as to what 

Tampax products are available, when to use them, and how to use them. The 

video, poster, and various diagrams further instruct girls on the correct use of 

tampons. The testing, in this case, focuses upon both knowledge of puberty and 

knowledge of ferninine protection products. Testing is performed through a series 

of hand-outs, which include activities such as terni and definition matching, story 

writing , and menstrual cycle charting . 

While I have defined two different types of curriculum packages, both 

types have at least one other common thread-the frequent inclusion of product 

samples. In the case of the my money lnvestment Club kit, we have an example 

that does not include samples of banking services (although it probably could be 

argued that its board game acts as a mock-sample). In the case of the Tampax 

Health Education Program on Puberty and Menstrual Health, we have an 

example that includes a product sample in the form of a box of tampons. Not al1 

of the curriculum packages are as robust as these two examples. Some 

curriculum packages consist only of one or two world wide web pages. The two 

examples I have selected do, however, provide us with sorne commonly utilized 

materials that appear in many different curriculum packages. 

An Ovewiew of the Samples 

The my money hvestment Club kit (the simple steps investment ki9 is 

produceâ by Bank of Montreal First Canadian Funds and the Bank of Montreal 



Group of Companies. While the curriculum is aimed at "students eight years of 

age and over." (Bank of Montreal [BM], 1998a, p. i), it is not clear for what 

su bject it is intended. The kit is distributed by the Jr. Jays Magazine and Kids 

Club organizations in conjunction with the Canadian Association of Chiefs of 

Police. The Jr. Jays Company is involved with the distribution of millions of 

packages of gum, candy ban, and Jr. Jays comic books to Canadian schools. 

(I.I.R., 1996b) According to lan Blair, Senior Media Relations Manager for 

Private Client Group of the Bank of Montreal, to date, approximately 10,000 kits 

have been distributed in English speaking Canada and 5,000 to 6,000 kits have 

been distributed in the province of ~uebec? The kit materials consist of a 

teacher's guide and a board game. 

The teacher's guide is divided into seven lesson plans designed to teach 

students about money. lncluded in the teacher's guide is a set of overheads 

explaining the system of compound interest, complete with a set of handout 

aclivities. The board game is part of the seventh tesson. The game consists of 

play money (in the form of bonds, mutual funds, and cash), financial advice 

cards, dice, marken and a board of squares cantaining various instructions. In 

the real world, the Bank of Montreal has a youth bank account plan entitled my 

money aimed at people under the age of eighteen. The website provides 

information as to what the my money plan provides for each member. Included in 

the services as things such as withdrawals, pre-authorized payments, transfer of 

funds, chequing services, use of direct payment, pieferred interest rate on 

savings accounts, and free telephone and Internat banking. (BM, 1g98) The 



slogans associated with the my money bank account plan are "raking in the 

doughn and "show me the money." (BM, 1998) 

The second example is the Tampax Health Education Program on Pubedy 

and MenstmaI Health (1 998). This prog ram is desig ned to provide students , ages 

1 1 to 14, with information about puberty and changing body functions. The kit is 

design to be used in health classes as supplemental curriculum. According to 

Tampax, approximateiy 2, 000 kits were ordered for use in Canadian schoolsg 

The kit includes a teacher's instruction book (Teaching Guide: Puberiy end 

Menst~ral Health (1 998)), a 27 minute video (Kids to Kids: Talking A bout Puberty 

(1 998)), a poster (female and male anatomy, fernale reproductive organs and the 

menstrual cycle), a student handbock, mostly aimed at girls (A Time ForAnswers 

(1995)), and a trial package of Tampax Satin Touch tampons. The kit is 

contained in a white box with pastel-coloured (pink, purple, blue, yellow and 

green) drawings of a female and a male on the front. The components of the 

(except the poster and tampon box) are designed in a similar way to the box, but 

the drawings and headings are placed on a background compfising of a blue sky 

filled with wispy white clouds. While there is some mention of puberty in boys, 

most of the information in the kit pertains to girls and menstruation. 



A Detailed Look at the Samples 

While the detailed examinations of the kits are quite lengthy, it is 

necessary in order to provide the appropriate context for a proper analysis. With 

both of the kits explored in detail, much of the analysis can focus on the sections 

where commodities are mentioned instead of the entirety of the kits. 

Case f :  

mv monev lnvestment Club: Get to know your dough 

Produced By: Bank of Monfmal 

Breakdown of the Curriculum 

The my money lnvestment Club Teacher's auide contains the lesson 

plans which are designed to teach concepts and guide students through the 

activities. The concepts introduced revolve around the "money management and 

investing." (BM, 1998a, p. i) The copy of the lesson guide is divided into three 

different instruction sets. A warning symbol indicates items that should not be 

read aloud, or that instruct the teacher to perform a specific action, speech 

balloons indicate what is to be read aloud to the class, and quotation marks 

highlight new financial ternis which may have to be explained in detail. 



The seven lessons (in order) are entitled: "Getting to know your dough," 

"Creating an investment portfolio," "The golden rule of investing: Diversify," "The 

three basic asset classes 8 creating a balanced portiolio," "Bulls & Bean: What 

do they have to do with investing?," "Watch you money grow & share some of 

your wealth," and "The my money board Game & other activities." There is also 

an epilogue in the guide entitled "Final Word." 

The first lesson describes the barter system and its limitations, with the 

outcome being the invention of money. Systerns of barter limit what one can 

obtain because of potential differences in the desires of the battering partner. If 

the other person does not want what you have to offer, you are out of luck. 

Monetary systems are proclaimed to be better because money can be 

exchanged for anything at any time. The lesson ends with a piece of advice. "A 

bank is a good, safe place to keep your money; much better than leaving it 

around in your roorn where your sister or brother could take off with it, or the 

vacuum cleaner could suck it up!" (BM, 1998a, p. 3) 

The second lesson teaches students about the creation of an investment 

portfolio. It explains, in minimal detail, four types of investing; bank accounts, 

government bonds, stock and shares, profit, dividends, and mutual funds. During 

this lesson, the teacher is supposed to hand out photocopied my money 

lnvestment Club certificates that proclaim each student is an official member of 

the club. The certificates are signed by Terry A. Jackson, honorary chair of the 

my money investment Club. and president and CE0 of the Trust Company of the 

Bank of Montreal. There is also a small disclaimer on the bottom of each 



cerüficate that reads "for entertainment purposes only." (BM, 1 998a, p. 22) The 

concepts introduced in this lesson include withdrawals, lending, interest, bonds, 

shares, stocks, mutual funds, units, and fund managers. 

While it is initially stated that "money isn't everythingn (BM, 1998a, p. 4), 

the lessons do not deal with anything else but money. The lessons also do not 

explain what "everythingn (other than money) else is! In the next step, each 

student is supposed to pretend that they have been given $100. They are 

instructed to examine the ways in which they can make their money grow. 

According to the lesson, a bank will pay interest on al1 bank accounts as a 'thank 

you' for lending the bank one's rnoney. The bank account section also states that 

"some banks even have special bank accounts just for kids." (BM, 1998a, p. 4) 

The section concludes by providing an example of what a bank account will net 

the lender at the end of one year. The $1 00 invested in a bank account at 1 % 

interest would net the lender $1.00. It is mentioned, once again, that the bank 

would deposit an extra dollar as a way of thanking the lender. 

The second section explains how govemment bonds work. Students are 

told that they may invest their money in a government bond. but unlike a bank 

account, their money is tied up for a period of one year or more. The passage 

also states that one is wguaranteed to get al1 [of ones] money and interest back" 

(BM, 1998a, p. 5) at the end of the investment period. To demonstrate how much 

money can be made ftom a government bond, an interest rate of 10% per year is 

applied to the invested $100. 



The third type of investing cited is investing through stocks or shares. 

Students are told that not only can they invest in something, but actually own a 

piece of it. The passage cites McDonalds, lrwin Toys, and banks as example 

corporations of which one can becorne part owner. (BM, 1998a, p. 5) Students 

are warned that investing in stocks does not mean that they will make money, 

and that there is a chance they can lose rnoney if the company they invest in 

does not perform well. The lesson glosses over the term 'dividends,' citing it as 

'extra moneyn (BM, 1998a, p. 6) paid by a stock. The section concludes with a 

passage about owning stock in more than one company. 'Instead of owning a 

share or stock of just one company, what do you think of owning a M e  share of 

lots of different companies? What kinds of companies would we like to own a 

share of? How about Walt Disney?" (BM, 1998a, p. 6) 

The fourth and final section in this lesson deals with mutual funds. 

Students learn about the concept of 'pooling' money with others so that everyone 

can own little pieces of many companies. The passage argues that mutual funds 

are better than stocks because one Company in a studentts portfolio may perfom 

poorly and lose money, but other companies are likely to do well and make 

money. Students are introduced to the idea of buying many small parts of 

cornpanies through a fund manager. "A 'fund manager' then takes al1 the money 

and goes shopping for shares in hundreds of different companies. These shares 

become the ingredients of the mutual fund that mix well together and make the 

mutual fund big and strong." (BM, 1998a, p. 6) The lesson concludes with the 



assertion that mutual funds are indeed better than stocks because they are 

cheaper, managed by investrnent experts and like stock, can yield dividends. 

Lesson three, or the "golden rule of investingn (BM, 1 Q98a, p. 7), teaches 

students that one should diversify one's money. Through the use of the age-old 

metaphor of placing al1 of one's eggs in one's basket, the lesson places great 

emphasis on spreading one's rnoney around. Briefly stated, if one has a bunch of 

eggs and places them al1 in one basket and that basket falls to the ground, one 

loses al1 of their eggs. Should a person divide the eggs into a number of baskets, 

and if one basket should happen to fall, there would still be some eggs l e t  The 

passage concludes with the eggs metaphor being transferred from eggs ont0 

one's investment portfolio. " M e n  you diversify it means that you sptead your 

money around into different things. You dont put al1 your eggs in one basket." 

(BM, 1998a, p. 7) 

The fourth lesson teaches students about the basic classes of assets, 

including cash, fixed income, and equity. This section breaks down the previously 

learned types of investing into the three categories. Bank accounts fall into the 

cash class, which in turn, is described as "the money you may need soon." (BM, 

1998a, p. 8) In the fixed income class, government bonds are defined as 

"investments that pay interest but your money is usually locked in for a longer 

the." (BM, 1998a, p. 8) Equity is defined as ownership. Stocks and mutual funds 

are listed as types of investments under this asset class. The lesson concludes 

with the restating of the golden rule and the introduction of a new terni, balanced 

in vestment potthlio. 



The fifth lesson introduces students to the terms bu11 and bear, A bull is 

defined as one who Winks the value of the money they have invested is going to 

go up." (BM, 1998a, p. 9) A bear is the opposite of a bull. It explains how one can 

be both a bull and a bear about different things in one's mutual funds or other 

investments. 

The sixth lesson demonstrates dollar cost averaging as appiied to one's 

investments over eleven years (ages 10 to 21) through the use of charts (either 

distributed to the class or on an overhead projector). Students are told that it is 

better to buy mutual funds over a period of time, rather than al1 at once, because 

of the fluctuation of the unit prices of mutual funds. "The average purchase cost 

of the mutual funds units over a period of time is probably lower than buying 

them at one particular point in time." (BM, 1998a, p. 11) The charts show what 

happens when $100 is invested to start (age 10) and $1 1.50 (earning $1 1,700 by 

age 21) or $23.00 ($23,000 by age 21) is invested each week thereafter. 

Students are then instructed to find their parents' ages on a big chart in order to 

see how much money had been made. There is disclaimer at the bottom of the 

charts which states: "These calculations and projections are for dernonstraüon 

purposes only, and there is no guarantee implied or othewise to be construed as 

their future worth will fluctuate with market conditions, Calculations assume a 

pre-tax portfolio retum of 7.000K." (BM, 1998a, pp. 16 817) 

The last part of the lesson is a small section entitled "Share the Wealth." It 

instnicts students to do "good deeds or [donate] some of your new found wealth 

to charities or organizations that help needy people." (BMl 1998a. p. 11) 



Before we go on to lesson seven, there are three additional activities 

provided for the teacher to photocopy and distribute to the students. The first of 

these activities is a crossword puzzle. Students are expected to write in the terms 

asset class, bear, bond, bull, cas hl diversi@, equity, fixed income, goal, mutual, 

and stock. (BM, 1998a) The second activity is a word search in which students 

try to find the terms bear, bond, bull, cash, diversify, equity, income, investments, 

mutual, savings, and stocks. (BM, 1998a) The third handout is a fiIl in the blank 

sheet containing five questions pertaining to the terms taught by the previous six 

lessons. The answers to the questions are balanced, bears, divenify, goal, and 

ownership. (BM, 1 Q98a) 

The Teacher's auide concludes with a paragraph about the Bank of 

Montreal and the my money lnvestment Kit entitled 'Final Word ." 

We hope that you will find the my money Board Game and Teacher's 

guide fun and easy to teach. We hope that your students enjoy the my 

money Board Game and learn the basics of money management, giving to 

charity and some basic math. First Canadian Mutual Fund and the 

Possibilities Foundation of Bank of Montreal Group of Companies are 

please to supply elementary teachers, free of charge, the complete my 

money lnvestment Kit and thank the Canadian Association of the Chiefs of 

Police and the Jr. jays Magazine and Kids Club for their distribution of this 

kit. (BM. 1998a. p. 15) 



An address is provided for people to provide feedback to the Bank of Montreal 

about the kit. 

The seventh and final lesson involves the use of the my money board 

game-much like the game of Monopo/y by Hasbro Incorporated. Students are 

suppose to apply learned knowledge to a mock banking situation. The board 

game is for 2-6 players, ages 8 and up. The object of the game is tu become "the 

player whose investments and cash have the highest value." 

The game consists of many different pieces, but they al1 tie in to the final 

objective: finish the game with the most money and you win. The board itseif is 

divided up into a continuous path of fi@-two rectangle spaces, ending at a space 

containing a large drawing of the lnvestore (space fifty-three) and same young 

male character frorn the cover of the box. The words "my money board gamen 

are written across the middle of the board. Fifty-one of the spaces contain special 

instructions and representative icons telling the player what to do when he or 

she lands on the space. Not one of the icons is a corporate logo. The other 

space is marked "start." The breakdown of the copy written in the fi@-one 

spaces is as follows (number of spaces in brackets): 

Money gains (26 spaces) 

(5) Bonus. Collect $4.00 for cutting grass (3)lbaby sitting (2). 

(4) Bonds Pay Interest. Collect $1 .O0 for each bond you have. 



(4) Yippee. Mutual funds pay dividends. Collect $2.00 for each rnutual 

fund you own. 

(3) Bull Market. Mutual hinds go up. If you have mutual funds, receive one 

more mutual fund certificate from the Manager. 

(3) Congratulations. Your good report card earns you $2.00. 

(3) Grandma's House. Here's $5.00 dearie just for being cute. 

(2) Happy Birthday. You receive $2.00 from your favorite [sic] Aunt. 

(2) Toothfairy Visits You. Collect $2.00. (BM, 1998b) 

Money Losses (1 7 spaces) 

(4) Bear Market. Price of Mutual funds go down by $20.00. Return one 

certificate to the Manager. 

(3) Lemonade Stand. Pay $2.00 for a large lemonade. 

(3) Penalty for spending your whole allowance on candy. Lose a turn. 

(3) Video Arcade. It's lots of fun ... but it will cost you $4.00. 

(2) Burglar. Someone breaks into you piggy bank. Hand over $10.00. 

(2) Pay Your Taxes. $10.00 Please. (BM, 1998b) 

Special Cases (8 spaces) 

(4) For the Needy. Fund-raiser foi "Kids' help Phone." Donate $5.00. 

Remember i fs better to give than to receive. Take one charity card. 



(4) It's hard to get ahead. Go back 5 spaces. (BM, 1998b) 

There are two special situations on can encounter on the board. The fint 

circumstance is clearly a loss upon initial inspection as one has to give $5.00 

away. The result of obtaining a charity card, however, yields the person $2.00 for 

making the donation. While there is a loss, the actual loss is only $3.00, when the 

yield of $2.00 is added to the equation and financial losses tally goes up to 18. 

The second case, "go back 5 spacesln results in different outcomes depending 

upon the space one lands upon. The result of three of these is a financial gain 

and one is a financial loss. Given this new information the spaces with financial 

gains as an outcome rises to 29 and the financial loss outcomes total rises to 22 

(but there should be an asterisk beside it). 

There are six cards used to play the game. The charity card, as previously 

mentioned, yields a $2.00 return to a player donating $5.00. The card itself has 

the my money lnvestment Club logo on the front. The copy of the card reads %et 

$2.00 back at the Investore." (BMl 1998b) The savings account card is used to 

track a players' bank account transactions. This card also has the my money 

lnvestment Club logo on the front, but there is little else written on it. The copy is 

limited to the words "Savings Account" and "Start$" (BM, 1Q98b), but the rest of 

the card is filled with blank Iines used for recording transactions. The 

InvestorLine card is given to players who decide not to purchase financial advice. 

The front of the card states "1 know enough myself. I don? need professional 

investment advice. I will make my own decisions." (BM, 1998b) The front of the 



card also has the Bank of Montreal InvestorLine Discount Brokerage logo on it. 

For those players who want financial advice there is a card entitleâ "Financial 

Advice." (BM, 1998b) This is the only card that is a different sire from al1 of the 

rest and it also contains a myriad of information about different types of 

investments. The card concludes with the familiar golden rule of not placing al1 of 

one's eggs into the same basket, cornplete with a translation in monetary tems. 

The financial advice is provided by Nesbitt-Burns, member of the Bank of 

Montreal Group of companies. The Nesbitt-Burns logo and the my money 

Investment Club logo are both present on the card. 

The final two pieces are not really cards, but certificates. One certificate is 

a government bond in the value of $10.00. There are two maple leaves on the 

certificate and the copy reads 'Government Bond. $10.00. ten dollars." (BM, 

1998b) The last certificate is a mutual fund certificate. The Bank of Montreal First 

Canadian Funds logo is present on the bottom right-hand corner of the 

certificate. The written text of the certificate proclaims "First Canadian Mutual 

Funds Certificate. one unit. $20.00. twenty dollars." (BM, 1998b) The mock 

money used to pay the game cornes in denominations (bill or note form, not 

coins) of one dollar, two dollars, five dollars. ten dollars and twenty dollars. The 

six differently coloured (red, blue, yellow, orange, white, and green) markers for 

the game are small plastic polyhedrons that resemble a bal1 on top of a cone. 

Playen advance spaces by rolling one six-sided die. 

In order to play the game, one player rnust look after the money, financial 

advice, investment certificates, and charity cards. f he titîe given to that player is 



the "Investore Manager" (BM, 1998, p. 13), or in other words, the banker. Each 

player receives a bank account card (so that they may keep track of their 

transactions) and $1 00 in play money. 

Before the game begins, players are allowed to put money into their bank 

account, buy mutual funds, buy bonds, or any combination of the three choices. 

Players may also purchase financial advice, for a fee of $5.00, before making 

their investments. The financial adviœ is provided by Nesbitt-Burns, and comes 

in the form of a card explaining al1 of the options a player has for spending their 

money. The players who do not purchase the advice are provided with an 

"InvestorLinen (BM, 1 998a, p. 13) card. 

Game play proceeds with each of the players taking a turn. rolling the die, 

advancing the appropriate number of spaces and performing the actions in 

accordance with the space the player lands upon. Game play continues until al1 

players real the Investore. Players who lose al1 of their money during the game 

are required to drop out and are no longer involved in game play. Upon reaching 

the Investore, players are awarded bonuses or interest for savings account and 

bond investments. When al1 finances are totaled, as mentioned, the player with 

the most money at the end of the game is declared the winner. 



Case 2: 

Tam~ax Health Education Pmamm on Pubertv and Menstnral Health 

Produced By: Tambrands Inc. 

Before any analysis can take place, we must also examine the contents of 

the Tampax Heaifh Education Program on Pubew and Menstnral Health (1 998) 

(hereafter referred to as the Tampax Teaching Kit). Since we are dealing with 

puberty and menstruation, the reader must be made aware that some topics 

covered in the kit may not be something readen may be cornfortable with. This 

explanation employs the terms and issues found in the kit itself, and is therefore, 

quite explicit about the function of puberty. 

Breakdown of the Curriculum 

The teachets guidebook (henceforth referred to as "guidebook") is a 56- 

page booklet that covers puberty for boys and girls. The guidebook is broken 

down into many chapters that I have grouped within several headings. The fint 

section of the guidebook, information, is dedicated to providing information about 

puberty for both boys and girls. The second section. demonstration, examines 

the use of menstrual protection products. The third section, hygiene, focuses 

upon establishing and maintaining good health habits. The fourth section, 

materials, is comprised of graphic overheads, activity sheets for students to 

complete, a glossary of terms and a resources list. Two other important 



components to the guidebook are the teaching instructions, located after the 

table of contents, and two sample letters to parents about health education, 

located at the end of the guidebook. 

The chapter entitled Teaching About Pubedy is designed to provide some 

instructional information about teaching the materials of the guidebook so that 

anyone may be able to teach the information. The topics addressed in the 

guidebook include anatomy, physiology, emotional changes, menstrual 

protection, health, and penonal hyg iene. 

The purpose of this guide is to: 

Help Students become more cornfortable with the physical and 

emotional changes of puberty. 

Familiarize students with basic facts about the male and female 

reproductive systems. 

Provide an accurate understanding of menstruation, dispelling hamful 

myths and misinformation. 

Help girls make personal choices in feminine protection. 

Introduce basic habits for maintaining good health. 

Encourage communication on these topics among students, educators, 

and family. (Tampax, 1998a, p. 1) 



The information section is comprised of four chapters-Understanding 

Pubedy, Male Reproductive System, Female Reproductive Systern, and 

Menstnial Cycle. (Tampax, 1998a) Each of the chapters is broken down into two 

parts. The first part introduces information relevant to the chapter title. The 

second part is a collection of sample questions, with answen, that students 

might want to ask or have answered. 

Understanding Puberty covers the topic body growth and physical change 

in a very general manner. It addresses other types of change, such as mood 

swings, increased conflict with parents, and obsession with weight or physical 

appearance as a means to encourage discussion. The Male Reproductive 

System chapter examines the physical components of the male reproductive 

system and the changes that occur within it during puberty. The chapter contains 

a labelled, cross-sectional diagram of the male reproductive system. The chapter 

also examines the functions of the male reproductive system. The next chapter, 

the Female Reproductive System, examines the physical changes that take 

place in girls during puberty much in the same manner as the boyss section. 

There are h o  labelled diagrams, one external and one internal, of the female 

reproductive systern. Like the chapter on the male reproductive system, each 

body part is explained in detail. This chapter also includes a set of definitions that 

are used to explain how the female reproduction system works. The final chapter 

of this section examines the menstnral cycle. The chapter covers the four phases 

of the menstrual cycle, menarche, and menstrual myths. (Tampax, 1998a) The 

explanation of the four phases of the menstrual cycle contains clinical information 



about hormones, eggs, and ovulation. An ovular diagram of the menstnial cycle 

is also provided, but is inadequately labelled to completely understand the 

information contained within it. The chapter concludes with a section on 

menarche. It provides information about heredity, lifestyle, cramps, irregular 

cycles, and premenstrual syndrome as well as sorne possible questions and 

answers. (Tampax, 1998a) 

The second section focuses upon Menstrual protection products. The 

section begins with a brief introduction to the history of menstrual protection. 

According to the chapter, there are two existing types of feminine protection 

products today-feminine pads and tampons. (Tampax, 1998a) The rest of the 

chapter is divided into two parts. The first part deals with the use of pads and the 

other examines the use tampons. 

How pads work explains the use of pads as a method of feminine 

protection, how they are designed, hygienic guidelines, and when to use pads. 

The section on tampons contains several different subsections. The first 

subsection, complete with a diagram of a tampon and its applicator, is an 

explanation as to how tampons work. The next section, entitled "TAMPAX 

Tampons," (Tampax, 1998a, p.19) not only explains how Tampax tampons are 

packaged, but also states the advantages of using Tampax tampons. lnserting a 

tampon covers the actual process of using a tampon. This subsection contains 

information about first time use, the use of watet-based lubricants to assist with 

the procedure, and a six-part insertion guide complete with five diagrams of the 

stages of tampon insertion. (Tampax, 1 W8a) 



The section concludes with a list of guidelines for using tampons, 

information on absorbencies of different type of tampons, and how to make one's 

first tampon selection. The lesson discusses hygienic concerns when using 

tampons, but it does not mention a condition called toxic shock syndrome (TSS). 

TSS is a serious and potentially fatal disease caused by a bacterial infection 

typically associated with tampon use. According ?O a cornpeting brand (oh). the 

symptoms of TSS include a high fever, vomiting, diarrhea, near fainting, 

diuiness, and a sunburn-like rash." 0.b. suggests that while TSS does appear 

in men, women and children, half of the reported cases are from female tampon 

users. The topic of TSS is covered by the question and answer section at the end 

of the chapter, but these are not taught as part of the lesson. 

Understanding absorbency explains the various absorbency rates of 

different tampons. "Tampax tampons come in four absorbency levels: Tampax 

Lites, junior absorbency for lig ht flow days. Regular/Slender Regular for light to 

medium flow, Super for medium to heavy flow and Super Plus for heaviest flow." 

(Tampax, 1998a, p. 21) This passage also directs girls to select the minimum 

amount of absorbency required, but does not explain why this is important. 

Choices for beginners argues in favour of using tampons because of their unique 

benefits. Tampons are concealed easily when carrying them in a purse, the 

applicator ensures that one's hands do not get dirty, and they are easy to use 

conectly. (Tampax, 1998a) 

The final section of this chapter is devoted to the hypothetical questions 

and answen students might have about tampons and pads. These questions are 



not taught as part of the teacher's lessons. They only serve to inform the teacher 

about possible questions students might have and to provide answers to such 

questions. Only one question, "How often should a pad be changed?" (Tampax, 

1998a, p. 22), of the thirteen presented deals with pads. The rernaining questions 

al1 focus on tampons. These are: "Can a virgn use tampons?"; "Can you feel a 

tampon?; "Do I have to take a tampon out every time 1 go to the bathmom?"; 

" H a t  keeps tampons fmm falling out?": "Can a tampon get lost inside a 

woman's body?"; "Can a tampon get stuck inside my body?"; "How offen should 

a tampon be changed?; " What happens if the tampon removal cord breaks?"; 

"Do tampons block menstruai flow?"; " M a t  causes a tampon to slip down or feel 

uncornfortable?"; "Do tampons cause infections?"; and " M a t  is ES?" (Tampax, 

1998a. pp. 22-23) 

The third major component of the teacher's guide pertains to good health 

habits. The two-page section briefly covers topics including special health 

concerns during puberty, nutrition, exercise, personal hygiene and the transition 

between being a teenager and becoming an adult. (Tampax, 1998a) This section 

concludes the lesson part of the teacher's guidebook. The fourth section of the 

guidebook contains reproducible overhead gmphics designed to accompany the 

lessons. 

The guidebook also includes a section containing eleven reproducible 

activity sheets that are designed to compliment the lassons in the guidebook. All 

of the reproducible activity sheets in this book contain additional production 

information. Although it is not specifcally stated, of the eleven fact sheets, Wo 



have to be used with girls only, the rest can be used by both sexes. Arguabiy, 

boys cannot perform the activity that instructs students to Chart Your Menstnral 

Cycle, nor can they complete the activity on Being a Woman. There is one other 

activity, Menstnral Protection: From Grass Mats to Tampons, that speaks directly 

to girls, but boys could easily perfon the required activity. The statement, "In 

your lifetime, the total number of days you menstruate will add up to about six 

years," (Tampax, 1 W8a. p. 44) is obviousiy airned at girls, but the required 

activities for this sheet are not sex specific. The activities, in order of appearance, 

are: 

1) Facts and Fables - a twenty-five true-false-donPt know question and 

answer sheet. (Tampax, 1998a1 p. 35) 

2)  lntroducing Teny- a short story that details some of the changes that 

are happening to a young person named Terry. Students must 

conclude whether Terry is a boy or girl, why they think so and must 

make a chart of some of the changes that happen during puberty. 

(Tampax, 19Q8a, p. 36) 

3) F m  Boy to Man - a 20 statement, true-false-don't know type of quiz. 

similar to the one found in the first activity. (Tampax, 1 gQ8a, p. 37) 

4) Male Reproductive System - contains a drawing of a male body and 

the intemal reproductive organs which are to be labellad. (Tampax, 

1 W8a, p. 38) 



Female Reproductive System - contains a drawing of a female body 

and the internal reproductive organs which are to be labelled. 

(Tampax, 1998a, p. 39) 

Fact or Myth? - examines notions and beliefs surrounding 

menstruation. Students are expected to pick out myths and facts from 

a list of eight statements. (Tampax, 1998a, p. 40) 

Facts About the Menstruation Cycle - students are supposd to create 

a pie graph of the menstrual cycle, and indicate the first day of 

menstruation, when menstruation takes place, and the approxhate 

day of ovulation. (Tampax, 1Q98a, p. 41) 

Chart Your Menstnral Cycle - instructs girls to record their menstrual 

cycle for a few months in order to determine the characteristics of their 

own cycle. (Tampax, 1998a, p. 42) 

Menstnral Pmtection: Fmm Grass Mats to Tampons - students are 

supposed to complete a chart, "Ils Your Choice," by comparing 

advantages and disadvantages of both external (padslpantilinen) and 

internal (tampons) protection. The second activity instructs students to 

collect magazine advertisements, product packages, product samples, 

and product information. (Tampax, 1998a, pp. 44-45) 

10) Being a Woman - activity sheet contains a twelve-rnonth by thirtysne 

day chart to be used for tracking one's menstrual cycle. In each box 

girls are supposed to indicate whether their period flow was light, 

medium, heavy, spotüng, or if there was no flow. The second activity is 



an outline of "some medical concerns for women," where girls match 

terms with definitions. (Tampax, 1998a, p. 46) 

Il) Taking Cam of Yourself - contains a pie chart, divided into 24 spaces, 

with the appropriate time of day placed at the end of each division. 

Students are instructed to colour in the chart (using different coloun) 

according to îhe üme when they rest, exercise, eat meals, snack, and 

other activities, as well as completing a "personal care profile." Finally, 

al1 of the students are supposed to prepare a book, entitled "Know 

Your Body," that is cornprised of most of the information they have 

learned about puberty, the reproductive systems, various tenns, and 

common rnedical conditions. (Tampax, 1 W8a, p. 47) 

The remainder of the Tampax Teaching Guide to Pubedy and Menstnral 

Health (1998) contains a space for notes (p. 48). a glossary of terms (pp. 49-52), 

resource guides for teachers (p. 53), students (pp. 53-55), two sample letten to 

parents (p. 56), and the activity sheets answer key (p.57). The resource guide for 

teachen is broken down into two parts: teachers' msoums and arücles and 

joumals. (Tampax, 1998a) The student resource guide consists of three parts: 

non-fiction, fiction, and films and videos. (Tampax, 1998a) The sample letten to 

parents are different in that one mentions that the kit was created by Tambrands 

Health Educational Division, while the other letter focuses upon the health issues 

that are covered by the kit. 



The Poster 

The poster that accompanies the kit is a two-sided, colour series of 

illustrations of the female anatomy, the male anatomy, the female reproductive 

organs, and the menstrual cycle. The side-view illustration of the female anatomy 

includes the following labelled parts: fallopian tubes, bladder, urethra, clitoris, 

labia, ovary, uterus, cervix, vagina, and anus. (Tampax, 1998a) The side-view of 

the male anatomy includes: vas deferens, urethra, penis, testicle, bladder, 

seminal vesicle, prostate gland, anus, epididymis, and scrotum. (Tampax, 1998a) 

The illustration of the female reproductive organs is a frontal view of the fallopian 

tubes, uterus, endometrium, ovary, ovum, cervix, and vagina. (Tampax, 1998a) 

The final series of illustrations is comprised of four pictures of the various stages 

of menstruation. The illustrations include the menstrual period, the maturation of 

eggs, ovulation, and the thickening of the uterus lining . (Tarnpax, 1998a) 

The Student Handbook 

A Time ForAnswers is a small, 51-page handbook that accompanies the 

kit. The handbook contains information about puberty for both sexes, but the 

handbook really caters to girls. The breakdown of the book is as follows: 32 

pages are dedicated to girls (including a two page foldout illustration), 8 pages 

are dedicated solely to boys, 10 pages are for use by both sexes, and one page 



is designated for the table of contents. (Tampax, 1995) The chapters in the 

handbook include: Al/ About Pube~y, VlhaYs Happening?, Al/ About Girls, Body 

Talk: Girls, Your First Penod, The Menstrual Cycle, Ferninine Protection, Using a 

Tampon, Questions Girls Have, Body Talk Boys, Questions Boys Have, and 

Body Care. The inside cover of the handbook contains a short passage from 

Tambrands on why the handbook was made. 

At Tambrands, we answer letters and talk to young people like you every 

day. We have learned that both boys and girls want to know about why 

their bodies are changing and whether the stories theyJve heard are true. 

This booklet has been written to help you understand as much as you can 

about your changing body and feelings. (Tampax, 1995) 

The back inside cover of the handbook contains a short resource list of three 

books students can use to find more information on puberty. There is also 

contact information for Tambrands as well as a world wide web address for 

students. 

The fint chapter, Al1 About Pubertyr Growing Up Takes Tirne, provides a 

short overview of the physical and emotional changes both sexes can expect 

during puberty. What's Happening: Body and M d  addresses the emotional 

changes and difficulties which adolescents might encounter when trying to find 

answen to their questions. Al1 About Gids: Changes You Can See examines the 

extemal changes of females which take place during puberty. The following 



topics are coveted in the chapter. 1) Bmasts discusses the process of bieast 

development; 2) Pubic hair merely states where the hair grows; 3) Gmwth spurt 

suggests that girls will grow quite a lot during puberty; 4) Vaginal discharge talks 

about pre-period occurrences; 5) Undemm hair daims not only that it appears 

late in puberty, but that some girls shave their underarms; and 6) Menstruation 

means the same thing as "getting your period." (Tampax, 1995, p. 9) Body Tslk: 

Girls-The Reproductive System delves into the interna1 body changes as a 

result of puberty. Your F h t  Period: Facts About Menstruation is a short section 

that provides an overview of menstruation. 

Ferninine Protection: Mat 's  Right For You? is one of the longest chapters 

in the handbook. Although it is six pages, it contains very small illustrations, and 

the rest is solid copy. The chapter begins by explaining what feminine protection 

means. "Protection for what, you want to know? For your clothes. Because the 

blood in your menstrual flow can stain your clothes, you need something to 

absorb it before it gets on your clothes." (Tampax, 1995, p. 23) The chapter 

outlines the two different types of commercially available products: pads and 

tampons. It explains the qualities of both types of feminine protection, how to 

properly use each type, and provides the benefits of tampons. (Tampax, 1995) 

There is also a short section on correct absorbency selection, as well as an 

entire page dedicated to toxic shock syndrome. (Tampax, 1995) The illustration 

and images present in the chapter include the following : a green line drawing of a 

female skipping with a rope (p. 23). a black and white labelled diagram of a pad 

(p. 24), a black and white labelled diagram of a tampon and its applicator (p. 26)) 



and a colour photo of three Tampax products-Tampax Naturals, Tampax 

Supers, and Tampax Satin Touch (p. 27). 

Using a Tampon: A Little Practice teaches girls how to insert and remove 

a tampon correctly. The chapter starts with a few recommendations that will 

make tampon insertion easier. "So, when you first use a tampon, make sure you 

have pfenty of time and that you feel relaxed ... The best time to try inserting a 

tampon for the first time is when you are menstruating and have a heavy flow." 

(Tampax, 1995, p. 29) The next few pages contain four colour diagrams that are 

virtually identical to those found in the reproducibie graphics section of the 

teachers' guide (the only graphic missing is the one in which there is a close-up 

of the hand and the tampon). The first diagram in the handbook is similar to the 

second diagram on the reproducible graphic sheet (each diag ram thereafter 

respectively corresponds directly to the diagrams on the reproducible graphic). A 

paragraph explaining the appropriate instructions for the step is located 

underneath each graphic in the handbook. The girls' section concludes with 

Questions Girls Have: A T h e  for Answers. Like the teacher's guidebook, the 

handbook uses typical questions and answers about puberty as a means to 

convey more information to girls. p. 39). 

The section on boys, Body TM:  Boys - The Reproductive System, 

begins in a sirnilar manner to the girls section. In this introduction to puberty. the 

various features of male puberty (average age range of puberty, height 

differences, sire differences, voice changes, increased hair growth) are 

discussed. The next part of the chapter focuses attention on the fact that the 



function of puberty is to make boys capable of reproduction. (Tampax, 1995) A 

labelled colour diagram of the male reproductive system explains each organ in 

the system and the functions perfoned by the organ. (Tampax, 1995) The 

chapter concludes with an explanation of an erection and ejaculation. Other 

illustrations in this chapter include a blue line drawing of two boys playing soccer 

(p. 40) and a purple line drawing of a boy riding a bicycle (p. 44). The boys' 

section, ends with Questions Boys Have: A T h e  for Answers. The very familiar 

hypothetical question and answer section is once again employed as a method of 

presenting additional information about puberty. 

The handbook returns to non-gender specific issues in the chapter entitled 

Body Care: Being Your Best. This chapter is dedicated to information about 

personal hygiene and health care. The topics covered include diet, in a section 

labelled Eat good foods, physical fitness in Exemise regulady, and cleanliness, 

acne prevention, and body odour control in Latherup. (Tampax, 1995) The last 

part of the chapter stresses the fact that puberty is a natural part of human life 

and instructs students to cornmunicate with others in order to obtain answers to 

any other questions they might have about puberty. For More Information is a 

short resource list containing three non-fiction books that provide information 

about puberty. The postal address, for Consumer Services of Tambrands 

Incorporated, is provided so that students can ask questions about growing up or 

getting one's period. (Tampax, 1995) The world wide web address, 

h t t~ : f~ . t room.com/ is a link to a site that is sponsored by Tampax Satin. The 



handbook says that the website is "a cool place to visit more than once a month." 

(Tampax, 1995, p. 51) 

The Video 

M i l e  a line-by-line, shot-by-shot presentation of the video Kids to Kids: 

Talking About Puberty (1 998) would be nice, it is neither practical, nor necessary 

for this analysis. The video is almost an exact reproduction of every other 

component of the kit. Kids to Kids is rnost closely matched to the student 

handbook-although perhaps it is not apparent unless the two are compared 

side-by-side. The video is broken down into several segments. Each of these 

segments employs adolescent pre-puberty and post-puberty girls and boys as 

spokespeople. The adolescents often recant storîes about their puberty 

experiences and fears. The girls are further employed as product sales people in 

the section on menstrual protection products. 

The first section of the video addresses the question: Whet is Puberty, 

anyway? (Tampax, 1998b) In a series of head shots, students comment on what 

they believe puberty is al1 about. At various points the narrator injects with 

commentary, such as, "It can feel like it happens ovemight, or it a n  feel like it 

takes forever." (Tampax, 1998b) The next series of comments addresses the 

emotional and intellectual changes that have taken place in both boys and girls. 

The narrator daims that the changes take place at different times in boys and 



girls-boys, between the ages of 10 and 17 and girls, between the ages of 9 and 

16. (Tampa, 1998b) 

The video then proceeds into an examination of puberty from an 

anatomical point of view. The narrator speaks about the role of hormones, after 

which, girls discuss the actual changes that have happened to their bodies. The 

focus is then shifted to the boys. We hear a series of commentaries on the 

changes that have occurred in the various boys who appear on screen. In the 

final segment a girl comments on the fact that one wilf not change over night. 

When you're growing up ... and when you're. like.. .al1 these changes are 

happening ...y ou don't, like notice them ... it's not like you jump from being 

ten to fifteen ... it's, like ... umm ... there's, like, a total of like five years in 

between there and you just like ... everything happens ... but it doesn't 

happen over night ... but if you just, like, maybe over a year, you look at a 

picture of yourself ...y outre like, "hey, you know I did grow, maybe rny 

figure did change a little bit," you know. (Tampa, 1998b) 

The next section, Raging Hormones, examines the role played by 

estrogen and progesterone. In another series of head shots, girls talk about the 

mood swings and food cravings that they experience during their cycle. The 

narrator then explains the role that hormones play in changing the female 

reproductive system while a detailed examination of the organs in the female 

reproductive system is shown. The topic of menstruation is also introduced at this 



time. A group of girls talk about the fact that they have not started their period 

and discuss their feelings associated with the anticipation of their first period. A 

list of signs that indicate when a girl is to receive her fint period is then printed 

upon the screen. (Tampax, 1998b) 

In order to examine the ovaries in detail, the video returns to the diagram 

of the female reproductive system. The process of menstruation is explained 

through the use of an animation. The narrator explains that puberty and 

menstruation provides women with the ability to have a baby. "So, you can see 

that starting periods means a girl's body is becoming a woman's body and is now 

able to have a baby." (Tampax, 1998b) A group of girls warn that just because 

you can have a baby does not mean that you are ready to have a baby, because 

of age, level of maturity, and the lack of a job. (Tampax, 1998b) The section ends 

with an emphasis on responsibility. "Puberty means new responsibilities for both 

boys and girls. You start to take yourself a little more seriously. And sometimes, 

that can be a little dificult to do." (Tarnpax, 1998b) 

How to fhd the dght feminine protection without even blushing addresses 

the use of pads and tampons. The segment lasts approximately five minutes and 

fifteen seconds, or just under one-fifth of total video running time (27 minutes). 

The narrator talks about the purpose of each of the products while the screen 

displays various packages of tampons and pads-the composition of which 

includes 7 Tampax packages, 3 Always packages, 1 Playtex package, 1 Kotex 

package and 1 0.b. package. (Tampax, 1998b) The narrator explains what 

feminine pads do and how they should be used. The footage that accompanies 



the narration is of a female taking a pad out of its package, removing its backing, 

and then holding up a pair of undeiwear with a pad attached to the inside. 

(Tampax, 1998b) Following this sequence, a still image containing three different 

types of pads, "Ultra Thin with Wingsln 'Ultra Thin," and "Pantilinef" (Tampax, 

1998b) is shown on the screen. In a series of head shots, three girls talk about 

their experiences with pads. A fourth girl appears on screen and states, "After a 

while you know you start to ... kind of ... shift over to tampons." (Tampax, 1998b) 

In a still image similar to that of the pads, three virtually identical tampons, 

in their applicators, are shown on screen. The kinds of tampons displayed 

include "Tampax Satin," "Plastic," and " Flushable." (Tampax, l998b) Obviously 

these qualities refer to the types of applicators and not the tampons, as is noted 

by the narrator. While the narrator explains the composition of a tampon, how it 

works, and its benefits (natural odour protection, prevents accidents) a number of 

girls are shown performing various activities in a swimming pool. (Tampax, 

1998b) The video returns to a sequence of head shots of girls talking about their 

experiences with tampons, three of whom claim that they like using tampons 

bette? than pads. An animation, similar in content to the diagrams in the teachers' 

guidebook and the student handbook. is used to demonstrate how to insert a 

tampon. Following the diagram, a girl appears on screen talking about how 

tampons stay in, the strength of the tampon rernoval string and the process 

tampon removal. Her voice continues the explanation while the screen switches 

to a close up of someone pulling on a tampon and its string. The video changes 



once again to the animation, but this tirne a hand grips the tampons string and 

removes the tampon. (Tampax, 1 Qg8b) 

Once the animation is finished, the video switches to shots of girls getting 

dressed, brushing their hair, and applying make-up in a locker room setting. The 

voice of the narrator changes, presumably to that of another woman because 

despite obvious tonal changes in the recording quality, she does not sound like 

the original narrator. One of the lockers is open and we see a girl grab an article 

of clothing while the camera focuses on a box of Tampax Satin tampons. 

(Tampax, 1998b) Her speech surrounds the choice of tampons based on 

absorbency requirements. 

NARRATOR: Tampons come in a variety of absorbencies and the best 

way to decide which is right for you is to experiment. through you probably 

don? consider yourself to be full grown, your menstrual flow can be that of 

an adult woman. (Tampax, 1998b) 

The video switches to a product shot of WQ Tampax Stain Packages, w lith the 

word "Heavyn written on the bottom left hand side of the screen. (Tampax, 

1 W8b) 

NARRATOR 6: So on heavy flow days you might try super or super plus. 

(Tampax, 1998b) 



A part of the screen is removed through a wipe transition to reveal another 

Tarnpax Satin package and the word "Mediumn appears in the bottom centre of 

the screen. (Tampax, 1998b) 

NARRATOR B: On days with a more moderate flow try regular or slender 

regular. (Tampax, 1998b) 

Another part of the screen is revealed through a wipe transition to display 

another Tampax package and the word 'lightn appears on the bottom right hand 

of the screen. 

NARRATOR 6: And as your flow tapers off, junior absorbency Tampax 

Lites may be al1 you need. (Tampax, 1998b) 

The narrator continues her voice over while the text at the bottom of the screen 

changes in direct accordance with her speech. 

NARRATOR B: Always use the lowest absorbency for your fow and 

remember to change your tampon every 4 to 8 houn. (Tampax, 1998b) 

The narrator's voice changes back to that of the original narrator. Two packages 

of Always brand pads appear on the bottom of the screen. 



NARRATOR A: If you aren't sure how heavy your fiow might bel you can 

use pantilinen or pads as a tampon back up. (Tarnpax, 1998b) 

Girls are told that they should keep a small kit containing pads, tampons, 

and underwear nearby just in case they gel their period unexpectedly. Another 

series of head shots follow the information about tampons. In these 

commentaries, several girls dispel some common rnyths about tampons (that 

they can get lost inside a girl, that they will take away a girl's virginity). The girls' 

section of the video concludes with a brief warning that Toxic Shock Syndrome is 

a serious complication associated with tampon use. TSS is not clearly defined by 

the narrator, nor is it thoroughly explained. Instead, girls are instwcted to read 

the information found on the direction leaflet in each box of tampons. (Tampax, 

1 998b) 

The male section or Raging Homones Part II, begins with a series of boys 

commenting on hormones, puberty, and the increasing levels responsibility. The 

narrator explains the rote that puberty plays in males-surprisingly enough- is to 

give males the ability to reproduce. (Tampax, 1998b) A diagram of the male 

reproductive system. virtually identical ta that found in the other kit materials, is 

shown on screen and explained through a voice over. After a series of animated 

diagrams, detailing the process of reproduction, several boys comment on their 

own experiences with wet dreams. The section concludes with students of both 

sexes commenting on their undentanding of the changes that occur in the 

opposite sex. 



The final section of the video, HeaHh, Hygiene. and Happiness examines 

many ways in which boys and girls can maintain good health. The video 

summarizes puberty through the use of the student perspective. A series of head 

shots, comprised of both boys and girls, is used to explain any extra information 

that is not covered by the other portions of the video. The world wide web 

addresses for students (htt~:l/www.troom.com) and for parents and teachers 

(htt~://www. bodvmatters.com) are d isplayed on screen for a brief period of t ime. 

Approximately one minute later a screen containing the following information 

a ppears, "S pecial t hanks to Principle Richard Miller, his staff and the Weston 

Middle School, Weston, CT. Wthout their cooperation this film could not have 

been made." (Tampax, 1 W8b) 

The Sample Tampons 

The last component of the kit is a sample box of tampons. The tampons 

are Sath Touch tampons made by Tampax. The trial package of 4 regular 

absorbency tampons is housed in a pink box. Each tampon is individually 

wrapped in paper. Product claims on the box include: "easy and cornfortable to 

use," 'maximum protection," and "flushable and biodegradable." The box also 

contains an instruction leaflet explaining (using diagrams that are virtually 

identical to those in the kit) how to use a tampon. 



CHAPTER FOUR 

CASE STUDIES: AN ANALYSIS OF THE my money /INVESTMENT CLUB KIT 

AND THE TAMPAX HEALTH EDUCATlON PROGRAM ON PUBERTYAUD 

MENSTRUAL HEALTH 

Case 1: 

The my money lnvestment Club: Get fo know your dough 

While many questions about the legitimacy of the content of this kit may 

be raised, this project does not intend to deal with them. The focus here is to 

examine the package as the four research traditions of advertising would 

examine the package. On the non-critical side, there is a preface that appears to 

be an inherent need in the students before they even use the kit. That is to Say, 

that before the kit is employed, the underlying presumption is that there is a real 

need to have money. This assumption is predetemined externally because the 

kit does not make arguments in favour of the need to have money. Since the 

non-critical traditions fail to acknowledge ideology and context, the base 

assumption of all three is, therefore, that people need money. 

The critical tradition takes a different approach because it acknowledges 

that while certain things appear to be natural and fundamental needs, often they 

are superficial needs made to appear as natural. The critical research tradition 



attempts to add context to a given set of circumstances in order to determine 

what is and is not natural. In this case, the need for money, however necessary 

in a free market society, would be a fabricated need. With that foundation split 

addressed. we will now look. in detail, at what the four research traditions have to 

Say about the my money lnvestment Club kit. 

Analysis of the my money Investment Club kit through the Perspective that 

Advertising is a Fomi of Infornation 

The advertising as a form of information theorists argue that advertising is 

basically information about a product or service. The advertisement is designed 

to tell a consumer about the qualities or utility value of a given commodity and its 

ability to satisfy a need. The consumer then makes a rational choice through a 

series of logical steps to purchase (or not purchase) a given commodity based on 

its ability to fulfill that given need. Does this kit display any of those qualities? 

The information provided by the my money lnvestment Club kit does not 

specifically speak about a product or service offered by the Bank of Montreal. 

Instead, the financial concepts are introduced in lesson plans appear to be 

independent of the Company that has services tied into the concepts. The reason 

these financial concepts are introduced is to infonn the student about the ability 

of these services to fulfill several needs. The first need or want addressed by the 

kit is the ability to gel material things people need or want. (BM, 1998) The 



second need presented is the need to not lose one's money. "A bank is a good, 

safe place to keep your money; much better than leaving it around in your room 

where your sister or brother could take off with it, or the vacuum cleaner could 

suck it up!" (BM, 1998, p. 3) The third need addressed is the need to have more 

money. "And even better, when you put money into the bank, the bank gives you 

more money back!" (8M, 1998, p. 3) The solution to these problems is to store 

one's money in a bank. 

In order to link the financial services provided by banks in general to 

specific services provided by the Bank of Montreal, labels are applied to the 

services. By using trade names and logos such as my money, Investore, 

Possibilities Foundation of Bank of Montreal Group of Companies, Investorline, 

First Canadian Mutual Funds, and Nesbitt-Burns (BM, 1998a. 1998b), there is a 

link forged between the information presented in the lessons and the Bank of 

Montreal and b services. What is of importance here is that the services and 

groups outlined above are not just a fictitious part of the game and teachen 

guide, they actually exist in the real world. 

As an example of this, let us take a look at the term my money. While 

there is no specific reference to my money bank accounts in the guide or the 

game, there is a real world bank account service is provided by the Bank or 

Montreal for people under 18 years of age entitled my money. What my money is 

to the game is a title, but in real life it is a service name complete with slogans 

that are identical to those used in the game. It is not hard to connect the dots, so 

to speak, and rationalize that brand recognition would occur if a child were to 



walk into a Bank of Montreal and see signs for my money accounts. Furthemore, 

with the newly learned information about what banking can do for a student. 

there may be a search performed to see what services are offered by the Bank of 

Montreal. 

M i l e  the case is not as simple as providing direct information about a 

specific product or service, the Bank of Montreal my money lnvestment Club kit 

provides information about the banking service in general. Specific 

advertisements about services or products offered by the Bank of Montreal do 

not appear in the game. However, the addition of logos, brands and slogans 

attached to various parts of the game make it a product of and promotional for 

service offered by the Bank of Montreal. 

After students have completed the reading, coursework, and game play 

involved with the my money lnvestment Club kit, there is a possibility that the 

student will conduct a real world product search. Students are provided with 

detailed, positive information about the banking industry. The fundamental 

concept introduced is that if one uses a bank to invest his or her money, they are 

more than likely to make more money. The concept is taught and reinforced as a 

positiwe activity through a second fundamental concept. The more rnoney one 

has, the better it is because they can buy more things; more things equals more 

happiness. The fact that the real world of banking, and indeed the Bank of 

Montreal, provides a service for youth with the same name as the kit students 

learn the information from is grounds to argue that this kit is a fonn of self- 

promotion, and therefore advertising. 



Summary of the Analysis of the my money lnvesdment Club kit through the 

Perspective that Adverüsing is a Fonn of Infomiation 

While the advertising as a form of information model does not fit 

cornpletely with the my money lnvestment Club kit, it does present an interesthg 

twist to the advertising as a form of information paradigm. The focus of this kit is 

to educate students about the services offered by the banking industry in 

general. The end goal of the kit is to prepare students for entry into the banking 

world, not as employees, but as service consumers. The way in which product 

information is linked to specific services offered by the Bank of Montreal is 

through service brand names. The general services the students learn about in 

the kit are the same services that are offered by the Bank of Montreal in the form 

of, for example, the my money savings plans. In this instance, the information 

offered does fit with the informational model of advertising-the kit promotes the 

banking industry through the provision of information about banking services. 

While students may seek other banks as a means of obtaining such services, 

they are more likely to turn to the Bank of Montreal merely on the basis of service 

familiarity. Students are already aware of the real-world names of the services 

offered by the Bank of Montreal through the brand names and logos use 

throughout this kit. 



Analyris of the my money Investment Club kit through the Perspective that 

Advertising is a Fomi of Persuasion 

The theorists who see advertising as a form of persuasion hold that 

advertising works in series of arguments made on behalf of a given commodity. 

The arguments atternpt to persuade the consumer that the given commodity will 

fulfill his or her needs. Advertising, under this model, is often used to create and 

foster brand loyalty among consumers. The my money lnvestment Club kit uses 

its arguments in order to inform children about the banking industry. In the end, 

the knowledge of the banking industry is linked to the Bank of Montreal through 

the use of trade names and brand names of real-world Bank of Montreal 

services, 

There are two main arguments made on behalf of the banking industry in 

this kit. It is important to revisit the initial few paragraphs of the guidebook 

because these passages address the assurned needs of the students. They 

compare the use of a bank to other methods of managing one's money and daim 

that using a bank is the best method. In fact. the terms 'good. safe placen and 

"the bank gives you money bacK (BM, 1998a. p. 3) are used as persuasive 

devices in favour of banking. The terms "sister or brother could take off with itn 

and "vacuum cleaner could suck it up," (BM, 1998a. p. 3) in reference to keeping 

money at home, are used to persuade students that leaving money around the 

house is a bad idea. One inferenœ that can be made from this argument is that 

leaving money around the house is not profitable. and therefore, a negative 



venture. A second inference that can be drawn from these statements might be 

that one will probably lose money by leaving it at home. A third inference that can 

be drawn from this is that a bank will protect money and provide extra money as 

a reward for leaving it in the bank. Finally, one other inference that is clearly 

dernonstrated by the section is that one's siblings are thieves! 

The sixth lesson in the guide atternpts to demonstrate money growth 

through interest calculations on savings plans and investments. This is a 

persuasive device used to create a positive angle on the relationship between 

money invested and money earned. The lesson employs a few over-head charts 

to demonstrate some simple interest calculations on bank accounts and bonds. 

These charts also illustrate how mutual funds earn money. Coupled with the 

argument that leaving money at home earns nothing, the calculations and charts 

strengthen the argument for investing money with a bank. The theme that is 

reinforced (possibly taught) is that the more money one has, the better it is. What 

is even more interesting is that there is no real explanation as to why it is better 

to have more money other than to get more things. Again, the desire to have 

more money is perhaps something the students bring with them already when 

learning from this kit. Regardless of the origin of that desire, there is some need 

played upon through the use of calculations and charts. The persuasive 

argument made by this kit deals with the ability of the bank to fulfill that need. 

As for the third part of the assumption that advertising is a fom of 

persuasion, there is the possibility that brand loyalty, and certainly brand 

awareness, are desired outcornes. As mentionad in the information section, the 



kit has the same name as a service offered by the Bank of Montreal. That 

service, my money, is aimed at the people who will more than likely be playing 

the game-young students. The argument to use a bank to look after the 

student's money is the foundation of this kit. The terms of the argument centre 

around the real world services of the Bank of Montreal and their respective logos. 

The end result is that the connection between banking services and Bank of 

Montreal services is practically drawn for the student. In other words, while the 

Bank of Montreal makes no claims about the services they personally offer, they 

do make claims as to what the banking industry has to offer. The connection 

between the claims and the actual services is realized through repetition of actual 

names and logos of Bank of Montreal services throughout the kit. The use of 

persuasion, in this case, could work to foster brand recognition, brand loyalty or 

brand superiority for the Bank of Montreal over competing alternatives. 

Much like the advertising is a form of information theorists, this group 

might not be able to see a direct argument made by the Bank of Montreal in 

favour of their particular services. M a t  can be drawn from this is a direct 

argument in favour of the banking industry. The banking industry on the whole is 

seen as necessity because it can fuîfill the need to have, earn, and keep money. 

It is not much of a stretch to suggest that the use of trade names and services 

associated with the Bank of Montreal completes the argument because they 

provide concrete answers for the hypothetical ideas and problems presented in 

the literature and board game. The end result is that the Bank of Montreal brand 

of service is able to fulfill the all of the banking needs of students. 



Summary of the Analysis of the my money lnvestment Club kit through the 

Perspective that Advertising is a Form of Persuasion 

Although it is not a perfect fit, the theory that advertising is a fom of 

persuasion would still view the my money lnvestment Club kit as a piece of 

advertising. Like the findings of informational perspective, there is no direct 

promotion of the services offered by the Bank of Montreal. In this case, there are 

arguments made in favour of the need to have money and about the ability of the 

banking industry to fulfill that need. As was the case with the informational 

perspective, the linkages between the generalized services and the services 

offered by the Bank of Montreal are formed through the use of trade names and 

brand logos. The persuasive argument, in this case, really has nothing to do with 

the Bank of Montreal directly. The importance here is that the kit lays a 

foundational argument for one's need of the banking industry. In turn, the Bank of 

Montreal is connected to these ideals because its production of the kit and use of 

trade names and branding. The kit, in effect, advertises Bank of Montreal 

services through the use of brand familiarity. Students will already know the 

names of the services they seek, but only on the terms set forth by the Bank of 

Montreal (as opposed to Toronto Dominion banks, Canadian Imperia1 Bank of 

Commerce, and others). The major reason that this case does not fit the model 

precisely is that the kit uses an innovative (however, not original) method of 

advertising. lnstead of arguing in favour of a specific commodity or brand, this kit 



does something much more subtle. Simply stated, the alternative method is: 

persuade people that they need something, suggest generalized services that 

can fulfill the need, and offer brand specific services that very closely resemble 

the generalized services. 

Analysis of the my money hvesfment Club kit airough the Perspective that 

Adverüsing is a Form of Symbolism 

The position that advertising is a form of symbolism is infomed by the 

notion that people consume ideas and images surrounding a given commodity. In 

order to address whether or not this perspective would view the my money 

lnvestment Club kit as a piece of advertising, we must examine the images or 

notions espoused by the kit. These notions include things like beliefs, 

assumptions, noms, ideals, and morals. To a lesser extent, we will examine the 

assertion that realization of one's need fulfillment is based on the ability of a 

consumed commodity to solve one's problem. The ability for the imagery to live 

up to the real thing is not a necessary part of this equation. The services offered 

must be utilized for extremely long periods of time in order to see any significant 

financial gain. Instead, the importance of the advertising here is to merely hook 

the students as Bank of Montreal customers in order to facilitate the use of such 

services. We will also take a look at the literal images as a part of this analysis. 



The notions that are introduced and reinforced by the my money 

lnvestment Club kit surround the need to have and earn money through 

investing. The details provided about the banking industry are generalized and 

not limited solely to the services offered by the Bank of Montreal. There are many 

competing banks that offer mutual fund investing and specialized savings 

accounts. The only way that one could tell if the sewices offered by the Bank of 

Montreal were able to fulfill the needs, would be to actually use their services. 

What is interesting here is that the general information provided by the lessons 

and board game creates, for the student, an ideal predisposition towards 

investment. Since the idea that the people need money is assumed to be 

entrenched in the student already, the kit does not really address the origin need. 

Instead, the kit introduces two new pieces of information to the students. The first 

piece of information is that it is possible to increase the arnount of money one 

has by placing it in a bank. (see the quote: BM, 1998a, p. 3) The second piece of 

information provided by the kit details the various ways in which banks are able 

to provide people with more money throug h investing. The end result is that the 

need to find a bank that will provide the described services becomes the 

challenge for the student. 

It is important to once again stress that the services offered by the Bank of 

Montreal are not specifmlly described anywhere in the kit, but the authentic 

names of the services offered accompany the general ideas presented. Let us 

revisit these notions: 1) banks can fulfill the need to have and earn money, 2) 

banks are the best place to put one's rnoney, and 3) investing one's money in 



vanous plans will yield more money in the form of interest in most cases. (BM, 

1998a) What is important about these notions is that they are based on actual 

values. The fundamental message espoused by the kit is that money makes 

people happy. Emphasis is placed upon the fact that is it good to not only have 

money, but to have more money. In order to detemine the ability of banking 

services to fulfil the happiness claim made by the kit, one would actually have to 

go to a bank and utilize the services before being able to justify whether or not 

the bank lived up to expectations. 

The validation of daims can take place on at least two distinct levels. The 

first level is the actual ability of a bank to return extra money on an investment. 

There is a real world, physical sensation to obtaining more money. It is possible 

to touch money and there is hard proof as to whether or not the bank was able to 

live up to its claim. The second level, the symbolic level of happiness, is not as 

easy to determine. The game component of the kit emphasizes the achievement 

of happiness through the attainment of wealth in a ver- interesting way. It is 

important to state that happiness may not be achieved even if the bank fulfils its 

claim of gaining money through use of its services. Regardless of the ability of a 

bank to help fulfill personal happiness, the board game demonstrates the power 

of symbolism to advocate a certain belief. That belief amounts to the 

achievement of personal happiness through gains in monetary wealth. 

Specifically, the notions that investing and having more money are two 

positive ventures is evident in the desireâ outcome and the pictorial 

representations present on the my money Board Game. The winner is the 



individual who has attained the most money upon completion of the end of the 

game. Under this model, to win the game is to succeed. To succeed is to be 

happy. For example, the space rnarked Wippee" contains a caricature of a young 

male with his a n s  full of money. He also has a large srnile on his face. (BM, 

1998b) Some examples of other spaces in which a player can earn money 

include: "Congratulations" (the same young male caricature, srniling and reading 

a card), "Grandma's House" (a smiling grandmother), "Toothfairyn (she has smile 

on her face), and "Bonusn (where a stack of money accompanies the phrase 

'bonus'). (BM, 1998b) It is interesting to note that the man in the square "Pay 

Taxes" (BM, 1998b) also has a smile on his face. In this respect, the man could 

be happy because he is receiving money from the player who is providing it. The 

"Bear Market" space contains a caricature of frowning bear and the "Burglaf 

space contains a picture of a broken piggy bank. (BM, 1998b) These spaces 

contain pictures that are associated with negative ideas-frowning and 

corresponding emotions as well as destroyed objects. The rest of the spaces do 

not clearly indicate positive or negative associations with having or losing money. 

If children are to believe in the images and notions surrounding the 

lessons and the game and if they also believe that the banking system can help 

achieve the sated outcomes, then this kit can be seen as a form of advertising. In 

this case, the kit would promote the banking industry in general. Like the other 

two non-critical traditions, some sort of brand recognition would have to take 

place. The Bank of Montreal brands and services logos act as symbols of 

happiness because they are associated with the positive roles banks play in 



earning and retaining money. The trade names and logos presented by the guide 
\ 

and game also provide the foundation for students to link the images and notions 

they symbolize with a real world corporation and its services. The only way that 

one could realize need fulfillment would be for to actually use the service offered 

by the Bank of Montreal. 

Summary of the Analyris of the my money hvestment Club kit through the 

Perspective that Advertising is a Fom of Symbolism 

On both a physical image level and a syrnbolic level, the my money 

investment Club kit complies to a great extent with the theory that advertising is a 

forrn of symbolism. The main implication here is quite clear-money makes 

people happy. This notion is inextricable entwined with al1 of the information 

presented in this kit not only through the copy, but via the pictures and characters 

used to illustrate the principles. Happiness is everywhere one looks, from the 

smiling faces of the characters in the board garne, to statements that talk about 

saving money to buy things. The only way students can realize happiness is 

through consumption of real-world services. Unlike the information and 

persuasion theorists, the images in this kit do extensively comply with the tenets 

of the symbolic perspective. The use of branding and trade names is itself a forrn 

of imagery. For example, the smiling face and thumbs-up stance of the boy who 

is wearing a my money shirt links an expression of happiness and satisfaction 



with a service ofiered by the Bank of Montreal. The real-world end result or level 

of happiness will Vary depending upon the ability of the services of the Bank of 

Montreal to deliver upon the claims made about the banking industry in general. 

Analysis of the my money lnvestment Club kit through the Critical 

Perspective of Advertising 

Critics of advertising assert two main principles. The first idea is that 

advertising does not fulfill needs, but instead creates them based on a simple 

formula. The advertisement, devoid of a subject, works to create a problem in the 

consumer. The messages surrounding the advertised commodity appear to 

assert that the consumer has some sort of problem that the commodity in the 

advertisement can fix. In reality, the advertisement suggests that the reader is 

flawed or damaged because they are not using the given commodity. The 

second major principle is that advertisements contain limited mindset, otherwise 

known as an ideology. The ideological values of the commodity advertisement 

are based on and are inextricably entwined with the beliefs and values of 

capitalism. 

One of the first ideas introduced in the lesson guide is that there is more to 

life than money, although everyone should know how to look after their rnoney. 

"Money isn't everything but it's important to know how to take care of it." (BM, 

1998a, p. 4) Since the rest of the kit does not address anything else but money, 

and does not even mention what the rest of "everything" is, this statement is 



clearly undermined. The statement is thrown in at an attempt to balance a one- 

sided argument, but it is so weak and transparent that it does not help achieve 

balance. The two major concepts that take prominence in this kit are: 1) People 

need money; and 2) People can have more money if they invest wisely. The 

traditional notion that is challenged here is that there is more to life than money. 

It is because they fail to acknowledge any other aspects of life, that the two new 

concepts displace the other important aspects to life. 

There are many needs addressed by the kit-such as the need to get 

things, need to have money, need to keep money, need to get more money, and 

the need to be happy. The need to be happy should be separated from al1 other 

needs presented in this kit because it is really the all-encompassing theme. All of 

the needs and wants in the teacher's guide, activities, and board garne have the 

desired outcome of happiness. There are obviously many other rninor needs 

presented in this kit. These needs include the need for a bull market, the need for 

mutual funds, the need for donating money to othen who do not have money, 

the need for financial advice, the need to win the board game-the list could 

continue practically forever. For the purpose of analysis, it is crucial to address 

the three major needs that lead to the happiness outcome: 1) individuals need to 

have rnoney, 2) individuals need to keep money, and 3) individuals need to make 

more money throug h interest. 

The way in which the need to keep money safe is addressed presents 

some interesting outcomes. First, the phrase "brother or sister could take off with 

it," (BM, 1 QQ8a, p. 3) creates a problem. It suggests that a bank is more 



trustworthy than one's own irnmediate family. It also suggests that we should not 

trust Our siblings and that money is worth more than personal trust. It suggests 

that money is property belonging to one individual and is not owned by a 

community. The solution to the problem is to put one's money in a bank. The 

second part of the phrase, "vacuum could suck it up!." (BM, 1998a, p. 3) builds 

on the themes described above. One cannot leave money in their room because 

a family member or house keeper might corne along and carelessly suck it into 

the vacuum. A bank is, again, more trustworthy because they have the ability to 

prevent such things because they are not careless. The other possibility is that 

the student may be too careless and suck up his or her money with the vacuum. 

Again, a bank is bettar place to keep one's money because the owner of that 

money is more likely to be careless with it than the bank. From these statements 

we can see several things. First, one should not trust one's family with one's 

money-they are either to careless with it, or they will steal it. Two, people are 

not careful enough to look after their own money. Finally, a bank is more 

trustworthy and careful with money than the owner of the money or the owner's 

family. An extra statement that may be inferred from this passage is that people 

are too stupid to look inside a vacuum cleaner in order to regain their money if it 

has been sucked up! 

What has happened here? The kit makes these assertions and tums them 

into problems-just as the advertising does. The first assertion, that family is not 

trustworthy where one's money is conœmed presents the following problem: 

M a t  does one do when one cannot guard my money ali of the time? The 



second assertion, that the family, house keeper, or student is too careless to look 

after their own money presents this problem: Those people who live in one's 

house, including oneself, are not careful enough (or smart enough?) to look after 

money. Who is smart enough to make sure it will always be there? We see from 

the complete passage (on page 3) that placing the money in a bank can solve 

these WO problems. A third problem is presented, but unlike the previous two 

problems, it is not stated directly as a dilemma. "And even better, when you put 

money into the bank, the bank gives you more money back!" (BM, 1998a, p. 3) 

The problem is created out of new information-the student is missing out on 

something that is available to his or herself. The third problem that can be 

inferred from this passage is, how can one make more money using the money 

that one has? While starting with two problems, a third is created through 

omission. The bank has identified a need that the student may not have even 

knew existed-therefore the need to have more money, at least in part is created 

by this passage should the student accept the daims. 

Now. the person who is not aware of context is probably asking 

themselves about the need for money. Is it not a foundation of the free-market 

economy? Since money is used to purchase commodities, both of frivolous and 

absolute necessity, why should a student not want more to keep money safe and 

to gain extra rnoney for keeping it in a bank. Do not most people use a bank? Of 

course the answer is yes, most people do use a bank and most people would 

want to make the most of their savings. What is at question here is not the real 

world need to have money in order to survive in a free-market society, but that 



the need to have money is not natural. As the critics assert, the need for mass 

consumption is false. The need for money is indeed parallel to the need for 

material wealth. Certainly foodstuffs are purchased with money, but money is not 

an integral part of food as a natural product. The critics also assert that political 

and social apathy occurs when people become wrapped up in material 

consurnption. The purchasing ideas presented in this kit are certainly not food- 

based products. Instead, students might like to buy a skateboard. (BM, 1998a) It 

is the presentation of money as absolute necessity that eliminates competing 

alternatives from appearing in the my money lnvestment Club kit. 

There is yet another extrernely important replacement of a traditional 

meaning in this kit. The replacement occurs in the re-defining of the terni Golden 

Rule. The original golden rule was "...thou shalt love thy neighbor as thyself," 

(Leviticus 19118) in book three of the Old Testament, perhaps better known as 

"do unto others as you would have them do unto you." So that there is no 

confusion. the meaning of this rule suggests that we should treat other people in 

the same manner as we would like to be treated. The my money Investment Club 
* 

kit suggests that the golden rule is not one of attitude and actions toward others it 

is one of managing ones finances. According to the kit, the golden rule is "don't 

put al1 of your eggs into one basket." (BM, 1998a; BM, 1 QQ8b) At first the golden 

rule is stated as the "golden nile of diversificationn (BM, 7998a), but later, the 'of 

diversification" part is removed from the phrase. This is a very good example of 

the process of replacement of traditional structures of meaning with free market 

ideology. The power vested in the original golden rule is huge-it carries a great 



deal of cultural and religious weight. The original phrase is eradicated and 

replaced with a new phrase and new meaning, but the power associated with the 

use of term Golden Rule still exists-there is but one absolute ruie. 

A key part of the critical theorists position is that advertising creates 

problems in the consumer that can be fixed by the commodity. Does this kit 

perfom such a function? As argued before, the kit does not make any daims as 

to why it is better to have more money than to have either the a fixed amount of 

money or no money. The kit stresses the need for investing as a means through 

which one can make more money in the f o n  of interest. Students must already 

arrive to the kit with a predisposed notion of needing money. This predisposition 

is debased through the understanding that consumption is not natural, but is a 

learned practice. The need to consume is already implanted in the students 

through other means such as other advertisements and social institutions. One 

requires money in order to consume. It follows that the more money one has, the 

more one can consume. Through this reasoning, the notion that more money is 

better is upheld and fostered by the kit. 

The rnajority of the kit seeks to promote the banking industry as a positive 

force in the world. From the perspective of the consumer, according to the kit, the 

bank serves to put more money in the individual's pocket. The way to achieve 

this is through lending money to the bank in various ways. There is nothing else 

mentioned about the banking industry. The payoff for one parücular bank, the 

Bank of Montreal is achieved through brand recognition. Since the services 

described by the Bank of Montreal do actually exist and are provided by the Bank 



of Montreal, it is not much of a stretch to argue that people will seek out the Bank 

of Montreal as a solution to their problem. What problem is that? The problem is 

the fact that a bank will give one more money than one currently has, just for 

using the bank as a service provider. 

Does it really matter that the Bank of Montreal is talking about services 

provided by the banking industry? In this case, it certainly has some important 

possibilities. To begin with, many older people already have money tied up in 

sorne sort of financial institution-most children however, do not. The age range 

of the targeted children for this product is students age eight and up within the 

elementary system. This means that the maximum age for students using this kit 

is twelve, or sixth grade. Children of this age are not old enough to work, 

therefore the income they receive is likely to be from sources other than legal 

employment. Teaching children of this age to invest money through savings 

accounts builds up notions of saving money before the child actually gets a job. 

When a child becornes legally old enough to work, they already have investment 

ideas implanted in their head, that will hopefully lead to more investing because 

of a routine paycheck-at least in the eyes of the banking industry. 

The critical theorists have argued that, to a great degree, self- 

esteem and self-worth are wrapped up in consumption. The possession of more 

money than others should make one happier than the people with which he or 

she is compared. Utilizing methods of gaining money without actually working 

underline the messages within this kit. This is made perfectly clear through the 

end desires of the board game. The player with the most money at the end of the 



game is the winner. If any player loses al1 of his or her money before the game is 

over, they are out of the game. The very notion of winner, that one person, and 

only one person is the winner stresses individualistic ideology. The preference of 

individualism over community is another tenet of the critical camp. The are no 

rules regarding social assistance of any kind; in fact, social assistance is not 

even rnentioned. There is a minuscule section (it is smaller than every other 

section in the guide including the section that defines a bank) that instructs 

students to do good deeds or donate money is rnissing something. The only thing 

that is missing the part that tells students that financial donations to charities and 

most organizations are a tax write-offs. 

The message is very clear: you are only worth something if you have 

money. If you do not have money, you are of no use to the game as a whole, the 

caricatures and phrases in the game (both in the form of rewards and work 

income), or the people playing the game. The only penon who is worth 

something else is the banker. The are no rules that Say he or she is no longer the 

banker if they lose al1 of their money. 

One other thing that stands out from the first lesson is the simplicity with 

which the barter system and monetary systems were dealt with. One important 

item left out of the equation is the actual, physical creation of money. How is 

money given a value? Certainly we know it cornes off of a printing press, but the 

kit fails to address why money is created, how much can be created and when, 

and most importantly, why rnoney is worth what it is worth. In fact, it does not 

even mention the gold standard that was employed at one time to determine the 



value of currency. Students are also told that banks are a safe place to put 

money. but it is never explained why they are a safe place to put their money. As 

for the section on govemment bonds, it is not stated whether the interest is 

compound or not Students may be left wondering if they sirnply get $10 a year 

extra or $1 0 the first year, $1 1 the second year, and so forth. The companies 

cited as possible investment options are Irwin Toys, McDonalds and Walt Disney. 

It would be very interesting, as a side project, to research the Bank of Montreal in 

other to find out if it handles the Canadian accounts for those industry giants? 

Summary of the Analysir of the my money Investment Club kit through the 

Critical Perspective of Advertising 

The my money investment Club kit was easily deconstructed through the 

use of the critical perspective. From this analysis we can see that the Bank of 

Montreal has one desire. That desire is to entice students to use their banking 

services. One fundamental ideology or message espoused by this kit is that 

people need money to be happy. There is no mention of modem alternative 

systerns of finance, nor any criticisms of capitalism in general. The my money 

lnvestment Club kit is a one-sided attempt to win the ideological and financial 

backing of young students. Although no absolute link is stated between the Bank 

of Montreal and the hypothetical services introduced in the kit, the use of logos 

and trade names fortifies the position of the Bank of Montreal as the ultimate 

purveyor of banking services. Like the symbolic perspective, the level on which 



successful consumption takes place is at the level of personal happiness. In 

order to be happy, a person requires money. Again, the ability to live up to the 

claim that using the banking industry can make people happy can only be 

realized through actual personal experience with the banking industry. 

There are also several manufactured problems introduced by this kit. 

Problems such as distrust in family memben, lack of happiness, and the need for 

more money are al1 created (or maintained) in the student through the 

information presented in this kit. The presentation of these problems directs 

students to seek out the banking industry as a means to solving them. The Bank 

of Montreal is associated with problem solving through the use of its real-world 

service brand names. In general, this kit maintains and fosten the major 

underlying principle of commodity advertising. It perpetuates the free-market 

system and its values of mass production and mass consumption. The my 

money lnvestment Uub kit complies with the tenets and indicators that make up 

the theoretical backg round of the critical perspective. 



Case 2: 

The Tampax Health Education Program on Puberty and Menstrual Health 

Before we begin the analysis, I would like to remind the reader that to 

some people this may be a very sensitive subject. The topic of menstruation is 

pivotal for Tampax, as they make products used during menstruation. It follows 

that the analysis must centre around the information, arguments and beliefs 

about menstruation and ferninine protection products. The Tampax Health 

Education Program on Puberty and Menstrual Health (hereafter referred to in 

brief as the Tampax Health kit) Teaching Guide (1998a) is designed to inform 

students about the changes that take place during puberty, counsel them on 

potential emotional problems and provided them with answers to questions about 

puberty. M a t  is relevant to this analysis is the fact that Tampax does not 

produce any products for boys. Tampax only makes tampons. As such, the 

products illustrated in this guide are aimed at girls. 

The basic layout of the guide provides for an infornercial (lengthy 

commercial message) type of information delivery. Students spend a good deal 

of time learning about puberty in general (ppAb), the specifics about the male 

reproductive systern (pp. 7-9), the fernale reproductive system (pp. 1 0-1 3) and 

the menstrual cycle (pp. 14-17). (Tarnpax. 1998a) As was mentioned in the 

curriculum breakdown, there is no mention of brand name products in these 

sections (other than at the bottom of each page). Regardless of the accuracy of 



the content, the information delivered appears to be free of corporate identity. 

What is built up over the course of these four chapters is knowledge of the 

function of puberty and how it affects both males and females. The last half 

(chapters 3 and 4) of the section is dedicated to girls, ending with the introduction 

of the menstrual cycle. This is important because it sets up for the presentation of 

the use of tampons. 

Analysis of the Tempur Hea/# Kit through the Perspective that Advertiring 

is a Form of Information 

The theorists who see advertising as a f o n  of information argue that 

advertising is basically information about a product or service. The advertisement 

is designed to tell a consumer about the qualities or utility value of a given 

commodity and its ability to satisfy a need. The consumer is supposed to make a 

rational choice through a series of logical steps to purchase (or not purchase) a 

given commodity based on its ability to fulfill that given need. Does this kit display 

any of these qualities? We will examine the focal point, for both Tampax and the 

kit, through an analysis of the information presented about menstrual protection 

products. 



Analysis of the T'mpax Uealth Kif teaching Guide through the Perspective 

that Advertising is a Form of Information 

The chapter entitled Menstnial Protection Products (pp. 18-23), examines 

the use of various types of menstrual protection products. (Tarnpax, 1998a) Just 

as the rational consumer operates in a series of logical steps in order to 

determine purchasing outcornes, the kit works in a series of logical steps to set 

the consumer up for a product pitch. First, students are introduced to the female 

reproductive system. Second, students are taught about the menstrual cycle. 

Finally, in this chapter, students are taught about the various types of products 

which girls and women can use during the menstruation phase of their menstrual 

cycle. Even the chapter itself is broken down into a series of logical reasons for 

rejecting or choosing certain types of protection methods over othen. 

The use of a historical lesson provides information about the various types 

of external protection methods (cloths, rags, and surgical dressing) and interna1 

protection methods (papyrus, linen, and cotton). (Tampax, 1998a) The lesson 

concludes through informing the readers that Tampax tampons were invented by 

a doctor during the 1930s. (Tampax, 1998a) 

The next section, How Pads Work, provides some information about pads 

and their use. "They range from maxis for the heaviest flow to pantilinen for the 

lightest fiow. Pantiliners can also be worn when women are expecting their 

periods. Some pads are ultrathin or have "wingsn or extra flaps on each side to 

help prevent leaking." (Tampax, 1998a, p. 28) It is vital to note that above quote 



does not contain any reference to a specific brand of feminine pads. What rnay 

be seen from the quote is that the ternis used to describe pads are similar to real 

world brand terminologies. Foi example, the specific terms ultrathin, pantiliner 

and wings are exclusively employed by Always brand, but the terrn maxi is 

ernployed by a variety of brands including Always and ~otex." The average 

person may or rnay not be able to recegnize these brand terminologies or 

slogans. Again, there is no connection made between the slogans employed and 

their respective brand names. 

The section that follows the discussion of feminine pads deals with 

specific product infornation about Tampax Tampons. How Tampons Work 

boasts, "since they were introduced in 1936, TAMPAX Tampons have been used 

by more women than any other brand." (Tampax, p. 19, 1998a) The next section, 

TAMPAX Tampons, is devoted exclusively to a discussion about Tampax brand 

tampons. The passages claims the "applicator makes insertion easy," that 

tampons are "hygienic, since the fingers do not touch the tampon or the vagina," 

that We removal cord is securely stitched through the tampon top help with easy 

removal," and finally, that they are "flushable and biodegradable." (Tampax, 

1998, p. 19) These are al1 product characteristics. In other words, the passage is 

designed to provide the student with information about Tampax brand tampons, 

their qualities, and their advantages. 

lnserting a Tampon provides instructions on how to insert a tampon using 

its applicator. Not al1 tampons corne with an applicator. Some brands, such as 

o h ,  are inserted without the use of an app~icator.'~ There is additional 



information about using another product in order to make tampon insertion 

easier. KY jelly, a water based lubricant, is advocated as a means to lubricate the 

end of the tampon applicator? The diagramed section on tampon insertion and 

guidelines for tampon use does not contain any specific information about 

Tampax or other brand names. Understanding Absohency discusses the use of 

different types of tampons. H i l e  the tampons are categorized based on different 

levels of menstrual fluid absorbency, the names associated with each type are 

product specific. Each of the levels is accompanied by a name that directly 

corresponds to real world names of a each type of Tampax tampons. The types 

that are listed include, "Tampax Lites," "RegularYNender," "Regular," "Super," and 

"Super Plus." (Tampax, 1998a, p. 21) Again, the students are faced with 

information pertaining specifically to one brand. Four possible absorbency levels 

are prescribed for the four cited levels of rnenstrual flow. 

Finally, there is a question and answer section that covers some 

frequently asked questions regarding the use of tampons. Tampax brands are 

cited as the solution to one of the problems. The problem stated is: ' H a t  

happens if the tampon removal conl breaks?" (Tampax, l9Q8a, p. 22) The way in 

which this question is answered continues the theme of providing factual 

information about only Tampa~ brand tampons. *It is rare for the removal cord of 

a Tampax tampon to break." (Tarnpax, 1908a, p. 22) The answer to the question 

finishes with instructions on how to remove a tampon without the cord. The pure 

utility value of this answer is that Tampax brand tampons are reliable, but at the 

same time, through omission, Tampax does not acwunt for other brands. 



The rest of the Teaching Guide is virtually free of product information. The 

only other place in which product information appears is on Activity Sheet 9. 

(Tampax, 1998a, p. 44) This case, however, is a little more obscure than the rest 

of the guide. As mentioned before, certain terms are employed in the guide to 

refer to different types of menstruation pads. This activity sheet mentions the 

terms "pantilinen" and "Ultrathin." (Tampax, 1998a, p. 44) M i l e  the terni panty 

liner is not a registered trademark name of a type of feminine pad, the terni 

pantjliner is used by Always brand pads. One must then question why the term 

Ultrathin is capitalized, because it appears in the statement "Today's Ultrathin 

pads are as absorbent as 'thick pads.'" (Tampax, 1998a, p. 44) The answer is 

that this term is ernployed by Always brand to describe one type of feminine 

protection that they produce. The interesting component to al1 of this is that 

Always brand is produced by Proctor and Gamble and Tampax brand is also 

owned by Pmctorand ~ a m b l e . ' ~  If the student is unaware of such products or 

terms, no concrete link can be forged between the tems used and the 

corporation represented by those terms. Regardless of that knowledge, there is 

still some product infomation presented to the student because the tems 

employed may be used for future purchases purely out of the similarity with real 

world products. 

One could also argue that product infomation is displayed in the 

suggested reading list, but the depth of the list would certainly account for 

multiple brands, publishen, authors and topics-not something as narrow cast 



as the rest of the guide. There is also no product information, except for the titles 

of the books and accompanying reference information. 

From this perspective, we can see that there is a lot of information 

presented in the Tampax Teaching Guide. Most of the information pertains to the 

function of puberty and the problems sunounding puberty. It is quite clear that 

the information provided about ferninine protection products is packed with 

product information about Tampax brand tampons. The product information 

covers the use of tampons, why tampons are better than pads and what types of 

tampons one should purchase. Ail of these areas orient themselves toward one 

brand, Tampax. When the focus of the discussion is about feminine pads, the 

terms employed are harmonious with products produced by Tampax's parent 

corporation, Proctor and Gamble. 

Analysis of the Tampex Healfh Kif Studenf Handbook through the 

Perspective that Adverüsing is a Form of Information 

A Time for Answers parallels the instructional segment of Teaching Guide 

in t e n s  of its structure and content. Once again, there is a build up of knowledge 

about puberty (in general ternis) (pp.2-7), the female reproductive system (pp.8- 

le), and the menstnial cycle (pp.17-22). (Tampax, 1995) The information 

regarding boys is left until the end of the handbook. Just as the teacheh guide 

contains a section on the selection of feminine protection products, the handbook 

has a section entitled Ferninine Protection: Met's Right For You? (Tampax, 



1995) The sub-section (which deals with pads) is virtually the same as the 

teacher's guide. The only brand-specific terni that is identical to that found in the 

guide is "wings." (Tampax, 1995, p. 24) The section on tampons is also similar to 

the section found in the guide, but the wording is slig htly different. Girls are told 

that feminine protection products can fulfill a need-protection from stains on 

their clothes. "Because blood in your menstnial fiow can stain your clothes, you 

need something to absorb it before it gets on your clothes." (Tampax, 1995, p. 

23) 

The next piece of information that is introduced about tampons is that they 

are used by "millions of girls and women." (Tampax, 1995, p. 26) The handbooks 

then proceeds to list the advantages of using a tampon over using a feminine 

pad. Using a tampon "means you can do anything you do the rest of the month 

like swim, ride your bike, and do gymnastics. You can also Wear whatever you 

want including bike shorts, leggings, and jeans." (Tampax, 1995, p. 26) the 

student is presented with information about the utility value of a tampon. The use 

of pads, because they are not mentioned in the same light as tampons, would 

prohibit the activities made possible through the use of tampons. 

The remainder of the section on menstrual protection focuses specifically 

on Tampax tampons. "A lot of girls start with TAMPAX Flushable Applicator 

Tampons, which are designeâ to be comfortable to insert." (Tampax, 1995, pp. 

26-27) Students are also provided with additional product information, such as 

the environmental advantages of using Tampax tampons. "And, since the 

tampon, applicator, and wrapper are al1 biodegradable, you can simply flush 



them away. That helps the environment." (Tampax, 1995, p. 27) Students are 

told that because Tarnpax tampons are flushable, they are, "a good way to help 

keep your period private." (Tampax, 1995, p. 27) All of these qualities are utility 

information about the product. In other words, the informational content is 

provided in oider to help students choose Tampax tampons over competing 

brands or over nothing at a!!. Çinally, there is a picture of three different packages 

of Tampax tampons (p. 27) used to show what the product looks like so that 

people may find them in a store. The section also talks about tampon absorbency 

rates. The terms employed are "Junior, Regular, Super. and Super Plus." 

(Tampax. 1995, p. 27) The student handbook employs the absorbency rate terms 

that are also used directly on the packaging of Tampax tampons. 

The sections of the handbook that mention Tampax brand tampons are 

relatively short when compared to the sections in the Teaching Guide. 

Regardless of the quantity, there is still some product information presented in 

the handbook. The resource list is a much shorter version compared to the one in 

the teacher's guidebook. The one thing that stands out, although not until visited, 

is the world wide web address for Troorn (htt~:lIWww.troom.com). This website is 

designed to provide more answers to questions that girls, not boys, might have 

about puberty and life in general. Although this sponsonhip is not directly 

mentioned in the kit, the website is sponsored by Tampax Satin brand tampons. 

Tampax Satin tampons are the sample tampons that are included with the kit. 



Analysis of the Tampax Hedth Kit Video through the Perspective that 

Advertiaing is a Form of Information 

Kids to Kids: TaMng About Puberty contains perhaps the most clear 

example of product information in the entire kit. Just like the other materials, the 

video atternpts to introduce students to puberty. What is different about the video 

is that there is a clearly defined section in which information about Tampax 

tampons is the sole focus. In other words, while the Tampax Teaching Guide and 

A Time for Answers do contain specific passages on Tampax products, the video 

actually changes format in order to show the products. 

The section of the video in question here begins with the heading How to 

find feminine protection without even blushing. There is a great deal of product 

information presented in this segment. The first occurrence of product 

information happens right at the beginning of the segment. M i l e  the narrator 

speaks about the increased availability of products and the ease with which they 

can be purchased, the screen gradually fills up with feminine pad and tampon 

product packages. The package collage is comprised of 7 Tampax tampon 

packages, 3 Always feminine pad packages, 1 Playtex package, 1 Kotex 

package and 1 0.b. package. (Tampax, 1998b) Following the collage, we see a 

close up of an opened package of Always with Wings and a demonstration of an 

Always with Wngs pad that is ffi into a pair of underwear. (Tarnpax, 1998b) 

Finally, there is a group shot of three different types of pads, labelled "Ultra Thin 

with Wings", "Ultra Thin," and "Pantiliner." (Tampax, 1998b) The narration that 



accompanies this final shot instructs usen to Wear the various pads in 

accordance with their menstrual low. "It's easy to find the right pad for your Row. 

Thick or Ultra Thin pads for heavy days and Pantiliners for light days." (Tampax, 

1998b) Given that it has been established that these ternis are used exclusively 

by Always brand, it is clear that the product information relates to Always brand 

pads. 

The next presentation of product information occurs in a similar manner to 

the screen shot of the different types of feminine pads. Three different kinds of 

tampons are displayed on the screen and are labelled, "Tampax Satin," "Plastic," 

and "Flushable." (Tampax, 1998b) The narrator performs a voice-over describing 

the different kinds of tampons and their composition. Following that shot, there is 

a series of shots of young girls perforrning various activities, with the focus 

ending upon a group of girls splashing about in a pool. The narrator provides 

more generic tampon information, ". ..absorbing blood before it ieaves the body, 

giving full protection that helps prevent accidents. Interna1 protection rneans 

natural odour protection. Nothing is visible. Nothing gets in the way." (Tampax, 

1998b) Although there is no specific mention of Tampax brand tampons, this is 

clearly utility information about tampons. 

Finally. the segment arrives at a video montage that is specifically 

dedicated to Tampax tampons and their use. The narrator performs a voice-over 

of a series of shot of girls changing in a locker room. 'Tampons come in a varïety 

of absorbencies. And the best way to decide which is right for you is to 

experiment. Though you probably don't consider yourself to be full grown, your 



menstrual flow can be that of an adult woman." (Tampax, 1998b) Right at the end 

of this passage, there is an isolated shot of a girl removing a article of clothing 

from her locker to reveal a package of Tampax Satin tampons. (Tampax, 1 Q98b) 

The screen switches to gradually reveal another collage containing labelled 

packages of Tampax tampons. The narrator continues her dialogue, "so on 

heavy flow days, you might try Super or Super Plus. On days with a more 

moderate flow, try Regular or Slender Regular. And as your flow tapers off, 

Junior Absorbency Tampax Lites may be al1 you need." (Tampax, 1998b) Two 

packages of Always brand feminine pads appear on the bottom of the screen 

while the narrator adds her comments. "If you aren't sure how heavy your fiow 

might bel you can Wear Pantilinen or pads as a tampon backup." (Tampax, 

1998b) 

M a t  can be seen from the video portion of the Tampax Health kit? While 

the entire video, like the other kit materials does not focus on Tampax products, 

the information provided leads into a discussion about Tampax products. The 

product information presented in the video surrounds the use of Tampax 

tampons and to a lesser extent, Always brand of feminine pads. M i l e  three 

other competing products are presented, they are not used for demonstration 

purposes. Most of the information regarding product utility is used to help 

promote Tampax tampons. The utility information includes ease of use, ability to 

conceal one's period, ability to prevent odour, the various absorbency types of 

Tampax tampons available, and which type of Tampax tampon one should use 

according to one's flow. When the focus is not Tampax tampons, the sister 



product, Always brand pads, becomes the focus. As mentioned previously, 

Always is a product of Proctor and Gamble, which in turn, owns Tambrands, 

maken of Tampax products. In the end. the utility value of Tampax tampons out- 

weighs that of pads, but the video provides extra information about an alternative 

so that students can make decisions about which product is right for them. 

Summary of the Analysis of the Tampax Health Kil through the Perspective 

that Adverüsing is a Form of Information 

This case conforms much more closely to the components of the 

informational perspective than does the my money lnvestment Club kit. Product 

utility and direct information is provided about Tampax brand of tampons in this 

kit. The information is presented a series of logical steps, starting with the use of 

competing alternatives, through to the use of tampons, eventually leading up to 

specific information about Tampax tampons. Qualities such as hygiene, 

environrnentalism, privacy, and freedom are al1 properties that are part of 

Tampax tampons. The sections on menstrual protection products do not stand 

alone. The preceding chapters are used to build a foundation upon which the 

need for menstrual protection products is predicated. The rational consumer, 

armed with knowledge about puberty, menstrual protection products, and 

menstrual protection requirernents can easily make a choice to consume or not 

consume Tarnpax brand products based on the information presented. 



Analysis of the r a m p a  Healfh Klt through the Perspective that Advertising 

is a Form of Persuasion 

Theorists who maintain that advertising is a fom of persuasion believe in 

many different cornponents to their model. There are two foundational and pivotal 

characteristics of this paradigm that can be used as testing measurements in 

order to determine of a given text can be seen as a form of advertising. The fint 

of these principles is that advertisements use arguments in order to convince a 

consumer that he or she needs to consume a given commodity. The second vital 

component to their theory is that persuasion is used in order to create and 

maintain commodity brand loyalty. These two areas will be the focus of our 

examination the Tampax Heaith Kit under the theory that views advertising as a 

form of persuasion. 

Analysis of the Tampax HeaIH, Kit Teaching Guide through the Perspective 

that Advertising is a Form of Persuasion 

The teacher's guide, from the perspective that advertising is a form of 

persuasion, is very limited in it presentation of products. The persuasive 

argument to use tampons is built through the two chapten dealing with the 

fernale reproductive system and the menstrual cycle. Students are taught 

information about bodily functions, which eventually narrows and focuses upon 

the need for menstrual protection products. At this point, boys are completely 



excluded from the debate and must remain outside as on-lookers. The structure 

of Menstrual Protection Products follows a simple argument. A historical account 

of feminine protection is provided at the beginning of the chapter. The topic of 

feminine pads is covered during the subsequent few paragraphs following the 

history lesson. The remainder of the chapter is devoted to tampons and Tampax 

brand tampons. Ail of this is done to argue that tampons are the prefened 

method of protection over al1 others and Tampax is able to fulfill tampon needs. 

The historical analysis is set up as a chronological evolution of ferninine 

protection products. Initially, things such as "rags," and "diaper-like cloths" were 

used as external protection until nurses employed "surgical dressing " du ring 

World War One, eventually leading to commercially available sanitary napkins in 

the ? 920s. (Tampax, 1998a, p. 18) The history of interna1 feminine protection 

products traces its roots to Egypt and the use of "papyrus," then to Rome with 

"linen," then to cotton in the early 2oth century, and finally to the "TAMPAX 

tampon," invented by Dr. Earle Has in the 1930s. (Tampax, 1998b, p. 18) Early 

on, we can see that girls are supposed to choose between either pads or 

tampons, regardless of their efficacy. Whether or not they actually work better 

than the other methods listed does not matter. What is important is the use of a 

structured, chronological argument to illustrate progress-even if the progress 

does not result in a superior product. The argument is virtually self-seiving 

because of the myth that newer or more modem methods are better. On top of 

that, these modem versions of feminine protection are compared with some 

ancient methods, the most recent of which is almost 80 years old! 



The section entitled How Pads Work provides some arguments in favour 

of the use of pads. We will see later that when these arguments are compared to 

those in favour of tampons, the pad arguments actually work against themselves. 

The information provided is used to set up the argument that tampons are better 

than pads. The qualities associated with ferninine pads, according to this section, 

include the daim that "pads are very easy to use," pads 'corne in a variety of 

sizes and absorbencies," "pantiliners can also be wom when women are 

expecting their periods," some pads are "ultrathin," and some pads have "wings' 

to prevent leakage." (Tampax. 1 W8a, p. 18) There are also other statements 

about pads in this section that will later contribute to their downfall. Feminine 

pads are "unsuitable" for swimming. (Tampax, 1998a, p. 18) Finally, they must be 

"thrown away in the trash-not flushed down the toilet." (Tampax, 1998a. p. 18) 

How Tampons Work does not really contain information that is parallel to 

that of How Pads Work. Instead, it explains the composition of a tampon and 

talks about the success of Tampax brand tampons. "Since they were introduced 

in 1936, TAMPAX Tampons have been used by more women than any other 

brand of tampons." (Tampax, 19Q8a, p. 19) It is within the TAMPAX Tampons 

section that the argument in favour of tampons is introduced. Tampax claims that 

their tampons are easy to insert because of their "special applicator." (Tampax, 

1998a, p. 19) Tampax tampons are also "hygienic, since the fingers do not touch 

the tampon or the vagina." (Tampax, 1998a, p. 19) "Tampax tampons expand for 

protection that helps prevent accidents." (Tampax, 1998a, p. 19) Tampax 

flushable tampons can be flushed down a toilet and are "biodegiadable." 



(Tampax, 1998a, p. 19) There are even more advantages to Tampax tampons 

listed in t his passage. These advantages include "conven ience, discretion, and 

comfort." (Tampax, 1998a, p. 19) Women can also Wear "snug clothingn or "go 

swimming" while wearing Tampax tampons. (Tampax, 1 W8a, p. 19) "Tampons 

are cornfortable to use and easy to carry and dispose of." (Tampax, 1998a, p. 19) 

F inally, tampons provide "natural odor protection" because they are worn 

internally. (Tampax, 1998a, p. 19) 

What has taken place, although not overtly, is a comparison between 

feminine pads and tampons. While the two products are not compared directly, 

the order in which they are presented, the amount of text devoted to the 

explanation of each, and the characteristics associated with each product al1 lead 

to a virtual comparison. We see the presentation of the qualities of the feminine 

pad, and we are also presented with information about (primarily) Tampax brand 

of tampons. The positive associations of easy, freedom, privacy, and comfort 

with tampons far out-weigh the positive associations of ease of use and 

protection offered by pads. Tampons offer the freedom to perform al1 daily 

activities, including swimming, without interference. Pads cannot make the same 

claim. Pads cannot offer privacy because they can be seen under tight clothing 

and they are more difficult to conceal in a pune than a tampon. Furthermore, you 

can conceal the fact that you are menstruating because the proof can be flushed 

down the toilet-as long as you use a tampon! There is also an implication that 

pads are not biodegradable because they are not subject to the same niles as a 

tampon. The argument is structured to suggest that it is because tampons are 



biodegradable that they are "flushable." Since pads are not flushable, they must 

not be environmentally friendly. 

Analysis of the Tampa Health Kit Student Handbook through the 

Perspective Ehat Advertising is a F orm of Persuasion 

The handbook follows virtually the same structure as the teacher's guide. 

A Time forAnswers builds a foundaüon of knowledge about puberty in girls 

during the first half of the book. The chapter entitled Ferninine Protection: Mat's 

right for you? is where the persuasive argument culminates into a product pitch 

for Tampax. 

This chapter begins by posing a question to the reader. "Protection for 

what, you want to know?" (Tampax, 1995, p. 23) Girls are told that the protection 

they require is protection from menstrual fluid stains on their clothes. "Because 

the blood in your menstrual fluid can stain your clothes, you need something to 

absorb it." (Tampax, 1995, p. 23) While this is also part of the infonational 

perspective, it also creates an argument in favour of using protection venus not 

using protection. The argument in favour of protection is created through the 

sentence: @you need something to absorb it before it gets on your clothes." 

(Tampax, 1995, p. 23) There is an attempt to convince the reader that blood on 

one's clothes is unacceptable. 



The next part of the chapter introduces the reader to ferninine pads and 

tampons. Like the teacher's guide, the arguments made in favour of using pads 

are quickly erased with the discussion about tampons. Pads are said to be a 

rnethod used by some girls 'at first as a way of getting farniliar with their flow." 

(Tampax, 1995, p. 24) Pads also have to be changed "every WO to four hours to 

avoid developing an odor." (Tampax. 1995, p.24) The subsequent paragraph 

contains a statement is about the odour of menstrual flow and as well as a 

reminder about the need to change a pad every two to four hours. "When 

menstrual fluid is inside your body, it has no odor. But it does have an odor after 

it comes in contact with the air." (Tarnpax, 1095, p. 25) When taken in isolation, 

the statement is purely information based. M e n  it is combined with future 

knowledge of tampons, it becomes a point against the use of pads in an 

argument that favoun the use of tampons. There are two other points made 

about the use of pads in this section. Some girls, at the beginning and end of 

their periods, use pads at night. (Tampax, 1995) Pads must be disposed of in a 

waste bin because "they aren't flushable and can clog up the plumbing." 

(Tampax, 1995, p. 25) This final point is also turned against the use of pads 

because of the information contained in the tampon section. 

The topic that is first addressed in the tampon section of the handbook is 

that of odour control. "Unlike pads, tampons absorb your menstrual flow before it 

leaves your body-so you don? have to worry about odor." (Tampax, 1995, p. 

25) Obviously odour is a serious problem, otherwise the word "worry* would not 

have been employed in the previous quote. The reverse of the quotation would 



be that one must worry when using pads because there is no odour control. This 

must be true, otherwise a similar statement would have be made about pads.15 

Second, the change rate is decreased with the used of tampons. "You still need 

to change your tampon regularly, every four to eight houn." (Tampax, 1995, p. 

25) The maximum amount of time one can Wear a pad is, at best, equal to the 

minimum amount of time one can Wear a tampon. Some other characteristics of 

tampons that are provided in this section include size benefits, easy of use, and 

security. 

Although a tampon is smail, it works just as well as a pad. lnside your 

body, a tampon's compressed fibers expand to fit your natural shape. 

Tampons that come with their own appiicator are easy to guide inb just 

the nght place. Muscles hold a tampon securely in place until you remove 

it. Your pelvic muscles naturally loosen up and "let gon of the tampon. 

[Italics mine] (Tampax, 1995, p. 25) 

Following that section is a short passage explaining who actually uses 

tampons. "Millions of girls and women," (Tampax, 1995, p. 26) use tampons. It is 

this section in which the ternis and phrases in the above quotation are expanded 

upon. The handbook claims that tampons do not shift around like a pad does 

because they go inside a woman's body. (Tampax, 1995) Girls are also told that 

they can Wear "whatever [they] want" and participate in their regular daily 

activities such as swimming , Rding their bikes, and doing gymnastics. (Tampax, 



1995, p. 26) The implication here is that if one wears pads they must be 

concerned about clothing selection and that they must restrict their daily 

activities. The naturd assertion is solidified through the claim that Tampax 

Flushable Applicator Tampons are biodegradable. "And since the tampon, 

applicator, and wrapper are al1 biodegradable, you can simply flush them away. 

That helps the environment." (Tampax, 1995, p. 27) Finally, the argument for 

security is amended because of the ability of the tampon to be fiushed down the 

toilet. "And it's a good way to help keep your period private." (Tampax, 1995, p. 

27) There is personal security in the fact that one's menstrual flow will not stain 

clothes, nor cause problematic odour, and that the tampon will not fall out. There 

is additional security in the fact that tampons can help keep one's period hidden 

from others. 

Armed with al1 of the previously outlined information, Tampax makes a 

product pitch to the reader in the final section. Students are told that it is crucial 

to choose the correct absorbency rate of the tampon they decided to use. "The 

standard absorbency rating, which is labeled on each box, shows how much fluid 

a tampon can hold." (Tampax, 1995, p. 27) These labels are standardized 

across several brands of tampon boxes such as Tarnpax, 0.b. (Johnson and 

Johnson) and Natracare (Bodywise (UK) Ltd.). The product placement, or group 

photograph of Tampax tampon packages, which accompanies this passage 

creates brand recognition andlor attempts fosten brand loyalty. It is also 

noteworthy that no other competing tampon brands are mentioned-continuing 

the promotion of Tampax brand products. When coupled with the omission of 



alternatives, the arguments made in favour of tampon use are linked solely 

Tampax tampons both in name and photographie representation. 

Analysis of the Tampax Health Kit Video through the Perspective that 

Adveroshg is a Form of Persuasion 

The advertising as a fom of persuasion perspective can shed some 

interesting light on the video component of the kit. The way in which the 

preference of tampons overpads argument is built provides a concrete example 

of this type of persuasion. The first such instance occurs during the transition 

between the explanation of pads to the explanation of tampons. The transition is 

completed through a series of head shots of girls talking about their personal 

experiences with pads and tampons. The transition happens as follows: 

Girl 1: When my mom first bought me pads, she bought the same... she 

bought the same ones as she used because she relied on them and she 

like them. So 1 use those too. 

Girl 2: 

Girl 3: 

I use pads. 

I use pads because they're ... I mean they're not easier but ... 



Girl 4: After a while ... you know you start, uh ... kind of ... shift over to 

tampons. (Tampax, 1 Q08b) 

Following those shots, the screen with the three kinds of tampons is displayed, 

with the Tampax Satin tampon placed at the very top. 

M a t  has occurred here is nothing short of a very rneaningful series of 

edits that shift the argument in favour of tampons. If we examine the dialogue as 

a continuous, chronological narrative about the evolution of menstrual protection. 

we see than tampons replace pads as the chosen form of protection. The 

argument works in a series of generalized transitional steps. To begin with, girls 

first use pads because that is what their mothers use. As girls grow older. they 

discover that pads are not any easier to use than tampons and that they are 

uncertain about using pads altogether. Finally, as girls become more familiar with 

their menstrual cycle and what they need, tampons become the method of 

choice. No reason is given as to why they are the better choice, but it can be 

inferred that they are an improvement over pads. Clearly this is in alignment with 

one of the major tenets of advertising as a form of persuasion theory-arguments 

are made in favour of one product over another. 

The next segment, the pool segment, continues the argument in favour of 

the use of tampons. The narrator argues three positive assertions. The first 

argument is that because tampons are intemal, girls have 'natural odour 

protection." (Tampax, 1998b) It is also argued that with tampons, 'nothing is 

visible" and "nothing gets in the way." (Tampax, 1Q98b) Although there is no 



specific condemnation of pads, the arguments introduced appear to be unique to 

tampons. That is, when tampons are not used, the assertions made by the 

narrator cannot be confirmed. The reverse of the arguments would be that pads 

cannot protect against unwanted odoun, pads are visible and pads get in the 

way-vents that are considered negative. 

We are next presented with six new girls in a series of head shots. The 

first four speak. in turn, about the fact that they like tampons better than pads. 

The last two girls (absent from the group of four below) talk about simple 

personal difficulties in using tampons. It is really the first four girls who strengthen 

the argument in favour of tampons. The final two really only serve to demonstrate 

that white difficulties may occur, they are easy to overcome. 

Girl 5: The first time I used a tampon was when I was thirteen, and that 

was my fint period. 

Girl 6: I like using tampons better. 

Girl 7: Definitely tampons because, ummrn. .. it's just so much easier. 

Girl 8: Well, my sister came ... you know, she's in the Army ... she came to 

visit. And I was still using pads. She told me... you know ... that the 

tampons are better. She tokl me to corne to Brantford and she showed me 

how to use fi. (Tampax, 1998b) 



Again we see a play on associations with growth and maturity. Tampons are 

associated with well-disciplined , responsible individuals such as the older sister 

who is in the arrny. Upon returning home, she found out that her young sibling 

still used pads. To correct this behaviour, she told the girl to come to her home in 

order to teach her how to use tampons. We also have several girls, ahead of this 

clip, talking about their preference of tampons over pads. The argument in favour 

of tampon use is strengthened because we see that someone who had 

encountered their first period was able to use tampons as an effective method of 

ferninine protection. It is also demonstrated that responsible women use 

tampons. F urthemore, there is a level of general acceptance displayed that is 

associated with the use of tampons. 

After the instructions on how to use tampons are covered, some friendly 

advice is given by a few girls. The next segment of the video moves into the 

product pitch. What is interesting here is that the product seIl is fairly factual. "So 

on heavy flow days, you might try Super or Super Plus. On days with a more 

moderate flow, try Regular or Slender Regular. And as your flow tapers off, 

Junior Absorbency Tampax Lites may be al1 you need." (Tampax, 1998b) There 

really is no evidence of persuasion in the narrative or the visuals. What is more 

important is the information leading up to the product pitch. Hypothetically 

speaking, the product pitch works in the manner as follows: if condition "A" exists, 

and condition 'Bn exists, and conditions "Cm through "O" exist (the argument) then 

product "X" will do what you need. In a carefully edited piece, we have seen a 



number of girls alter the messages surrounding the use of pads and tampons. 

Although pads are mentioned, at first, as an acceptable means of feminine 

protection, by the end of the piece, the use of tampons becomes paramount. The 

role of pads is reverted to a back-up purpose. They are used in case one has 

one's period al1 of a sudden or as a method of extra protection in case one's 

tampon fails. The presentation of actual Tarnpax tampons, which apparently 

meet al1 of a girl's needs, finishes the argument in a very closed manner. At the 

conclusion of the argument, there are no competing tampon brands presented to 

the students. Tampax is the only answer. 

Summary of the Analysis of the Iampsx Health Kit through the Perspective 

that Adverüsing is a F orm of Persuasion 

The Tampax Health Kit uses many different arguments in order to 

persuade students that Tampax tampons are the best menstrual protection 

choice for girls. Like the informational component, factors such as cleanliness, 

maturity, environmentalism, privacy and personal freedom are cited as important 

qualities associated with tampons. Unlike the informational component, these are 

seen not as utilitarian, but as arguments in favour of tampon use. In other words, 

any product other than Tampax tampons might not be able to help fulfill the 

required set of qualifying factors. For example, under the argument structure of 

the kit, in order for a tampon to be worthy it must be biodegradable. Tampax is 



the only cited feminine protection product that can make this claim. These 

arguments also work against other types of ferninine protection through the 

process of data omission or a one-sided argument. It is argued that Tampax 

tampons can fulfill a number of ideals, however, the same is not argued for other 

brands of tampons, or feminine pads. As a result. there is a strong rnovement 

toward creating and maintaining brand recognition and loyalty to Tarnpax. 

Analysis of the Tarnpax Healfh Kit through the Perspective that Advertising 

is a Forrn of Symbolism 

The theorists who see advertising as a form of symbolism assert that the 

most important aspect of their position is that people do not necessarily consume 

merely advertised commodities themselves. Moreover, the most important part of 

commodity consumption takes place at a symbolic level. Advertising, under this 

paradigm, attaches meanings to commodities. It is through these attachments 

that the choice of commodity acquisition and consumption is actually based. The 

only way in which the consumer's need fulfillment is realized is through the direct 

use of the acquired commodity. In other words, there are no external means to 

prove that a commodity will be able to live up to its associated meanings. Every 

consumer of a given commodity will have a different end result or level of 

meaning realization. The daims made by Tampax tampons in the Tampax Heallh 

Kit will be the focus for this section of our analysis. We will examine the various 



meanings, images, beliefs, and claims Tampax makes about its products and the 

products of its cornpetition in order to determine if the text complies with the 

tenets of the advedising is a form of symbolism paradigm. 

Analysis of the fampax Heeith Kit Teaching Guide through the Perspective 

that Advertising is a Form of Symbolism 

In the teacher's guide, there are several different images and ideas 

surrounding feminine protection. These images are presented in the chapter 

entitled Menstnial Protection Products. The first type of imagery encornpasses 

the literal drawings of tampons, body parts and other figures. The second type of 

imagery, and arguably more important type of imagery, consists of concepts and 

ideas. These concepts include notions such as technological superiority, 

cleanliness, privacy or secrecy, environmentalism and personal freedom are 

used to illustrate the benefits of tampons and the weaknesses of ferninine pads. 

The second type of irnagery is addressed through beliefs, notions, and values 

presented in the teacher's guide. 

The fint kind of images present in the teachen' guide are the literal 

images. There are pictures and diagrams of tampons used in the teacher's guide 

instruction set (pp. 19-20) and in the reproducible, overheadgraphics section 

(p.27). All of these graphics are pictures of a tampon with an applicator. As was 

noted before there are other tampons that do not use applicators (such as 0.b. 



and Natracare), but these are not pictured. In fact, the drawings of the tampons 

match (almost exactly) to the actual sample Tarnpax tampons that corne with this 

kit. There are also no pictures are drawings of feminine pads anywhere in the 

teacher's guidebook. The creation and maintenance of a literal product image is 

just as important as the creation and maintenance of notions and beliefs 

surrounding a product. Girls are provided with representative drawings of the 

product and how to use it. This comprises only a miniscule part of the imagery 

found in the kit. Girls are also presented with nations surrounding the product. 

These notions, or imputed characteristics, dictate the types of emotions, ideas, 

and values a product aspires to have. 

In the second case, the use of a chronological, historical discussion about 

feminine protection products fosters the notion of technological superiority. The 

passage is setup in terms of a historical progression toward newer, therefore 

better, forms of ferninine protection. Readen are first introduced to different 

types of pads (diapet-like clothes or rags and surgical dressing) and later to the 

practices of Egyptian women, Roman women, early 20" century dancers and 

adresses, and finally, to the creator of Tampax tampons, Dr. Earle Haas. 

(Tampax, 1998a) The term "newef cornes to mean "better," through the 

chronological introduction to each rnethod. The idea that antiquated and inferior 

methods have been replaced by modern practices is eminent by the end of the 

passage. 

The next concept that is introduced in this chapter is that of personal 

cleanliness. There are two different aspects to this concept The first component 



is the importance of the cleanliness of one's clothing. Whether one uses pads or 

tampons, the whole reason women need ferninine protection is to protect their 

clothes from blood stains (although this is not stated in the teacher's guide). 

"Pads fit into the underpants to absorb the menstrual flow," while a tampon is 

"wcrn inside the vagina and it expands as it absorbs menstrual flow." (Tarnpax, 

1998a, pp. 18-1 9) The second concept of cleanliness is that of penonal hygiene. 

In other words, this means ensuring that menstrual fluid does not come in contact 

with one's hands. The claim made by Tampax tampons with applicators is that 

they "are also hygienic, since the fingers do [not] touch the tampon or the 

vagina." (Tampax, 1 Q98a, p. 19)16 Both products may be able to fulfill the first 

image of cleanliness. That is, both products may be able to protect one's 

clothing. The second claim, that tampons are hygienic because they never come 

in contact with the hands, can only be made in favour of tampons. Pads must be 

placed in one's undergarments and therefore rnust be touched or handled in 

order to put them in the correct place. We see that the image of hygiene is not 

upheld with pads, but it is with tampons. 

Most of the images surrounding tampons are buttressed through the 

omission of information. The next notion, privacy and secrecy, is one that 

illustrates this point very well. The idea that a girl's period is supposed to be a 

private thing, hidden from others, is demonstrated in two sections of the chapter. 

First, "the advantages of tampons include convenience, discretion, and cornfort. 

As tampons are worn internally, women can Wear snug clothing and go 

swimming with confidence." (Tampax, 1 W8a, p. 19) This passage clearly states 



that using tampons will allow a girl to keep her period private because tampons 

cannot be detected under tig ht and tevealing clothing. Second, "tampons are 

also popular with younger girls because they are small and easily hidden in a 

pocket or purse." (Tampax, 1998a, p. 21) The same claim is not made about 

pads. It is through the omission of a respective daim in favour of pads that only 

one perspective is acknowledged and promoted. Although a statement that 

claims, "pads are bulky and cannot be easily hidden," does not exist, it is quite 

clear that pads must be bulky and not easy to hide. Tampons are also supposed 

to be "popular" with younger girls. Like the other arguments. there is no daim that 

states, "pads are less popular with younger girls," however, the omission of 

information leads to that conclusion. By no means is this a closed, one-way 

argument, but the text in the passage does certainly tend toward favouritism of 

tampons over pads for keeping one's period a secret. If pads were able to fulfill 

the same daims as tampons, as the advertising world goes, it would be written 

somewhere. 

In an interesting twist, the image of cleanliness is coupled with secrecy 

and privacy in the desire for protection from personal odour. The two 

components of this argument are inextricably entwined. If one has an odour, in 

North American society, that person is thought of as unclean. The other 

component plays into the issue of privacy because people have the ability detect 

an odour. People are able to tell where an odour cornes from and possibly 

recognize what type of odour it is. The tampon is able to prevent odour detection. 

*And because tampons are worn internally, the menstrual blood is absorbed 



before it leaves the body. And with tampons, intemal protection also means 

naturai odor protection." (Tampax, 1998a, p. 19) The same claim cannot be 

made on behalf of pads because pads are worn externally and are "designed to 

draw wetness away from the body.' (Tampax, 1998a, p. 18) Yet again we see 

that tampons are able to fulfill both the idea of cleanliness and the idea of 

privacy, while pads cannot do the same. 

According to this chapter, tampons also appeal to the environmentalist 

because they are made of biodegradable rnaterials. Pads, however, do not live 

up to this daim as they contain materials that are not biodegradable. "Used pads 

must be folded up and wrapped in the plastic wrapper, or toilet paper, and thrown 

away in the trash-not flushed down the toilet." (Tampax, 1998, p. 18) While it is 

not clearly stated that pads are not environmentally friendly, they do not support 

any of the Three R's (reduce, reuse, and recycle) that are so popular with the 

mainstream environmentalists. There is no claim on behalf of pads that suggests 

they are biodegradable. According to this passage, the plastic is not reusable 

and the rest of the product is not biodegradable because it must be disposed of 

in a waste container. Tampax tampons, on the other hand, are environmentally 

friendly because their composition, from wrapper to applicator to tampon, is 

biodegradable. 'Tampax Flushable Applicator tampons are flushable and 

biodegradable. This means that the tampon, the cardboard applicator, and the 

wrapper can al1 be flushed away. " (Tampax, 1998a, p. 19) Not only do tampons 

clearly become the promoted choice for concemed environmentalists, but they 



also introduce the notion of necessity for environmental protection coupled with 

feminine protection. 

The idea that tampons help maintain or aven create a level of penonal 

freedom is also discussed in this chapter. If we look at the fint quote used in 

support of the privacy and secrecy idea again, we see that it also supports the 

idea of personal freedom. "The advantages of tampons include convenience, 

discretion, and comfort. As tampons are worn internally, women can Wear snug 

clothing and go swimrning with confidence." (Tampax, 1998a, p. 19) Personal 

freedom, in this sense, is more that of lifestyle maintenance and personal choice 

than anything else. Girls are told that they are able to Wear whatever they want 

and perform whatever activities they choose. "Many girls. especially those who 

are active in sports, use tampons from their very first period." (Tarnpax, 1998a. p 

21) Once again we see that tampons are able to accommodate young girls who 

wish to maintain a rigorous lifestyle. The same types of daims are not made in 

favour of pads. The omission of this information leads to a position in favour of 

the use of tampons over the use of pads for girls who want to maintain a high 

level penonal freedom. 

The answers contained in the first two sample questions in the section 

entitled Good Heaith Habits further promote the use of tampons as health 

products. The first question asks, "Can a girl exetcise during her penQd? 

(Tampax, 1998a. p. 25) The answer to that question argues, "Ewercise is 

important for overall good healai and should become a part of every girl or 

woman's daily routine. Many girls and women choose tampons because they 



make it easy to keep up with al1 their regular activities, including exercise 

routines, during a period." (Tampax, 1998a, p. 25) According to this answer, the 

use of tampons facilitates overall health because they enable a female to perform 

daily exercise routines more easily. The second question asks, "1s it okay to swim 

dunng a mod?"  (Tampax, lQ98a. p. 25) Its respective answer daims, "Yes. But, 

from a practical point of view, women should Wear interna! sanitary protection - 

tampons." (Tampax, 1998a, p. 25) Once again, in order to continue a to continue 

a healthy lifestyle, females should use tampons during their period. There is no 

mention of the use of alternative methods of menstrual protection. The use of the 

terms "easy" and "practical" fortify the position of tampons because they can help 

maintain an ideal lifestyle. 

Analysis of the tampax HealU, Kit Student ifandbook through the 

Perspective that Advertising is a F orm of Symbolisrn 

The imagery and symbolism found in the student handbook is very similar 

to that found in the rest of the kit. The handbook, to a great extent. mirrors the 

content found in the teacher's guide. There are several prominent notions upheld 

by the handbook as positive ideals associated with feminine protection products. 

These images indude personal protection, privacy, cleanliness, naturalness, 

freedom, and environmentalism. There are also drawings on many of the pages 

in the student handbook. As was noted by out examination of the handbook 



contents, these drawings depict various sport and recreation activities being 

perfomed by both boys and girls. The important aspect here is that these young 

people are al1 active. 

We must first examine the role played by the notions or images portrayed 

in the student handbook. The range of products designed to be used during 

menstruation are teferred to as "feminine protection products" (Tampax. 1995, p. 

23) in the section Ferninine Protection: Mat's Right for You? Girls are told that 

these products protect their clothes from menstrual flow stains. (Tampax, 1995) 

The rest of the section deals with the differences behnreen feminine pads and 

tampons and their abilities to uphold other values introduced the rest of the 

chapter. 

Where does a girl want her protection to be located? There are two 

options provided in the handbook. The first option is to use a pad. Pads absorb 

blood after it has left the body, but tampons "absorb menstrual fiuid inside the 

vagina-before it leaves the body." (Tampax, 1905, p. 23) At this point there is 

no clear advantage to either method of protection. There is a problem associated 

with pads and their ability to uphold the value of cleantiness and privacy. "Men 

menstrual flow is inside your body, it has no odor. But it does have an odor after 

it cornes in contact with the air." (Tampax, 1995, p. 25) First, in order to remain 

dean a girl must change her pad every two to four hours. (Tampax, 1995) If there 

is too much menstrual fluid, the possibility that a pad will leak menstrual fluid onto 

one's clothes increases. Second, if the use of a pad does not prevent odour, 

there is little chance of it being able to provide personal privacy. In other words, 



because there is a potential for othen to notice ones menstrual flow odor, the 

pad cannot ensure that nobody else will be able to tell if one has their period. 

The second option is to use a tampon. Tampons, on the other hand, act 

as a type of preventative maintenance. Tampons prevent the flow of menstrual 

fluid from leaving the body. "Unlike pads, tampons absorb your menstrual flow 

before it leaves your body-su you don? have to worry about odor." (Tarnpax, 

1995, p. 25) Since no odour is created, no odour can be detected, therefore, 

nobody can tell, by odour alone, that one has one's period. In regard to 

cleanliness, there is no chance of menstrual fluid staining one's clothes because 

it stays inside the body (although it has been absorbed by the tampon). There is 

no risk of soiling one's clothes. Tampons are able to maintain privacy through 

removing al1 visual indicators of one's period. 

The other privacy issue still deals with idea of concealing one's period 

from others, but it is defined in terms of the actual product, rather than external 

effects. What is interesting here is that the handbook stresses the issue of hiding 

one's period from others to a greater extent than does the teacher's guide. 

Obviously the students get to spend more time with their own handbook than 

they would reading the teacher's guide-that is, if they ever get to see the 

teacher's guide at all! This leads to a reinforcement of the principle that 

menstruation is a private issue that must be hidden from othen at al1 costs. The 

handbook makes similar daims to the teacher's guide, but instead focuses on the 

disposal of used feminine protection products. Pads are much larger than 

tampons, and are therefore, more difficult to hide f m  others. One also has to 



dispose of used pad in the garbage, therefore, thete is a chance of being 

observed by others. A tampon, as is explained by the handbook, offers privacy 

because you can flush it down the toilet when you are done using it. "And, since 

the tampon, applicator, and wrapper are al1 biodegradable, you can simply flush 

them away. That helps the environment. And it's a good way to keep your period 

private too." (Tampax, 1995, p. 27) It is less likely that someone will observe a 

girl use or remove a tampon in public because most washrooms have private, 

walled-in toilets. 

Environmentalism is also addressed through the use of tampons. As was 

noted above, tampons are biodegradable, and therefore environmentally sound. 

The sarne argument cannot be made for pads because they must be disposed of 

in the garbage. Irrespective of the fact that pads are made mostly out of 

biodegradable materials, such as cotton and other natural fibres, in this sense 

they are not recyclable because there is no program or designated space for 

feminine pad recycling. The concept of nature and naturalness is attached to the 

notion of environmentalism. Tampons confonn to the inside of a girl's body. 

"lnside your body, a tampon's compressed fibers expand to fit your natural 

shape." (Tampax, 1995, p. 25) Like the environmental claim, this claim cannot be 

applied to pads. The association with natural shape and nature is transferred to 

the tampon itself, making it appear as a natural device. That is, the use of 

tampons is a natural process. 

The concept of personal freedom is addressed through a quick note on 

daily activities. The use of a tampon enables a girl to udo anything [she would do] 



the rest of the month like swim, ride [her] bike, and [to] do gymnastics." (Tarnpax, 

1995, p. 26) The drawings present throughout this handbook (although some are 

male) emphasize active recreation. The physical activities, pertaining to girls, 

include aerobics (Tampax, 1995, p. 2), rollerblading (p. 3), ballet (p. 5), bicycle 

kicks (p. 8). skateboarding (p. 19), jumping rope (p. 23), diving (p. 29), running 

(p. 36), and tennis (p. 39). There is no such daim made for ferninine pads. 

Furthemore, a girl is not restricted to certain type of fashion. "You can also Wear 

whatever you want, including bike shorts, leggings, and jeans." (Tarnpax, 1995, 

p. 26) The reverse argument of this is that the use of pads will restrict the types 

of clothing one can Wear. Tampons become symbols for and purveyon of 

personal choice and personal freedom, while pads become devices of penonal 

restraint. 

Actual images or photographs of Tampax brand tampons are used to 

show what the real world packaging of Tampax brand products look like. When 

shopping, memory recall of the product photographs can be used as a means of 

comparison between and among Tampax and its competitors* brands. The 

photograph, in effect, is used to combine the assertions, ideas, values, and 

beliefs made about tampons in this section with a visual symbol and a brand 

nameTarnpax. The instructional diagrams on tampon insertion, depict a woman 

using a tampon that has an applicator. Not al1 tampons have applicators, but 

Tarnpax tampons certainly have them. The use of the tampon applicator is the 

only method shown for inserting a tampon. Again, at the üme of product 



purchase, this type of familiarity could assist in the purchase of Tampax brand 

tampons over competing alternatives. 

This handbook examines many images surrounding puberty. The images, 

ideals and symbols surrounding ferninine protection products are those that 

matter most to Tarnpax. As was demonstrated above, the necessity for girls to 

have protection, pnvacy, deanliness, naturalness, freedorn, and 

environmentalism during their period is quite prominent in the section dealing 

with feminine protection. Clearly, the section does not suggest that pads are 

useless, but it does assert that tampons uphold these notions better than pads. 

Tampons are able to incorporate and espouse al1 of the images, symbols, beliefs, 

and values necessary for a girl during menstruation. A girl becomes protected 

from stains on her clothes with a tampon, but not necessarily with a pad. A girl 

can keep her period private with a tampon, but not always with a pad. A girl has a 

sense of cleanliness, including being odour free with a tampon, but not 

necessarily with a pad. A tampon confoms to a girl's natural interna1 shape, but 

pads do not. A girl c m  perfom any activity she would like when she is using a 

tampon, but she cannot do this with a pad. Finally, a girl is exercising 

environmental responsibility when she uses a tampon, but not when she uses a 

pad. 



Analysis of the Tamper Health Kif Vldeo through the Perspective that 

Advertising is a Form of Symbolism 

The Kids to Kids video is perhaps the best example of the links forged 

between images and beliefs with Tarnpax brand products in the kit. The focal 

point of this examination is the section in the video entitled How to find the nght 

feminine protection without even blushing. Right from the title screen we can see 

that feminine protection products, discussion about feminine protection products 

and use of feminine protection products is associated with personal 

embarrassment. Like the other components in the kit, there are two types of 

images present in the video-literal images (photographs, illustrations, and 

diagrarns) and syrnbolic images (beliefs, notions and values). 

The literal images in the video range from product shots to product use 

illustrations and videotaped demonstrations. These types of images tend to take 

centre stage at this point in the kit because the video is able to show things that a 

simple drawing on paper cannot. It is important to note that these literal images 

are often coupled with a symbolic image. The major component to this section of 

the video is the use of girls, who have just started puberty, as spokespeople for 

tampons. These girls are not that much older than the target audience of the 

video. There is an immediate farniliarity created between the girls in the video 

and the girls watching the video, if for no other reasons than similarities in age 

and school setting. The symbolic images, or beliefs, concepts, notions, and 

values surrounding the products in the video are used in conjunction with the 



literal images to make a stronger appeal in favour of tampons. While there are 

elements of persuasion in this appeal, the daims made by the video about 

tampons are of the greatest importance. In the video, the notions associated with 

tampons include privacy, cleanliness or hygiene, reliability or trust, personal 

freedom, maturity, and association with authority or authority endorsement. It is 

upon these daims, according to the advertising as a fom of symbolisrn 

perspective, that product purchase will or will not take place. 

The stills and animations used in this section of the video demonstrate the 

use of pads and tampons, the packages in which they are sold, and some of the 

features of each type of ferninine protection. The fint animation consists of a 

continuously building collage of feminine protection product packages. The 

composition of the shot consists of 7 packages of Tampax brand tampons, 3 

packages of Always brand feminine pads, 1 package of Playtex tampons, 1 

package of 0.b. tampons and 1 package of Kotex pads. (Tampax, 1998b) The 

images are used, in this case, to introduce girls to the wide range of product 

packaging and products types that are available. The domination of Tampax 

products on the screen is used as a tool of repetition, in order to breed visual 

familiarity with the real world Tampax brand packaging. 

Just as the packaging dernonstration was used to familiarize girls with the 

outer appearance of various ferninine protection products, the next series of 

demonstrations familiarize girls with the actual look and application of each type 

of product Girls are iintroduced to feminine pads, how to use them, and the 

different kinds that are available. In order to familiarire girls with pads, a 



demonstration of the application of a feminine pad to a pair of underwear is 

shown. (Tampax, 1998b) Following the demonstration is a still shot of three 

different types of feminine pads. (Tampax, 1 998b) There are also two very 

important notions attached to the use of pads. As is illustrated by the following 

passage, the notions of reliability or trust, privacy and cleanliness are al1 dealt 

with in a very simple statement. On the choice of feminine pads, the narrator 

states, "which ever you choose, pads should be changed frequently to prevent 

accidents and odour." (Tampax, 1998b) The reliability (trust one can have in their 

choice of ferninine protection) of pads is questioned because they must be 

changed on a frequent basis in order to prevent problems. The privacy and 

cleanliness issue is also addressed through the fear of potential personal odour. 

If one has an odour, as noted in other sections of this symbolic analysis, it most 

likely cannot be kept from being detected by others. The result is that others may 

be able to recognize that a girl has her period. Adding to this difficulty is the North 

American belief that unpleasant penonal odour is also associated with being 

unclean. 

The next demonstration begins with a still shot of three different types of 

tampons, complete with their applicators. (Tampax, 1998b) A demonstration is 

used to illustrate how a tampon is pushed out of its applicator. In the 

demonstration, a wornan slides the applicator off of a tampon, leaving it exposed 

in her hand. (Tampax, 1998b) Once again, the actual product shot is used to 

mate familiarity with tampons in general. 



The next series of shots is comprised of girls playing and swimming in a 

public pool. The dialogue of the nanator further addresses the beliefs made in 

the section on feminine pads. According to the narrator, tampons absorb "blood 

before it leaves the body, giving full protection that helps prevent accidents. 

Internai protection means natural odour protection. Nothing is visible. Nothing 

gets in the way." (Tampax, 1998b) This time the ability of the tampon to uphold 

cleanliness and privacy is the focus, however, there are also two other ideas that 

are equally important. Penonal freedom is another concept introduced through 

the visuals of the girls in the pool as well as the narrator's claim that nothing will 

obstruct a girl from her daily activities. The concept of nature is further injected 

into the dialogue through the narrator's statement about natural odour protection. 

In other words, the use of tampons is a natural way to prevent odour, therefore, 

the use of tampons is part of nature. 

Maturity and approval of authority are two very important concepts used to 

further the beliefs and values surrounding tampons. In a series of isolated head 

shots, as described in other sections of this analysis, four girls elude to the two 

notions of maturity and approval of authority figures. 

Girl 1 : When my mom first bought me pads, she bought the same ... she 

bought the same ones as she used because she relied on them and she 

Iike them. So I use those too. 

Girl 2: I use pads. 



Giri 3: 1 use pads because they're ... I rnean they're not easier but ... 

Girl 4: After a while. .. you know you start, uh.. . kind of. .. shift over to 

tampons. (Tampax, 1998b) 

[Section on Tampons] 

Girl 5: The first time I used a tampon was when I was thirteen, and that 

was rny first period. 

Girl 6: 1 like using tampons better. 

Giri 7: Definitely tampons because, ummm.. . it's just so much easier. 

Girl 8: Well, my sister came.. . you know, she's in the Army ... she came to 

visit. And I was still using pads. She told me.. . you know.. . that the 

tampons are better. She told me to come to Brantford and she showed me 

how to use it. (Tampax, 1098b) 

While this dialogue was crucial to the advertising as a fonn of persuasion 

perspective, it is also vital to the symbolic perspective. We see, through a small 

progression, the use of tampons as a sign of maturîty. The passage begins with a 



girl talking about the use of pads strictly because that is what her mother uses. A 

progression takes place between the second and fourth girl. The dialogue moves 

from the use of pads to uncertainty about the ease of use to a change to 

tampons with age. The next four girls affirm the use of tampons in a wide range 

of applications, demonstrating that they may be used for a first period (instant 

rnaturity) to someone possessing a genuine preference of tampons ta someone 

with an absolute preference of tampons. Finally, the use of the association with 

an older sister who is in the army places tampons in the "endorsed by and 

authority figure" bracket. The cultural baggage associated with the army, 

including discipline, technical superiority and precision, and the need to be 

prepared at ail times under any circumstances, leads to the legitimization of 

tampons. This is achieved through attaching the attributes associated with the 

army to tampons. 

The reliability and trust associated with the use of tampons is further 

affirmed through a demonstration involving the tampon removal cord. The video 

shows a close-up of a woman holding the cotton end of the tampon in one hand, 

gripping the removal cord in the other hand, and tugging firmly on the cord. 

(Tampax, 1998b) This video segment is accompanied by a voice-over of a girl 

proclaiming, "don't worry, it won? corne off!" (Tampax, 1998b) The notions of 

reliability and trust are proven when the reader observes that the cord does not 

break, nor become detached from the tampon. 

In order to place Tampax brand of tampons within a familiar context, the 

video uses a series of isolated shots of girls in a locker room who are perfoming 



various activities. These activities include brushing their hair, applying lipstick, 

applying eye rnakeup, getting dressed, pulling things out of lockers, and other 

general movements. In this montage, there is a single isolated shot of a girl who 

removes an article of clothing from her locker, only to reveal a face-on product 

shot of a package of Tampax Satin touch tampons. Although they are in a bigger 

package, these tampons are identical to the product sample found in the kit. 

Finally, the specific instructions dealing with menstrual flow amounts, 

absorbency rates of tampons, and product packaging are linked together in a 

series of narrated still shots. Four packages of Tampax tampons appear on 

screen, accompanied by the narrator's instructions for their use. 'So on heavy 

flow days, you might try Super of Super Plus. On days with a more moderate 

flow, try Regular or Slender Regular. And as your fiow tapers off, Junior 

Absorbency Tampax Lites may be al1 you need." (Tampax, 1998b) While each 

type of absorbency is mentioned, the reader is drawn to a specific product 

package through its revelation on the screen. While the same thing is done with 

two packages of Always brand pads, the reasoning is different, leading to a 

secondary role ascribed by pads. It is important to remember that Always is the 

parent Company of Tambrands, makers of Tampax products, and that the 

narrator instructs the audience to use pads as "a tampon back-up." (Tampax, 

1998b) In this case, regardless of choice, the product images and packaging 

images have been securely linked not only in favour of tampons. but also in 

favour of Tampax brand tampons. 



Summary of the AnalysIr of the Tampax Healfh Kif through the Perspective 

that Advertising is r F o n  of Symbolism 

The Tampax Health Kit contains the essential ingredients noted in the 

perspective that sees advertising as a form of symbolism. lnstead of the qualities 

of Tarnpax tampons being presented based on their uülity value, or being used 

as constituents of an argument, they are used as points of consumption. Notions 

of environmentalism, maturity, cleanliness, privacy , and personal freedom are al1 

represented by Tampax brand of tampons. In effect, the only way one can 

ensure that one matures, acts in an environmentally friendly manner, and 

maintains personal privacy, cleanliness, and freedom is to use Tampax tampons. 

Brand familiarity is also generated throughout the kit via the use of product shots, 

as well as stills and images. Other images and drawings in the kit present 

Tampax tampons as a purveyor of physical activity. Again, there is no way to tell 

if Tampax tampons will be able to fulfill their ascribed notions until they are 

actually used. Then again, that is the most important aspect-some type of 

purchase must take place, generating revenue for Tampax brands befom one 

can determine if Tampax Iives up to its daims. 



Analysis of the fampax i f t h  Kt through the Criacal Perspective of 

Advertising 

The two fundamental arguments made by the critical theorists are that 

advertisements contain and create ideologies, and that advertisements create a 

problem within the consumer in order to sel! a commodity (that will supposedly fuc 

the created problem). Obviously there are other ingredients, such as: the daim 

that advertised ideologies assume the role of and replace traditional ideologies, 

or that advertisements create and maintain individualism as well as free-market 

mentality, thereby fragmenting the consumer. For this analysis, we will look at the 

first to two components (ideology and problem creation) in detail. To a much 

lesser extent, we will also examine the last two aspects (meaning replacement 

and free-market ideology). Once again, the analysis will essentially be restricted 

to the sections of the kit that focus on menstrual protection products. 

Analysis of the Tampa HeaIth Kit Teaching Guide throug h the Critical 

Perspective of Adveitlsing 

In terms of the actual ideological sale of Tampax tampons. the chapter 

that focuses on Menstnral Protection Pmducts, is the most important section of 

the teacheh guide. The rest of the guide is useful in developing some of the 

ideological beliefs sunounding tampons, puberty and body care, but this chapter 



ernphasizes and ties together al1 of the crucial ideological values. What 

ideologies are at work in the teacher's guide? For a start, the underlying ideology 

is one of ferninine protection product consumption-specifically , the products 

advertised belong to Tampax brand. The sponsor's name can be irnmediately 

observed in at least four distinct ways. Fint, the teacher's guide is designed by 

and credited to Tampax. Second, every page has the phrase "Tampax Teaching 

Guide To Puberty And Menstrual Health" (Tampax, 1998a, pp. 1-56) located at 

the bottorn of it. Third, the chapter called Menstrual Protection Products mentions 

only Tarnpax as a brand name. Fourth, every drawing about menstrual protection 

contains a picture of a tampon that resembles a Tampax tampon and its 

applicator. The product pitch is couched within an introductory discussion about 

puberty. Once girls have learned about menstruation, they are then taught about 

feminine protection products. The ideology about purchasing and using feminine 

protection products is never questioned-it appears as a natural practice. 

From the critical perspective, it is important to address the need for so- 

called "ferninine protection.* In this guide there is no debate about the choice to 

use or choice not to use feminine protection. In fact, there is no questioning of 

the term "feminine protectionn itself.17 From a cornpletely pragmatic point of view, 

it is clear that the use of some fonn of feminine protection is a necessity if a 

woman does not want b get her clothes soiled. However, the association with 

"protection" is a very interesting construction. In the end, the protection is not 

really for the woman, but for her clothing. Through the use of feminine protection 

products, a woman's clothes are protected from her natural bodily function. A 



woman's clothing and ouhnrard appearance take precedence over her body. 

Something the woman does, that is completely involuntary, as part of her 

existence turns into a negative event. It has the potential to destroy her material 

possessions. In the end, feminine protection really prevents the woman for doing 

damage to her social-self. 

In order to illustrate the assertion that using ferninine protection product is 

a natural practice, we will look at several statements made in the teacher's guide. 

First, let it be noted that there is no specific reason stated in the teacher's guide 

that tells the reader why feminine protection is necessary. Rather than discuss 

the option to use or not use feminine protection products, the teacher's guide 

focuses upon the reasons to select from among ferninine pads and tampons. 

Menstrual Protection Products explains the characteristics of pads and tampons, 

as well as the benefits of each. The characteristics of pads include ease of use, 

the fact that they are an external form of protection, inability to accommodate 

active lifestyles, that they must be disposed of in the garbage. (Tampax, 1998a) 

Tampons, on the other hand, corne with an applicator, are an intemal f o m  of 

protection, provide natural odour protection, are a great way to keep a period 

private because they cannot be detected, are environmentally friendly, provide a 

high level of personal freedom and choice, and they are also easy to use. 

(Tampax, 1998a) Tampons enable a girl to do more with her life while at the 

same time, provide more personal security and privacy. 

As we have seen so far, the debate between feminine protection products 

is limited to a choice between pads or tampons. While there are other methods of 



feminine protection products available, such as a reusable rubber cup or 

feminine pads made out of reusable cloth, none are ever mentioned.18 Coupled 

with this non-information are the claims made by Tampax about their own brand 

as well as tampons in general. The same claims are not made by the recognized 

alternative-ferninine pads. "TAMPAX Tampons have been used by more 

women than any other brand of tampons." (Tampax, 1998a, p. 19) There are 

several advantages to using tampons including "convenience, discretion, and 

cornfort." (Tampax, 1 W8a, p. 19) Tampax also claims that, "many girls, 

especially those who are active in sports, use tampons from their very Cnt 

period." (Tampax, 1998a, p. 21) "Tampons are also popular with younger girls 

because they are small and easily hidden in a pocket or purse." (Tampax, 1998a, 

p. 21) All of this information is used to buttress the argument in favour of 

tampons and pushes the argument in favour of the use of Tampax brand 

tampons. 

The argument made in favour of both tampon use and use of Tampax 

brand of tampons is by no means absolute. Even in the teaching guidebook, the 

competition, feminine pads, is mentioned as a viable alternative choice to 

tampons. The importance of this is a ho-fold probable outcome. Fint, the 

amount of infomation about tampons out-weighs the information about feminine 

pads dramatically. Second, 1 is specifically because there is information about 

pads that there appears to be a balance of information. The infomation provided 

about pads does a great disservice to their ability to function as a feminine 

protection product. In a very slick way, the characteristics of pads, 'do'sn and 



"don'ts" are provided to the reader. These characteristics are struck down as the 

reader encounten the benefits associated with tampons. Using appeals like 

environmentalism, false hygiene, odour protection as a fonn of privacy, privacy in 

the form of the ability to conceal a tampon, nature, and personal freedom and 

choice, tampons are demonstrated to be supetior to pads. 

The other vital component to the ideology of an advertisement is that it 

creates a problern within the reader in order to create a niche for the advertised 

commodity. The teacher's guide in the Tampax kit creates several problems 

through the previously mentioned appeals. More or less, these appeals are 

based on different manifestations of the same kind of fear-non-conforming 

behaviour leading to personal disdain, social rejection andfor punishment. The 

issue of environmentalism is addressed through the statement, "Tampax 

Flus hable Applicator tampons are flushable and biodegradable. This means that 

the tampon, the cardboard applicator, and the wrapper can all be flushed away." 

(Tampax, 1998a, p. 19) The guide also states that pads are not environmentally 

friendly because, "used pads must be folded up and wrapped in the plastic 

wrapper, or toilet paper, and thrown away in the trash-not flushed down the 

toilet." (Tampax, IgQ8a. p. 18) The manifestation, in this case, is fear of not 

confoming to environmental standards resulting in possible punishment for 

destroying the environment or being rejected by othen for lack of environmental 

responsibility. 

Although Tampax tampons are biodegradable, there is no mention of the 

high levels of marine pollution associated with disposed tampons. Based on 



Tarnpax's own statistics, a woman will use over 7, 500 tampons (or pads) in a 

lifetirne, and they certainly do not biodegrade in an instant.'' Furthemore, 

according to Éco Logique Incorporated, maken of an interna1 gum-rubber 

menstrual cup: 

Each woman throws away an average of 10,000 to 15,000 menstrual 

products in her lifetime. More than half of used tampons, including 

applicators, are flushed down the toilet, where they cause problems in the 

sewage systems, or are dumped directly into the oceans. The applicaton 

litter our beaches in huge numben, and are swallowed by fish and marine 

mammals, often killing them. And billions of pads are incinerated each 

year. (Êco Logique Inc., cIQ99) 

As has been noted above, there is obviously another side to Tampax's claims of 

ecological altruism. Tampax fails to mention the environmental problems 

associated not only with their own flushable product, but the ecological 

ramifications of ferninine pad disposal and incineration. 

Another key component in the ideology surrounding tampons and Tampax 

brand is that of personal cleanliness and hygiene. The fear factor in this case is 

based on the North American practice of the virtual sanitkation of one's body and 

bodily functions. The teacher's guide explains the difference between pads and 

tampons through a cornparison of their respective abillies to keep one clean. In a 

sub-section labeled Tmpax Tampons, the use of Tampax flushable applicator 



tampons is justified as a means of practicing good personal hygiene. "It is also 

hygienic, since the fingen do [not] touch the tampon or the vagina."" (Tampax, 

1998a, p. 19) Another North American sign of being unclean is personal odour. 

Tampax also makes the daim that tampons can prevent odour. "And with 

tampons, interna1 protection means natural odor protection." (Tampax, 1998a, p. 

19) In the first case, the underlying assumption is that it is wrong, even 

considered dirty, for a woman to come in contact with her menstrual dow. The 

reader is never told why it is wrong, but from a critical standpoint it is difficult to 

reason that rnenstrual flow is on par with something such as toxic waste. 

According to the kit. menstrual flow consists mainly of blood matter-hardly a 

rnenacing or lethal material. Girls are potentially made to feel unclean (if they do 

not use tampons) through ternis coupled with tampons such as 'hygienic 

practicen and "not touching the tampon or vagina." In effect, Tarnpax says in the 

reverse of their own words, it is not sanitary to have your fingers touch your 

vagina during menstruation. This is a direct move against other brands, such as 

0.6.~ that produced some tampons that do not use an applicator for insertion. It is 

also an argument against other forms of intemal menstrual protection devices 

such as reusable cups. 

The issue of personal odour control is also placed in a similar context as 

cleanliness. Tampax tampons daim they stop blood from coming into contact 

with the air because they are an intemal method of protection. The teminology 

associated in the teacher's guide that accompanies thQ cbim is "natural odor 

protection." (Tampax, 1998a, p. 19) When blwd come into contact with air, there 



is potential for odour. The same claim cannot be made for pads because they are 

an external fom of protection. Tampons, therefore, are used to mask the fact 

that there is an odour associated with menstrual flow. It becomes evident that the 

fear of being unclean translates into the possibility of others knowing that one is 

unclean. Personal odour plays into the issue of personal privacy because people 

tan use their senses to detect the origin of the odour. 

The ability to conceal one's period from others is a high-touted ideal 

associated with Tampax tampons. Privacy and secrecy are sought after as 

important qualities because of the fear of others knowledge of your period. Aside 

from the potential fear of odour recognition, Tampax makes claims about the 

ease with which one can hide their tampons from others. "Tampons are also 

popular with younger girls because they are small and easily hidden in a pocket 

or purse." (Tampax, 1998a, p.21) Associating personal embarrassment and 

shame with a girl's period is yet another way in which Tampax attempts to ensure 

that tampons are seen as problem solving devices. Another fear of detection 

factor is introduced through coupling penonal freedom and choice with privacy. 

"As tampons are worn intemally, women can Wear snug clothing and go 

swimming with confidence." (Tampax, 1998a, p. 19) Since this claim appean 

right after other claims of "convenience, discretion, and cornfort" (Tampax, 

1998a, p. 19) it is hard not to surmise that active tampons are undetectable to 

others. The application and use of a tampon becomes the user's own secret. 

The tampon as purveyor of penonal freedom and choice is yet another 

type of value that is introduced in the teachets guidebook. Tampons daim to 



provide girls with ultimate personal freedom and choice. The personal freedom 

and choice cornes in the form of wearing any type clothing and performing any 

type of activity. The same piece of information noted above also applies to this 

situation. *As tampons are worn internally, women can Wear snug clothing and go 

swimming with confidence." (Tampax, 1 998at p. 19) Furthering the active lifestyle 

argument, Tampax daims "many girls, especially those who are active in sports, 

use tampons for their very first period." (Tampax, 1 998at p. 21) The reverse 

argument to al1 of this would state that a girl does not have the ability to Wear any 

type of clothing or perform any type of activity unless she is wearing a tampon. 

Loss of personal freedorn and choice heavily undermines the keystones of 

democratk beliefs and free-market systems. 

The teacher's guide seems to place the final product decision in the hands 

of the girl. "Once teens understand how both of these feminine protection 

products work, they can make their own choices about which to use based on 

personal needs and lifestyle." (Tampax, 1998a, p. 18) m i l e  the introductory 

passage to this chapter does state that women have to make their own choice 

among the types of feminine protection products, by the end of the chapter (as 

we will see later), the choice has virtwlly been made for them. 

At the end of the chapter, after much promotion of the use tampons over 

the use of pads has taken place, the ideological choice of ferninine protection 

products is perfomed. The final section before the sample questions and 

answers is entitled Choices for8eginners. It is this section in which the decision 



to use tampons is made on behalf of the girls who are supposed to be deciding 

for themselves. 

In most cases, a young girl can use a tampon from her first period on, if 

she chooses. Many girls, especially those who are active in sports, use 

tampons from their very first period. ORen they have been advised about 

the benefits of tampon use by an older sister, a friend, or Morn. Tampons 

are also popular with younger girls because they are small and easily 

hidden in a pocket or purse. In addition, tampons with applicators are 

recomrnended for beginners because they are easy to place in the correct 

position and because the applicator assures that hands stay clean. 

(Tampax, 1998a, p. 21) 

White the individual has the ultimate choice in whether of not to buy a particular 

product, the choice is certainly slanted in favour of the use of tampons. Tampons 

are associated with the idealistic elernents of privacy, cleanliness, maturity, 

personal freedom, and conformity. Pads are not associated with these ideals. 

When coupled with the fact that there is familiarity with Tampax brand tampons, 

which claim to be able to accommodate al1 of these ideals, brand choice is 

practically automatic. 



Analyris of the Tampu Heelth Kit Student Handbook through the Critical 

Perspective of Adverüsing 

The student handbook, A Tnne ForAnswers, provides much of the same 

information as is found in the teacher's guide. The ideology that is entwined 

within the teacher's guide is extended through the student handbook. Many of 

the sarne topics are dealt with, however there are a few additional pieces of 

information passed along. Identical values and problems are utilized as part of 

the product pitch in the student handbook. These values include cleanliness, 

environmentalism. and personal freedom, however, the problem of personal 

privacy is largely missing . 

A l ime ForAnswers provides a definition of the term feminine protection. 

It is interesting to note that the explanation in the handbooks says, "Protection for 

what, you want to know?" (Tampax, 1995, p. 23) Why is this interesting? As was 

stated in the last section, the protection is not for the penon who is using the pad 

or tampon. Instead, the protection is for sornething extemal to the penon. The 

way in which the chapter on feminine protection is structured is also quite 

significant. It begins, as mentioned above, by creating a sense of urgency. The 

urgency is that of potential harm or damage because one is not currently using 

feminine protection. This calls in to question the real fundamental need for pads 

and tampons. In other words, it is not natural to use pads or tampons, yet they 

are used because women do not want to have stains on their clothes. The use of 

the tenn protection adds to fears of personal safety and security. The phrase 



"you need something ... before it gets on your clothes," (Tampax, 1995, p. 23) 

creates a sense of absolute necessity. There may be other reasons as to while 

pads and tampons are used, but they are not covered by the handbook. 

The next part of the chapter explains what feminine pads are and how to 

use them. While it does recommend experimenting with pads until a girl is 

familiar with her fluid amcunts. it also raises or creates another problem. This 

problem is one of fear of not being clean because of menstrual odour. 

If you decide to use pads, remember to change your pad every two to four 

hours to avoid developing an odor. When menstrual fluid is inside your 

body, it has no odor. But it does have an odor after it cornes in contact 

with air. (Tampax, 1995, pp. 24-25) 

Like the teacher's guide, there is strong emphasis on cleanliness, however, there 

is no mention of hygiene associated with not touching one's body. Instead, the 

focus of cleanliness is freedom from menstrual odour. The use of pads cannot 

accommodate the requirements of an odour-free period, so it is to Tampax 

tampons that girls must turn to solve the problem. 'Unlike pads, tampons absotb 

your menstrual fiow before it leaves the body-so you don? have to worry about 

odor." (Tampax, 1995, p. 25) Once again, the clairn is made that tampons can 

maintain personal cleanliness better than pads. 

The question of personal fieedorn is also addressed by the handbook. 

This section is virtually identical to the teacher's guide. According to the 



handbook, tampons eliminate the problem of limited clothing selection and Iimited 

participation in activities. 

... a tampon is placed inside, it doesn't get in the way or shift like a pad 

can. That means you can do anything you do the rest of the month like 

swim, ride your bike, and do gymnastics. You can afso Wear whatever you 

want, including bike shorts, leggings, and jeans. (Tampax, 1995. p. 26) 

According to the statement, when one uses pads, they restrict the types of 

activities they can perform and the types of clothes one can Wear. Quite simply, 

pads have limitations and tampons provide ultimate freedom. Tampons make a 

girl's life during menstruation virtually identical to the rest of her life when she is 

not menstruating. 

The inability to Rush pads down the toilet is also raised as another 

potential problem in this chaptet. " M e n  you change your pad or panty shield, 

you'll need to wrap it in tissue and dispose of it in the trash. Never flush your pad 

or wrapper. They aren't flushable and can clog up the plumbing." (Tampax, 1995, 

p. 25) Garbage is not recyclable. Tampons, on the other hand, are made of 

biodegradable materials, so they are said to be environmentally friendly. "And, 

since the tampon, applicator, and wrapper are al1 biodegradable, you can simply 

flush them away. That helps the environment." (Tampax, 1995, p. 27) There are 

several inferences that may be drawn from the above staternent. Tampons are 

biodegradable so using them helps the environment. This is not possible with 



pads. Tampons are convenient because one can flush them down the toilet. This 

is also not possible with pads. When these are combined, we see that using 

tampons is an important way to help the environment. Using pads is a way to 

destroy the environment. 

The only time the issue of personal privacy is examined is in the statement 

following the information of the biodegradable nature of Tampax Flushable 

Applicator tampons. "And il's a good way to help keep you period private." 

(Tampax, 1995, p. 27) According to this statement, periods are a private matter 

and the use of tampons can facilitate this privacy. Once again, this is something 

that pads cannot accommodate. The ability to flush the tampon away provides 

sure-fire means to conceal the fact that a girl is menstruating. 

Like the teacher's guide, problems are created by and solved through the 

use of tampons. The real problem here is that issues of cleanliness, privacy, 

personal freedom, and environrnentalism are not properly acknowledged. In 

other words, Tampax (in conjunction with society), has taken the natural 

phenornenon of menstruation and made it a problem. We might ask ounelves 

what is tme cleanliness? Does personal odour really matter in the grand scheme 

of life and the universe? As was noted in the section on the teacher's guide, the 

environmentalism preached by Tampax is really a false environrnentalism that 

creates more problems than it solves. Real penonal freedom would question the 

need for using any type of rnenstrual protection at all. According to Tampax, 

personal freedom revolves around choice of pads, choice of clothes, and ability 



to perform any activity. The handbook reflects the ideology of the teachef s guide 

as much as it fosters and maintains that ideology. 

Analysis of the Tampax HeaIth Kit Video through the Critical Perspective of 

Advertising 

Kids to Kids is a clever piece of marketing. Like the other components of 

the kit, the video covers the topic of puberty. Situated right in the middle, is what 

amounts to a short infomercial about Tampax tampons. The section entitled How 

to find the dght feminine protection without even blushing, uses girls of a similar 

age to the age of the girls who are supposed to be watching the video to talk 

about feminine protection. There are several ideological values and beliefs that 

are created and perpetuated through these girls and through various 

demonstrations in the video. These include shame surrounding one's period, 

gaining maturity through the use of tampons, and necessity to keep one's period 

private. In the end, this section of the video is nothing short of a training session 

on the benefits of tampons and how to use tampons-al1 tied in to Tampax brand 

names. 

The association of embarrassrnent with menstruation is present from the 

start of th is section. The title, How to find the right feminine protection without 

even blushing, creates the foundation for the discussion about pads and 

tampons. The foundation is one of personal humiliation. It is created through 



suggesting, rather factually, that there is blushing associated with feminine 

protection. Blushing refers to soma type of level of embarrassment or shame. In 

reality, menstruation is a natural phenomenon that is beyond the control of 

women. Creating an argument based on the predefined t e n s  of embarrassment 

leads to the creation of other problems, such as the need to keep a period 

private. Rephrased, we c m  look at this title in tems of, "feminine protection is 

embarrassing. but let's talk about it anyway." There is no discussion as to why it 

is cause for blushing. Again, this is a natural function of a woman's body, so why 

should discussion about it be embarrassing. It is not evident that this problem is 

created solely by Tampax, but the video certainly does maintain the problern. It 

can be argued, however, that girls who never knew there was a level of 

embarrassment sunounding their period might learn to be embarrassed through 

the ideological framework of the video. In the end, the ideological value that is 

born out of embarrassment is a need for personal privacy or to hide one's period 

frorn others. 

In order to examine the notion that the use of tampons is a sign of 

maturity, we must once again address the segment of the video that involves the 

testimony of the eight girls. 

Girl 1: When my mom first bought me pads, she bought the same ... she 

bought the same ones as she used because she relied on them and she 

like them. So I use those too. 



Girl 2: I use pads. 

Girl 3: 1 use pads because they're.. . I mean they're not easier but.. . 

Girl 4: After a while. .. you know you start, uh.. . kind of.. . shift over to 

tampons. (Tampax, i998b) 

[Section on Tampons] 

Girl 5: The first time I used a tampon was when I was thirteen, and that 

was my first period. 

Gide: 1 like using tampons better. 

Girl 7: Definitely tampons because, ummm.. . it's just so much easier. 

Girl 8: Well, my sister came.. . you know, she's in the Army.. . she came to 

visit. And I was still using pads. She told me. .. you know ... that the 

tampons are better. She toM me to corne to Brantford and she showed me 

how to use it. (Tampax, 1998b) 



M i l e  this dialogue is important to other aspects of different theories, a critical 

evaluation of it would arrive at one important outcome. That outcome is the 

creation of a problem based on immaturity because one uses feminine pads 

instead of tampons. First, there is a progression from using pads to using 

tampons. As the video moves through the series of girls, we see a logical shiff in 

ferninine protection choice that parallels the handbook and the teacher's guide. 

We also see at the beginning, a reliance on one's mother for advice because the 

girl uses the sarne method as her mother. The reliance of the girl on her mother 

demonstrates her immaturity because she lives at home and she allows her 

mother to make her decisions for her. In the end, we see the exact opposite 

through the girl who employs the same protection method as her grown-up sister. 

Her sister does not live at home and she is also in the army. In other words, her 

sister has detached herself from her family and is now self-supporting or mature. 

In the video, maturity is defined as the ability to free oneself from the 

choices of others through making one's own choices about feminine protection. 

Even though the sister in the army has made the choice for her younger sister, 

the fact that she is external ?O the household cames great weight. The older 

sister is seen as an independent because she was raised in the same house, but 

has moved on with her life and engages in self-supported, external activities. The 

sarne type of personal independence and maturity can be attained through the 

purchase and use tampons. 

The last problern that is created within this video is that of the need to hide 

one's period from others. There are several factors that contribute to this 



problem. These factors include the prevention of personal odour, the prevention 

of clothing stains, and the ability to conceal the tampon. Only tampons are able 

to make the claim that they can prevent odour and accidents. 'It fits in the vagina 

where it expands. absorbing blood before it leaves the body, giving full protection 

that helps prevent accidents. lntemal protection, means natural odor protection. 

Nothing is visible." (Tarnpax, 1998b) This staternent sums up aie ability of 

tampons to provide absolute secrecy of one's period rather nicely. Only tampons 

can prevent odours because pads are an extemal form of protection. Only 

tampons can prevent stains on clothes because pads can leak. Only tampons 

are invisible to others because pads are bigger. All of these assertions help to 

maintain (and in some cases create) the belief that girls must keep their period 

private. 

There is also an extreme lack of balance in this section of the video. The 

montage that displays different product packages (7 packages of Tampax brand 

tampons, 3 packages of Always brand ferninine pads, 1 package of Playtex 

tampons, 1 package of 0.b. tampons and 1 package of Kotex pads. (Tampax, 

1998b)) is generous with its space for Tampax products. The pad used for the 

demonstration on how to use ferninine pads is made by Always. (Tampax, 

1998b) The three tampons in the tampon product shot ail resernble the sample 

tampons in the kit, although only one is labelled "Tampax Satinn (the othen are 

labelled "flushable" and "plastic.")ampax, 1998b). Not only does Tarnpax have 

its products prominently displayed and discussed in the video, there are few (3) 

competing alternatives shown. Although other brand names are used, one 



competing brand belongs to the same umbrella corporation. Always is the parent 

Company of Tampax. That leaves only three product packages, buried in the 

montage, that do not belong in some way to Always or Tampax. Furthemiore, 

there is no mention of viable alternative protection methods other than 

disposable pads and tampons. Things such as re-usable feminine napkins. 

menstrual cups, and even the argument to use nothing are absent from the 

debate. 

How to finci the right feminine protection without even blushing does little 

more than associate a level of shame with menstruation that can be overcome 

with the use of Tampax tampons. As a secondary notion, the video asserts that 

maturity can be achieved through the use of tampons. The requirement that one 

should hide one's period from others is based on nothing more than pure 

embarrassrnent. The product pitch in this video is a classic example of problem 

creation that can be solved through product purchase. The ideological values 

surrounding Tampax tampons also uphold and promote notions of consumption 

as a means to solve problems. 

Summary of the Analysis of the Tampax Health Kit through the Critical 

Perspective of Advertiring 

It is clear that Tampax would like girls to purchase and use their brand of 

tampons as a means of feminine protection. Through use of various fear and 



problem associated tactics, the necessity of using Tampax tampons becomes 

quite strong. The underlying statement, one that is never said, but is certainly at 

the forefront of the ideology surrounding tampons, is that a girl's period causes 

problems that Tampax tampons can fix. Girls are made to feel ashamed of their 

menstrual cycle through the fear of being unclean, the fear of personal odour, 

and the fear of others knowing about their period. Shame, in this case, is a 

constructed ideology because it places standards, beliefs, associations and 

practices upon a natural bodily function, turning it into an event. Furthenore, 

false notions of environmentalisrn are strapped on to the messages in order to 

add another reason to use Tampax tampons over all other methods. 

lndividualism is fostered through the secrecy, personal freedom, and the 

near-sterile health requirements associated with one's period. Girls are trained to 

keep their period a secret from everyone else, while at the same time they learn 

that Tampax tampons can fulfill such a need. lndividualism and the free-market 

ideology are also maintained through the assertion that one must consume in 

order to have a successful menstruation phase of their cycle. Again, these 

assertions are al1 predicated on the problems created by this kit. These problems 

can be solved on a personal level provided that Tampax brand of products are 

purchased and used by the student. 

Finally, in an interesting twist. meaning replacement does not occur at the 

level of traditional methods of ferninine protection being substituted for modem 

methods. Meaning replacement takes place with the removal of traditional or 

biological views of the menstrual cycle and replacing them with notions of 



personal freedom, cleanliness, privacy, environmentalism, product consurnption 

and a variation of maturity. From a pure biological standpoint, none of these 

replacement meanings is entwined with menstruation. Menstruation serves a 

functional purpose-it is part of the fernale reproductive cycle. Menstruation is 

not about freedom, environmentalism, privacy, embarrassment, cleanliness, nor 

product consurnption. These notions are al1 attached through extemal 

environmental interactions with people and things. In the text, these ideas are 

introduced as necessity during the menstruation period of a woman's cycle. All 

the notions are achievable through the use of Tampax tampons. The definition of 

maturity is even changed to a great extent. Maturity, instead of being about the 

ability to reproduce, becomes the ability to successfully use tampons instead of 

pads. Rather than maintain a functional public sense and understanding of 

menstruation, Tampax elects to change the rneaning (or at least continue the 

altered view) of a woman's period. It is clear that Tampax is trying to replace and 

introduce new meanings for their products in the desire to seIl more products. 



CHAPTER FlVE 

PUBLIC EDUCATION THEORIES AND PRACTICES VERSUS THE DESIRES 

OF THE MARKETERS 

Corporate sponsored C U ~ C U I U ~  does not amount to very much if it is 

never used. In order for the messages to be taught, there must be an outlet for 

the curriculum. The public school system is where we will find this type of 

curriculum being used. In order to undentand the philosophical and historical 

role of the public school system, we will examine three crucial perspectives on 

public education through John Stuart Mill, John Dewey and Antonio Gramsci. 

Through a fourth perspective, that of Stuart Ewen, we will encounter the how the 

school system was changed during the early period of mass production and 

mass consurnption era. Opposing these points of view are the marketers, who 

simply desire essentially two things. The first desire is to maintain, and in some 

cases create, notions of consumerism in young people. The second desire is to 

seIl commodities to young consumers. Marketers have been trying to reach the 

elusive audience demographic of young children for a long time. Since there is 

an increase on corporate sponsored curriculum and other corporate involvement 

within the classroom, this task has become much easier. We will examine what 

marketers have to Say about their desire to market to school children. Finally, we 

will take a look at what current state of public education in vanous regions in 

Canada, and examine some specific examples of private initiatives in Ontario. 



Philosophical and Political Commentaries on the Roles of Public Education 

John Stuart Mill, noted political economist, tackled the topic of mass 

education from a very critical political economic framework. Mill placed great 

emphasis on state-not private-financial assistance for the education of the 

public, as well as for independent research and scholarship. 

It is not endurable that a government should, either de lure [sic] or de 

facto, have a complete control over the education of the people ... .A 

government which can mold the opinions and sentiments of the people 

from their youth upwards can do with them whatever it pleases. (Mill, 

1965, p. 950).'' 

In his inaugural address at the University of St. Andrew's in 1867, Mill warned 

against employing a system of public education that creates and enables a 

monopoly of public thought. He advocated the use of critical political economic 

theory and practice in order to keep people aware of the society in which they 

lived. He saw education, althoug h at the university level, as a means by which 

people could create and maintain a progressive, humanistic, and socially 

responsible society. Education prepared students for their future roles as 

citizens. 



[Pupils] should be taught the outlines of the civil and political institutions of 

their own country. and in a more general way, of the more advanced of the 

other civilised nations ... I need not enlarge on the important lessons which 

it affords for the guidance of life and for the estimation of laws and 

institutions, or on the necessity of knowing al1 that it can teach in order to 

have true views of the course of hurnan affain or form plans for their 

improvement which will stand actual trial. (Mill, 1867, p. 206) 

Although Mill 's argument is aimed at a univenity audience, thete is no 

reason why political economic criticism should not be extended to government- 

funded public education at both the primary and secondary school levels. Mill's 

emphasis on independent scholarship-not government or business controlled 

scholarship-is the key to allowing critical political econornic thought to flourish 

within a system of public education. He argues that it is the duty of the future 

citizen to become aware of the society in which he or she lives, and take action 

to improve that society. 

[The systems of justice and rights] are not only the chief part of business 

of government, but the vital concern of every citizen; and their 

improvement affords a wide scope for the energies of any duly prepared 

mind, ambitious of contributing towards the better condition of the hurnan 

race. (Mill, 1867, p. 207) 



John Dewey, one of the more renowned education philosophers, 

examined the education of the public from a more sheltered context. While some 

of his ideas were revoluüonary, he was not critical of the political-economic 

system in which public education is embedded. He may have written The School 

and Society (1 900) and The Child and The Curriculum (1 902) at the turn of the 

twentieth century. but some of his suggestions for public education are still 

important today. His wntings were ground-breaking because they argued for a 

transformation from the traditional schoo l system of headmasters and fixed des ks 

to an integrated and egalitarian small-sized, student-centred classroom. 

We must conceive of [courses of studyl in their social significance, as 

types of the process by which society keeps itself going, as agencies for 

bringing home to the child some of the prima1 necessities of community 

life. and as ways in which these needs have been met by the growing 

insight and ingenuity of man; in short, as instrumentalities though which 

the school itself shall be made a genuine form of active community life, 

instead of a place set apart in which to learn lessons. (Dewey, 1900, p. 

14) 

Dewey (1900) wanted to see a school system that reflected the larger 

society as a whole. He argued that school was seen as a small community 

located In larger society, and that the introduction of pracücal studies and shifting 

abstrad courses to a minor role would create a better society. 



The introduction of active occupations, of nature-study , of elementary 

science, of art, of history; the relegation of the rnerely symbolic and formal 

to a secondary position; the change in the moral school atmosphere, in 

the relation of pupils and teachers-of discipline; the introduction of more 

active, expressive, and selfdirecting factors-ail these are not mere 

accidents, they are necessities of the larger social evolution. (Dewey, 

1900, p. 29) 

The school must provide each student with enough tools and information so that 

they can be "effectively self-directed," (Dewey, 1900, p. 29) in the hope that they 

can guide and improve upon society as a whole. 

His desire that the school ideology should shift from merely intellectual 

teachings, to a rnuch more earthy and pragmatic model, is an important point that 

must be carefully examined. While the current school system does reflect society 

as a whole, the factor that is missing from the model is the equal relationship 

between the teachers and the students. There is still an existing system of 

power, in which a struggle takes place between the teachen, who force material 

down upon students and the students who must learn It. Teachen, in this 

position, become authority figures, but at the same tirne they become advocates 

for the materials they teach. 

Dewey (1902) argued against the system of "old education," (p. 34) on the 

basis that 1 taught children en masse, in a passive mode, with a univenal 



curriculum. The limitation of this system is that it saw al1 children as raw objects 

which had to be rnolded into identical shapes. He envisioned a school system in 

which the interests of the child directed his or her pursuits. The tools of education 

were not there to sirnply teach the student, but to be used by the student to 

achieve personal goals. To help achieve this, Dewey (1902) also insisted upon 

designing the school so that it more closely resembled the child's home. 

if we take an example from an ideal home, where the parent is intelligent 

enough to recognize what is best for the child, and is able to supply what 

is needed, we find the child learning through the social converse and 

constitution of the family. There are certain points of interest and value to 

him in the conversation carried on; statements are made, inquiries arise, 

topics are discussed, and the child continually learns. He states his 

experiences, his misconceptions are corrected . Again the child 

participates in the household occupations, and thereby gets the habits of 

industry, order, and regard for the rights and ideas of othen, and the 

fundamental habit of subordinating his activities to the general interest of 

the household ... He would have his excursions, his walks and talks, in 

which the larger world out of doon would open up to him. (Dewey, 1902, 

P-35) 

We can see a few important changes between the old system and 

Dewey's new design. First, there is an increase in or an injection of the dialectic. 



C hildren participate in and inform new conversations between teachers and 

students. Second, there is a distinct shift from a top-down method of dictation 

and regurgitation. to a bottom-up approach. where the child is informed and 

directed by the questions he or she may have. Finally, the notion of a complete 

or holistic view of the world is paramount to the success of the new teaching 

mode!. It allows the student to be informed by contemporary information and 

arguments in addition to those found in textbooks and traditional uniform tesson 

plans. In order to facilitate the learning of culture. contemporary information, and 

various disciplines, the impulses of the child must be directed into appropriate 

activities and exercises. Dewey (1 902) referred to this process as "realizing [an 

interest] throug h its direction." (p. 40) 

Dewey (1 902) also argued that children possessed four distinct interests: 

communication, inquiry, creativity, and construction. In oider for a child to grow 

properly, al1 of these qualities must be inspired and exercised. 

There should be organic connection between the school and business life, 

it is not meant that the school is to prepare the child for any particular 

business, but that there should be a natural connection of the everyday life 

of the child with the business environment about him, and that it is the 

affair of the school to clarify and liberalire this connection, to bmg it to 

consciousness, not by introducing special studies, like commercial 

geography and arithmetic, but by keeping alive the ordinary bonds of 

relation. (Dewey, 1902, p. 76) 



Mill and Dewey both argue that education is a f o m  of empowerment; 

however, Mill saw it as a force for change and Dewey saw it as a preparatory tool 

for society. Mill argued that education should be used to teach people about the 

society in which they live, to be critical of it, and to make improvements upon 

those areas which were problernatic. For Dewey, education prepared the student 

to fit in with society as a whole; however. his emphasis on student-centred 

learning g ives his perspective at least one g reat strength. The connection 

between the business community and the school is the area where Dewey's 

communitarian/theories of education weaken. I do not suggest that business is 

not an integral part of society, but there are possibilities for conflict when public 

and private interests attempt to work together. 

Antonio Gramsci, a political and philosophical theokt during the early 

decades of the twentieth century, argued that the education system forced most 

students into the social and econornic system as workers. He was critical of the 

way in which professional or vocational schools were taking over in ltaly to the 

point where only the dite could afford to attend intellectual schools. 

The tendency today is abolish every type of schooling that is 

"disinterestedn (not serving immediate interests) or 4'formative"-keeping at 

most only a small-scafe version to serve a tiny M e  of ladies and 

gentlemen who do not have to worry about assuting themsehres of a 

Mure car- (Gramsci, 1971, p. 27) 



Gramsci (1971) also saw that the social system was detemined by the elite 

because of the types of schools they attended. The school system prepared the 

future generations for adulthood, but only those who attended a superior school 

would be able to rule because the subordinate schools only created workers. The 

ruling class could potentially be the ntling class forever because of the higher 

education they received, thus reinforcing the old adage that knowledge is power. 

If one wishes to break this pattern one needs, instead of multiplying and 

grading different types of vocational school, to create a single type of 

formative school (primary-secondary) which would take the child up to the 

threshold of his choice of job, forming him during this time as a person 

capable of thinking, studying , ruling-or controlling those who rule. 

(Gramsci, 1971, p. 40) 

Gramsci (1971) wanted to create a common school which would integrate both 

vocational instruction and intellectual instruction, providing students with a solid 

foundation. Upon completion of the common school, students would be able to 

choose to pursue either university or vocational training. The banier to entry of 

university for the common person would be eradicated through universal 

intellectual education. The opportunity for employment would also be present due 

to the inclusion of skills training at the primary and secondary levels. What is 

even more interesting about Gramsci's cornmon school, is that it integrates 



something that Mill argued for-critical political economic thought. Gramsci 

(1 971) wanted the teaching of critical social thought to begin fram the moment 

the pupil entered the common school system. 

The first, primary grade should not last longer than three or four years, 

and in addition to irnparüng the fint "instrumental" notions of schooling- 

reading, writing, sums, geography, history-ought in particular to deal with 

an aspect of education that is now neglected-i.e. with "rights and duties," 

with the first notions of the State and society as primordial elements of a 

new conception of the world which challenges the conceptions that are 

imparted by the various traditional social environments, Le. those 

conceptions which can be termed folkloristic. (Gramsci, 1971, p. 30) 

In other words, Gramsci (1971) wanted to expose the framework of society and 

its seerningly natural elements (hence the use of the tenn "folkloristic"). Common 

school education would be designed to make students evaluate and rethink 

elements of society. This new school was also intended for the whole of society. 

not just people who lived in the cities of Italy. 

The desire to educate future generations for adult roles in society is a 

common thread among Dewey, Mill, and Gramsci. While Dewey's view is hardly 

critical, it has value in its suggestion that learning must be student centred, not 

teacher or textbook centred, nor should cuniculum be universal. For Dewey, the 

role of the student effectively changed from a passive recipient of information to 



an active agent in the creation and discovery of knowledge. The limitation of 

Dewey was that he saw the role of public education as preparatory tool for 

students and their place in larger society. In Dewey's model, the student may 

have his or her energies directed into disciplines and lessons, but there is no 

guarantee that the student will think critically about what he or she is leaming. 

Mill's emphasis on critical political economy plays an important part in 

directing a student's energies toward reflexive evaluation of curriculum content. 

For Mill, students should be taught everything about the political economic state 

in which they live so that they may question and remedy problems within society 

as a whole, and in the process. become better citizens. Gramsci brings the 

process of critical analysis into early childhood education through his common 

school system. He argues that the more schools there are which suit the needs 

of business increases the Iikelihood that the social and economic system will stay 

in the hands of the ruling dite. People become fragmented into specialized 

groups, lacking formative education, because they have been educated and 

trained for a specific field of work. 

M i l e  students are pait of the institution of the public school system, the 

public school system is part of a larger social and economic system. The 

ideology that governs these systems, should therefore, govern the schools within 

the systems. In Ca~tains of Consciousness (1 976), Stuart Ewen discusses the 

major institutional changes that occurred in religion, education, legislation and 

the military in order to facilitate the leaming of the free-market system. Let us 

examine the area of public education in depth. Ewen (1 976) noted the changes in 



the desired goals of public education that occurred at the time of the emergence 

of the mass production and mass consumption phase of the industrial revolution. 

Ewen (1 976) asserts that people had to be taught how to consume. In other 

words, the industrial revolution had created a surplus of mass produced 

commodities that remained untouched by the people because they were 

accustomed to an agrarian lifestyle. A process of re-socialization had to take 

place in order to make people consume goods that were of little or no use in 

terms of their traditional lifestyle, but critical to the survival of the emerging free 

market economy. Ewen (1 976) discusses the role that education and schools 

played in the creation of a consumer mentality in North American society by 

looking at the desires of those who were behind its creation-businessmen of the 

1920s. 

Edward Filene, owner of a Boston department store, was an 

internationally renowned prornoter of processes used for the 'consumerizingn 

(Ewen, 1976, p. 54) the masses. Filene saw education as the key to teaching the 

new values of consumerism to people who had zero knowledge of its importance. 

In order to create a "unified cultural around the social bond of consumerism ...[ it] 

would require a selective education which Iimited the concept of social change 

and bettemient to those commodified answers rolling off American conveyor 

belts." (Ewen, 1976, p. 54) This type of education clearly limits the ability of the 

student to think about perspectives that differ from those of those in charge of big 

business. Filene recognized a potential conflict between the interests of labour 

and the interests of management over the limited view of education that was to 



be presented in classrooms. In order to combat this problern, Filene argued that 

education should be concerned with teaching, and not concerned with 

questioning. 

Just looking at the given "factsn about what is being produced rather than 

questioning the social bases upon which those facts lay was what modern 

education should be al1 about. Education should be a process of 

acclimating and adjusting the population to that world of facts, to make it 

their own. (Ewen, 1976, p. 55) 

The importance of the use of the terni facts becomes evident when we 

look at the desires of business to provide workers and future workers within the 

new model with some type of personal satisfaction. The traditional production 

process, that of craftsmanship and apprenticeship on a small scale was no 

longer feasible under the mass production model. "Consumption was but a 

reinforcement of the basic transformation that had increasingly characterized the 

world of wotk-a response to things rather than people, the time extended into 

daily life and leisure." (Ewen, 1976, p. 56) The effective removal of craftsmanship 

from the production process created a void in the workers involved in commodity 

manufacturing. Education had to bring people into the new mode of thinking in 

such a way that they did not question the social ramifications of the mass 

production process. Emphasis had to shift from need fulfillment through 

traditional means of production to ne& fulfillment through mass consumption. 



The new set of facts emphasized infomiing people about the roles each person 

had to play in the free market economy. 

The whole system had to take root quickly, so business targeted both 

adults and children with its message. Of great concern here is the transformation 

of the public school into an institution designed to refon the culture. Once 

education changed people, its duty expanded to the secondary role of belief 

maintenance. Due to new work protection laws for children, more children were 

free to attend school. Children were now seen as a financial liability to their 

families because of the amount of child hood-related goods they consumed. 

(Ewen, 1976, p. 137) At school, modern children were socialized with a new set 

of values. "Working-class families ... spoke of how children carried into the home 

the messages of growing industrial authority and the industrialized moralities of 

home economics, movies, Y's, and education in general." (Ewen, 1976, p. 137) 

The creation of home economics as a course of study is perhaps the most 

obvious of the school changes that took place during this period of transition. 

From this assessrnent of the system of public education, we can see some 

important transformations. First, the foundation of modern production and 

reforrnation of public thought and education was facilitated by the leaders of big 

business. Second, the initial re-education of the public took place at al1 age levels 

in order to change social values on the whole. Third, the educational system 

created new courses such as home economics, and reformed old courses to 

bring the schooling of the Mure generations in line with the values of the mass 

production system. Finally, al1 of these refonnations were made so that the free 



market system could operate, in an unquestioning society. The significance of 

these transformations is that the orientation of a society on al1 levels was altered 

in order to suit the needs of a few rich people. Public education became a tool for 

the use of big business to not only create, but maintain belief in the free market 

economy as though it were the natural way to live. 

This vision of the reforrned school does not align itself very well with Mill, 

Dewey or Gramsci. Gone is the notion of the pure-student centred learning 

model, as the needs of business become ultimate goal. The eradication of the 

questioning of the social ramifications of the free market system limits the ability 

of the student to prepare him or herself for the role of citizen. In Mill's view, 

criticism was of utmost importance in improving not only the citizen, but society 

as a whole. Wthout truly questioning the system, including its fundamental 

beliefs, one cannot improve as a penon within that system, nor can they improve 

upon the system. Gramsci's system of critical and fundamental skill learning at 

the primary level wouid also have no place under this framewoik. The critical 

aspects of the common school would cal1 into question a mere fact based 

society, something business probably would not be able to survive. Regardless 

of the differences in perspective, none of these models suggests that business is 

directly involved with everyday class work. Mi le  the end goal of Ewen's model 

of education is to produce consumes and workers, the ideas and advertisements 

of specific corporations are absent from the dassroom. 



The Aime and Desires of the Marketers 

Quite simply, marketen want to advertise their products in order to 

generate commodity sales. What is so important about the school system that 

advertisers need to get their messages in there? By law, up until a certain age 

(this varies with different provinces), children must attend school. As Apple 

(1 992) argues, this creates a captive audience because children are forced to 

listen to the messages that are delivered in the classroom. Another reason 

marketers want to reach the youth market is because of its huge amount of 

disposable income. Finally, marketers realize that they have a chance to have 

their messages legitimized through the school system. They can continue to 

create young consumers who will grow up to be future worken and consumers. 

Let us examine some of the views that corporations have about their desired role 

within the system of public education. 

Corporations such as the Cunningham Gregory + Company are quite 

explicit in their intention to invade the public school system in Canada and use it 

as a tool for increasing corporate profit. Two important notions are addressed in 

Cunningham Gregory's marketing brochure. First, there is the recognition of a 

shift in the funding toward public education and emphasizes exploitation of 

desperate schools. 

The educational community is currently reaching out for partners. It has 

been changing the curriculum to develop the employability skills needed 



by corporations, but its ability to make these changes is being diminished 

by budget cuts and other constraints. This provides an opportunity for the 

corporations to play a pivotal role in Canada's education system. 

(Cunningham Gregory, 1996, p. 1) 

Presumably the "other constraints" are policy restrictions placed on corporations 

preventing them from overrunning schools through complete dependence on 

corporate funding and corporate assistance. There is also a strong contrast to 

Gramsci's demand for critical thought teaching within the school system. 

According to Cunningham Gregory, schools should be a training ground for 

future workers. Clearly it is in the interest of the corporations to take initiatives 

that will facilitate the necessary changes to the role of the public school system in 

Canadian society. 

The second desire of Cunningham Gregory is to increase and influence 

consumerism, while at the same time increase the public profile of a corporation. 

According to this perspective, schools can also assist in the marketing of 

products and services to children while making thernselves look like wonderful 

philanthropists. 

A well-designed educational initiative is a vital comerstone of a 

corporation's communication and marketing strategy. It increases the 

corporation's profile in the community and it allows the corporation to 



directly influence today's consumer and the future work force. 

(Cunningham Gregory, 1996, p. 1) 

Cunningham Gregory also claims that these educational programs "position 

sponsors as being caring, corporate citizens." (Cunningham Gregory, 1996, p. 3) 

Schools not only legitimize corporations, they have the potential to directly 

increase the revenue earned by corporations. 

By reaching the next generation wit h accu rate up-to-date information, 

educational programs ensure that vital messages can be delivered where 

they most effectively change behaviour or attitudes. (Cunningham 

Gregoiy, 1996, p. 3) 

There is no mention of educational value, concern for critical thought, or even for 

social development beyond the consumerlcorporate requirements. What is 

evident frorn this marketing perspective is that future workers and consumers can 

be created through corporate involvement with public schools. The corporation 

will appear to be on the sida of assisting the system of public education, when in 

reality they are only trying to make money off of students. 

As an example of some of the work done by Cunningham Gregory, let us 

look at a package created in conjunction with Ontario Hydro. Using Energy 

Wisely is a program designed to teach energy management and is aimed at 

students in grades four. five and six. (Cunningham Gregory, 1996) The two 



reasons why this project was put into implementation, according to Ontario 

Hydro's own objectives, were: 

1 ) to maintain current demand for electricity throug h teaching children 

and their parents good energy management 

2 )  to increase its customer satisfaction index by raising its profile in the 

community as supporting public education (Cunningham Gregory, 

Once again we see a stark contrast between the philosophical and theoretical 

views of public education and the aims of Cunningham Gregory and Ontario 

Hydro. The focus is clearly to maintain revenue and increase public profile of a 

corporation through educating children about Ontario Hydro's own values. This 

corporation is not alone in the fight to improve their corporate image in order to 

help increase sales. 

Cornputer and electronics manufacturer Hewlett-Packard (Canada) 

Limited created a math program out of a desire to improve its public image as a 

supporter of women in math and science. (Cunningham Gregory, 1996) The 

results of the study of the new curriculum, tracked by Cunningham Gregory, 

dernonstrated 'a trend in the math curriculum toward expanded use of calculators 

in the classroom." (Cunningham Gregory, 1996, p. 13) 

Another example of Cunningham Gregory's work is the program they 

created in association with the Canadian Banker's Association (CBA). The CBA 



implemented a program called The Personal Finance PoMolio. This program was 

designed to be used in conjunction with CBC Television's weekly show, Street 

Cents, in order to "help students with personal finance planning skills in the 

classroom." (Cunningham Gregory, 1996, p. 14) The subjects covered in the 

program included cheque cashing, monthly budgets, cross border shopping, and 

salary raises. (Cunningham Gregory, 1996) The desired outcorne of the project 

was to give students a fundamental understanding of finance management for 

future applications later on in life. 

The amount of target marketing toward children has been on the increase 

for some time. One might question the importance of marketing to children on 

two levels. First, does advertising and consumerism have that much impact in a 

child's life? Second, how important are children as a financial market? To answer 

the first question, we will examine the research of Texas ABM marketing 

professor, Jim McNeal. The development of the child as a consumer is well 

documented in the academic realm and the advertising industry. In a 1993 

Financial Post article, Scotland has cited McNeal's t'ive key stages in consumer 

developrnent. 

Between two and six months, children are taken on their first outing to 

a store, typically a supermarket. They take in the sights, sounds and 

smells and begin to build impressions of the marketplace. 

By 24 months, children are pointing to and asking for products from 

store shelves. Cereals and candy are the most requested items. 



r By 42 months, they are picking up products they want their parents to 

buy for them. At this age, they begin broadening their demands to 

include toys, snacks, books and clothes. 

r Between the years of four to six, children buy their first item-usually a 

toy-with money from parents or grandparents. 

Around age eight, children being making their first independent 

purchase-typically pop or a snack-at the local corner store. 

(Scotland, 1993, p. 21) 

As the passage illustrates, children are a significant part of the consumer market. 

They are able to recognize specific commodity brands, fom brand loyalties, 

exercise wants and needs, and even make purchasing decisions by the age of 

eight. In Canada, by age eight, most students are in grade two or three in the 

public school system . The Bank of Montreal's my money lnvestment Kit was 

targeted at this Vary same groupages 8 and up. Carol Green Long of 

Children's Creative Marketing notes in Scotland's article that "'one recent study 

tells us that kids six to 11 leam about new products 50% [of the time] from 

advertising, 30% from friends and 20% from parents and teachers.'" (Scotland, 

1993, p. 21) These statistics indicate that a potential90% of product leaming 

occurs between direct advertising, tiends and teachers-all of which are 

components of the marketers' desired school environment. 

Does it matter that children have such strong notions of consumerism 

when they do not have a regular income? Actually, children as a collective group 



possess an enormous amount of money. It is only recently that many 

corporations have realized the dollar value of the youth market (1 3-24 year olds). 

In reality, how much rnoney do school children have to spend? The answer is a 

surprising. According to Youth Target f995, a group who tracks youth spending, 

in 1992 the "discretionary income of Canada's 13 to 24 year olds is almost 200 

million dollars per week!" (Youth Target, 1995, p. 4) Youth Target also found that 

children aged thirteen to fourteen have approximately twenty-five dollars per 

week of discretionary income. (Youth Target, 1995) This evidence is reinforced 

by the findings of Jim McNeal. According to Robertson, McNeal states that 

'children not only control enviable amounts of their own money, approaching 

$1 00 billion (U.S.), but influence $1 trillion of their parents' spending on 

everything from breakfast cereal to cars." (Robertson, 1998, p. 200) While the 

statistics of McNeal are American, there is some degree of congruence with the 

Canadian findings. The importance of this evidence is that attitude toward 

children as meaningless penny-candy consumers has changed dramatically to 

that of children as a large market force. There is significant revenue to be made 

from the youth market even if children meet the minimum the potential of their 

spending capability (twenty-&e dollars per week). 

An example of a marketing forum that specifically targets education is the 

annual Canadien Consumers Kids Conference. This event provides corporations 

with information on how to target students with advertising messages and 

products. "we give you] innovative and dynamic presentations designed to give 

you the tools you need to market to this powerful consumer group!" (Institute for 



International Research (IIR), 1 Qg6a, sec.1) The concepts introduced at the 1998 

conference included: "Trends U~date: Identihina mat 's  Hot and Understand 

How to Predict Trends in Order to Soot the Next Hit* (sec. 3); "Assessina Child 8 

Youth Attitudes, Values and Brand Choices S~ecific to the Canadian Market in 

Order to Understand the Com~lexities of Taraetina this Sector" (sec. 4); 

'Effedivelv Taraetina Your Market Throuah an lntearated Media Strateavn (sec 

5); "Aae Sepmentina the Canadian Child & Youth Markets in Order to Evaluate 

Consumer Behaviouf (sec. 6); "Develooina Best Practices for Taraetina the 

Teen Market: Understandina Adolescent Purchasina Behavioun" (sec. 7); 

"Develo~ina a Comprehensive Event marketina and S~onsorshi~ Proaram - 

Focusina Youth Activities in Order to Build Brand Identitv" (sec. 1 1) The final 

seminal was hosted by the creators of the JE Jays program. 

In their seminar, Terry Greenwood, Eric Conroy, David Boothby, and Paul 

Markle of the Jr. Jays, Wrigley, and Metro Police Group (1 996a) boast of "direct 

delivery of product' three times a year to the tune of "1.5 million cereal samples, 

1 million gum, [and] 1 million chocolate bars.' (IIR, 1996b p. 10) The Jr. Jays 

magazine is distributed by uniformed police officers to public school classrooms. 

The program was originally designed to raise safety awareness levels among 

young children. Now it is also used to distribute Jr. Jays magazine and various 

commercial products. The magazine itseH is a comic book containing various 

product ads and cleverly disguised articles and contests. These articles and 

contests are really promotions for products, music groups, television shows and 

rnovies. Some of the commodities featured in the Falt 1998 issue include the 



Nintendo game Pokéman (inside of cover), the music album for cleaopatra zyc 

(p. l), a public service announcement for milk (p. 51), Kellogg's Pop Tarts (p. 53)) 

Kellogg's Corn Pops (p. 54), the Bank of Montreal's My Money lnvestment Kit (p. 

67), lmperial Oil and Esso (p. 71), and Canadian Airlines. (p. 73) There are also 

many product give-away contests throughout the magazine. Various 

commodities are promoted through prize-winning contests. The contest prizes 

include a t-shirt from the television show Dawson's Creek (p. 5), a compact disc 

from the McAuley Boys (pp. 8-9), free passes to see Warner-Brothers re-release 

of the Wzard of Oz (p. il), various prizes from Nintendo's Pokbman (pp. 42-43), 

backpacks from Canadian Airlines (pp. 44-45), and a prize package involving the 

Toronto Blue Jays and Hubba Bubba (pp. 64-65). Even some of the comics are 

used to promote various products. For example, the Fall 1998 issue also 

contains a short comic about financial investment and the Bank of Montreal my 

money investment plans that are available to young people. (pp. 68-70) 

The use of police officers to distribute curriculum materials and product 

samples to public schools in Canada is ver- important to Jr. Jays. It gives them 

the ability to "find out the names of the schools, the number of kids that go there 

and even the languages spoken. This gives [them] SPEClFlC ACCURATE 

TARGETING [capitalization theid." (IIR, 1 W6a, sec. 1 1) If the desired goal of 

this program is product targeting to children's markets, then it appean that the 

ptogram works. It is interesting to note that there is no mention of the efficacy or 

importance of the leaming materials beyond the ability to market and distribute to 



commodities to students. The primary focus of Jr. Jays is to market products. 

The secondary focus is any additional learning that may take place. 

The Jr. Jays group uses terms such as "exclusivity' of involvement, 

maximization of "media coverage," and opportunities for "sampling or trade tie-in 

possibilities" (IIR, 1 996a, sec. 10) to describe their practices. The terni exclusivity 

means that Jr. Jays has a lock on a particular sector of the education market that 

other organizations cannot touch. The desire here is to have control over the 

school market. The maximization of media coverage refen to the creation of a 

high public profile. A corporation will receive this profile as a direct result of its 

involvernent with a public school. Finally, the term trade tie-in possibilities means 

nothing more than being able to distribute one's product or corporate belief with 

the learning materials. 

While linking advertising with curriculum is a very popular method used by 

many corporations, a slig htly different approach is offered by a corporation called 

ScreenAd. ScreenAd Digital Bill boards lncorporated has removed the curriculum, 

but still manages to maintain high levels of advertising through the use of 

computer screensaven. According to an article in Marketina Online, ScreenAd 

has been employed in the Peel, Durham, Elgin, Oxford and Lincoln regions of 

Ontario. (Lahey, 1997) The potential audience for ScreenAd is 1 50, 000 students 

in Ontario, "with message appearing on-screen as often as 15 ümes per day." 

(Lahey, 1997) The advertisers involved in the pilot project included Pizza Pizza, 

Gatorade, Trident gum, lrwin Toys, YTV, and Burger King. The actual cost of 

placing an advertbernent in these venues was approxirnately $12,000 for a four- 



week period. (Lahey, 1997) There is no supporting curriculum attached with 

ScreenAd, making the only value the advertising itself. 

Modern is another giant education marketing group that assists f i n s  with 

the creation of marketing campaigns for use in schools. Even though this is an 

American firm, their approach is congruent with Canadian firms. There is also the 

possibility that with free Vade Canada would have to allow Modem in schools if a 

corporation was to enlist their services. 

In the mid-1990s the Madison avenue corporation created a series of 

three advertisements aimed at drawing corporations into the potentially lucrative 

public school market. The first advertisement has a picture of a pre-teenage boy 

carrying a school bag in it and is accompanied by the slogan, "how to reach 

puberty." (Modem, c1 995a) The copy at the bottom of this advertisement states, 

"we can help you deliver a message to his classroom that he'll carry into 

adulthood. If he's in your target market, cal1 us at (800) 237-71 14." (Modern, 

c l  995a) The second advertisement contains a picture of a teenage girl carving a 

number of schoolbooks, accompanied by the slogan, "reach her before she gets 

credit." (Modem, c1995b) The copy written at the bottom of the advertisement 

states, "modern product sampling can help you develop brand loyalty before she 

becomes a serious shopper. To put your product in her hands, cal1 us at(800) 

237-71 14." (Modem, c1995b) Finally, the third advertisement contains a picture 

of a very young boy, dressed in a suit with a brief case at his side. The slogan for 

this advertisement reads, "reach him at the office." (Modem, c1995c) The copy at 

the bottom of this advertisement states, 'his first day job is kindergarten. Modem 



can put your sponsored educational materials in the lesson plan. If he's in your 

target market, cal1 us at (800) 237-71 14." (Modern, c1995c) Modem does not 

attempt to hide its aims from its prospective clients. The on/y reason any of 

Modem's materials are used in the classroom is to promote one of their client's 

products and to manufacture consumers for that product. 

The goals of these corporations include target marketing, profit 

maximization through sales and spinoffs, creating and maintaining customer 

loyalty, creating and increasing market share. There is little (if any) concem for 

the educational value of the materials-that is beyond their ability to educate 

children about new and existing products. The bottom line for these corporations 

is indeed, a fiscal bottom line written in black ink. The return on their investment 

is not a thinking child, but a child who has been educated to consume and a child 

that will grow up, enter the work force and continue to consume. This model is 

quite a contrast from each of those proposed by Mill, Dewey, and Gramsci. M i l e  

Ewen's reformation model does acknowledge that schools changed in order to 

teach the values of mass consumption and mass production, it does not speak of 

direct commodity marketing to students. The aim of the refomation of the public 

school system during the 1920s was to create future consumen and workers. 

There was no mention of direct marketing and product sales to children. In fact, 

children were not even seen as a potenüal market. According to Ewen, children 

were thought of as leeches who fed off of their parents' income. The desire for 

immediate monetary retum on the marketing of chewing gum, sports ctothes, and 



other products in schools is part of a much more radical vision-one far beyond 

the desires of even Mr. Filene. 

The Situation of Public Education in Ontario 

There has been very /Me academic work performed on assessing 

corporate involvement with the Ontario public school system. Most of the existing 

academic research on the cornrnercialization of public schools is American. Many 

of these analyses deal specifically with Channel One. an American, in-class 

commercial television network for youth. The existing research on Ontario is 

comprised of reports, print articles, and books, but they do not necessarily fall in 

the genre of academic analysis. Various groups, including the Ontario Secondary 

School Teachers' Federation (OSSTF), the Canadian Teachers Federation 

(CTF), and the Ontario English Catholic Teachers' Association (OECTA) have al1 

commissioned and provided funding for several of these projects. These studies 

provide a good point of entry into the current situation of corporate involvement 

with public schools in Ontario. 

The system of public education in Ontario has set up mandates for the 

teaching of its students. The various boards of education and ragions of the 

province place priorities on different types of objectives. While the primary foci of 

the boards may differ, their objectives on the whole are not that different. Foc 

example, the Ottawa-Carleton District School Board (OCDSB) has set a mandate 

to "make students the pnrnary focus." (OCDSB, 1998. p. 1) in al1 decisions made 



by the board. Some boards, such as the Waterloo Region District School Board 

do not have a primary focus. Instead, WRDSB employs a defined set of values. 

An example of one of these values is the desire to provide students with "the 

opportunity to develop the skills which will provide a foundation for living and 

learning. today and in the future," (Waterloo Region District School Board 

(WRDSB) , 1998, p. 1 )  as well as a "safe, secure, and positive environment in 

which to learn and develop." (WRDSB, 1998, p. 1) 

Other board objectives maintain that the public school system should 

"recognize and value the diversity of [a school's] community by ensuring equity, 

accessibility and fairness of learning opportunities," (OCDSB, p. 1 ,lgQ8), foster 

success through "community support" and caring through "valuing and 

recognizing individual contributions and talent," (Peel Region District School 

Board (PRDSB), p. 1, 1998), and "enable [students] to enjoy life as creative, 

contributing, responsible mernbers of society." (Hamilton District School Board 

(HDSB), p. 1, 1997) There is also a desire to "foster vital and mutually beneficial 

relationships between schools, the populations they serve and the communities 

in which they are situated." (OCDSB. p. 1, 1998) 

The basic common thread of the above objectives is that they are al1 

driven by the notion of student learning. While the goals of specific public boards 

and specific public schools may differ even within Ontario, one important 

underlying principle is that none of these schools have an end desire of making a 

financial profit. The reverse of publicly sbuctured education is privately stnictured 

education. In the private modal schools are considered to be profit making 



institutions. We can already see potential conflict between the "for profit" aims of 

corporations and the non-profit role ascribed to public schools. 

The Ontario Secondary School Teachers' Federation (1995) released a 

document addressing the commercialization of the Canadian classroom. The 

research report examines three aspects of the privatization of public education in 

Ontario. First, it examines the way in which the empowered conservative 

government was proclaiming and creating "negative opinions" of the public 

school system. At the same time, the government was promoting the business 

community "as the only viable means to salvage [Ontario's] failing schools." 

(OSSTF, 1995, p. 1) Second, it examines the role that private curriculum plays in 

the classroom. "Sponsored educational materials must be examined for bias, 

inaccuracies and self-serving promotions - just as any other political document." 

(OSSTF, 1995, p. 1) Third, the report addresses the partnenhips created 

between public schools and business. "1s it the job of schools to rnold students 

into future workers and consumers. or is the rote of education something quite 

different?" (OSSTF, 1995, p. 1) 

In regard to the area if interest for this thesis-corporate sponsored 

curriculum-the report made several interesting conclusions. F int, schools are 

more frequently tagged as a viable environment in which to market products to 

children. Second, it suggests that when a school uses sponsored course 

materials, there is a link fonned between the product associated with the 

curriculum and the school in the form of a product endorsement. Third, it raises 

the question of the ideological values associated with corporate sponsorships 



and corporate sponsored materials. Do the values of corporate sponsored 

curriculum eradicate ideas that run contradictory to the corporate sponsor's 

philosophy? (OSSTF, 1995. p. 22) Any assessment of the ideology of advertising 

in the classroom and the ideology of corporate sponsored materials must include 

the question of one set of values replacing others. As was demonstrated by the 

analysis in this thesis, there is strong evidence that indicates the values of the 

corporate sponsor take precedence above ail else. 

Shaker (1 995a) examined many of the sponsored materials produced by 

corporations in Customen in the Classroom. While her report, for the most part, 

merely lists the types of corporate sponsored programs available, she does make 

two important assertions. Fint. she suggests that "often, corporate-sponsored 

material is little more than an intlass vehicle for advertising." (Shaker, 1995a, p. 

2) For example, Kraft had a package that included recipes for "'healthy'" (Shaker, 

1995a, p. 2) eating; but al1 of these recipes advocated the use of Kraft products 

in order to make them. Second, corporations often forget about including the 

term "educational." (Shaker, 1995a. p. 2) lnstead they employ ternis such as 

"'pro-social' messages," that have more to do with promoting a social mindset 

than teaching children fundamental skills; let alone critical thinking. (Shaker, 

1995a, p. 2) This was also demonstrated through the examination of the desires 

of marketers. The educational value of the materials was never addressed. 

Shaker (1 995a) wams us that "corporate involvement must not lead to the 

development of an unbalanced school system. or a system fitteâ exclusively to 

the needs and mentality of business." (p. 6) To help combat this, she suggests 



several possible rules that schools should follow when deciding to adopt 

corporate sponsonhips or curriculum. 

1. Corporate-sponsored materials must be us noncommercial as possible, 

with any identification kept to a minimum. Company logos should not be 

used. Student hand- outs should have no corporate identification, or it 

should be positioned so it may be easily rernoved. 

2. Sponsored materials must be closely examined for corporate bias by 

department heads, teachers, the principal (school administration), trustee 

and a representative of the Home and Schools Association or other 

parental representative. Materials should not be used or distributed until it 

has been determined that the information is accurate and educational. 

3. Corporate sampling or product distribution will not take place on school 

premises or at school functions. 

4. Advertising-based magazines must be authorked by the principal 

before distribution to students. Sample-free magazines should be 

requested by school administration from publishers. 

5. It must be made clear to parents and students that by using [corporate 

sponsored materials] or corporate hand-outs the school does not endorse 

either the corporate products or messages. 

6. A fomal statement regarding corporate involvement (sponsorship, 

advertising) in schools should be sent to parents at the beginning of each 

school year. (Shaker, 1995a. p. 8) 



Shaker's (1995a) insights and analyses prove to be valuable in ternis of 

examining the various corporations who are involved with curriculum creation. 

The Wo important suggestions she makes are; we should return to the use of the 

terrn "educational" and create properly balancing content. 

Shaker's (1 99%) second article is much more critical of the ideology of 

the public education system. Shaker (1 995b) suggests that the goals set by the 

Ontario ministry for high school education refom ("'to provide courses that are 

both challenging and relevant to students' post-secondary goals.'", (p. 3)) may in 

fact. be determined by business. "One can safely assume that the expertise for 

advancing curricula will corne from the sector with the most corporate backing 

and financial security." (Shaker, 1995b, p. 3) She also questions the existence (if 

any) of teaching critical thought and critical analysis to students once the private 

sector becornes the dominant information provider within the system of public 

education. Indeed, why would students be encouraged to think critically of 

business if; a) business was in charge of the curriculum, and b) business was 

trying to win the approval of students? "The stark message is that, if school 

districts do not refomi educational standards according to corporate needs, those 

students will not be hired, and business will not locate in those communities." 

(Shaker, 1995b. p. 4) 

In response to the criticism that sponsored course materials in the 

classroom encourage brand loyalty and increase the desire to consume, Shaker 

(1 9954 provides the perspective of a former Ontario Minister of Education. 



[John Snobelen] and the business community dismiss concerns about the 

increasing comrnercialization of education by impatiently explaining that 

kids are bornbarded with commercials every day, and that a logo on the 

corner of their [corporate sponsored materialsl will have no effect. 

(Shaker, 1995b. p. 4) 

From these remarks alone, it is clear that the public education perspective 

has been merged with the perspective business on the basis of non-critical 

thought. Snobelen is extremely dismissive of the intent of corporations and the 

power that they hold within the system of public education. To suggest that 

advertising has no effect on students because they are bombarded with 

advertising every day is ridiculous. In reality, does the ideological context of a 

school book or course curricula change when a corporation places its logo on the 

front cover or is the creator of its informational content? The analysis of the my 

money lnvestment Kit and the Tampax Teaching Kit demonstrated that the 

ideological context does change. 

The Ontario English Catholic Teachen Association (OECTA) released a 

report, Cornorate lnvolvement in Ontario's Catholic Schools (1 996), detailing the 

changes that have occurred in the public education financial model. Although 

OECTA is a part of the separate school system. its schools are still funded 

through public tax money and fall under the guidelines of the Ministry of Ontario. 

They are considered to be public schools. Phillip Hill and Brian McGowan 



discuss the increase in corporate funding, the decrease in Ontario's public school 

budgets, and the increasing role business is playing, specifically within the public 

school classroom. In regard to corporate involvement and funding, OECTA's 

stance appears to be much the sarne as that of the OSSTF. 60th federations 

desire that a code of conduct be created in order to deal with private involvement 

with public schools. Furthemore, "OECTA does not support partnenhips with 

corporations who exploit students, conduct operations in countries which 

consistently violate human rights or which continuously disregard local and 

national environmental standards." (Hill & McGowan, 1996, p. 1) We must 

question the use of the terms "consistentlyn and "continuously." Are we supposed 

to believe that corporations who do these things on a limited basis are really 

considered to be partnen? 

OECTA's intent was for "the Catholic educational comrnunity [to] create a 

provincial cornmittee to establish a corporate code of conduct that would provide 

a structure for business-education partnenhips." (Hill & McGowan, 1996, p. 2) 

Although OECTA does not seem to question the reasons why corporations are 

becoming involved with a public service, Hill and McGowan (1 996) do advocate 

other kinds of partnerships. "OECTA encourages programs with small business, 

parents, labour, and community-based non-profit organizations designad to 

enhance the quality of education. [ltalics mine]" (p. 3) While there is a ray of hope 

in the above statement, in terms of balancing corporate ideology with some 

representaüves of labour and communitarian based organizations, there is a 



problem with the notion of enhancing education. The OECTA report fails to 

define how and why partnerships enhance education. 

Hill and McGowan (1 996) address the Learning Partnership prograrn that 

was cteated in 1993. M i l e  this project did not deal with sponsored course 

materials perse it did change curriculum and school programs on the whole. One 

of the projects within the Learning Partnenhip program was the Entrepreneunal 

Adventure Project (EAP). Young children, from kindergarten to 8th grade, were 

partnered with a person in the business community in order to develop the skills 

required to start a business. (Hill & McGowan, 1996, p. 4) Another project in the 

program was the Teacher Professional Development Program (TPDP). Teachers 

were invited to forge business connections and examine how the business world 

works on a day-to-day basis. "The program offers teachers an opportunity to 

'establish valuable contacts for future exchange programs or school visits by the 

host company."' (Hill 8 McGowan, 1996. p. 4) A third notable program was 

entitled Take Our Kids to Work. Students in grade 9 were encouraged to go to 

work with a family member or friend in order to see how the mal world operates. 

The Learning Partnership project "provides the private sector with 'a first hand 

look at future employees and consumers.'* (Hill & McGowan, 1996, p. 4) 

It appears as though these projects serve businesses much more than the 

students and teachers involved. All three projects are designed to farniliarize and 

indoctrïnate (as is the case of the Take Our Kids to Work program) Mure 

consumers and workers into the methods of the free market system. Teachers 

are also part of the package as they can be used to promote business through 



the "valuable links" created with certain members of the business cornmunity. 

The Learning Partnenhip does not question the relationships between business 

and education, but instead promotes them as an educational bonus. The OECTA 

report notes that "teachers are concerned that the Learning Partnership's 

Financial Post 500 [sic] mernbership list of corporations and financial institutions 

implies that the organization condones the corporate take-over of publicly-funded 

education." (Hill 8 McGowan, 1996, p. 4) 

Another sig nificant change to public education system in Ontario occurred 

in 1997 when the Ontario government opened up contract bidding for a massive 

curriculum revision program. The MERX website (maintained by the Bank of 

Montreal) was used in order to facilitate electronic contract bids. (Shaker, 1998) 

While the bidding process was open to any organization, overwhelming financial 

costs made it virtually impossible for al1 but wealthy organizations to bid for 

curriculum contracts. In order to place a bid, clients had to pay a fee of 

CDN$500,000 and have liability insurance of CDN$1,000,000. (Shaker, 1998) 

Another concem of many outsiders was that the bidding process was accessible 

to groups from the United States as well as Canada. Fortunately, when the 

bidding was completed, only Canadian corporations and organizations were 

allowed to create their respective curriculum. A wide range of groups won the 

bidding, but it is interesting to note that the contracts in the fields of science, 

math, and technology were al1 won by corporations. Bay Consulting, a 

management consulting group of senior members from Coopers & Lybrand 

Consulting Group, won the science bid. (OSSTF, 1999) The Fields Institute, a 



non-profit corporation, won the contract for mathematics curriculum. (OSSTF, 

1999) Finally, the technology bid was won by K 8 V Stief and Associates, a 

private sector business organization. (OSSTF, 1 999) 

It is clear from this assessrnent that there has been, and continues to be, 

an increase of corporate involvement in the public education system in Ontario. 

Citing a lack of funding as the major problem, the reports suggest that public and 

separate schools are turning to business for both financial assistance and 

supplemental curriculum services. As funding cuts increase, the corporate sector 

will likely play a larger role in public school classrooms on several fronts. With 

this in mind, we need to be far more cntical and far more aware of the structure 

and role of public education in our society-not only on a pragmatic level, but on 

an ideological level as well. 

Changes to the Public Educatlon System in Canada 

Ontario is not alone in the changes that are taking place in public education. 

Centralization of power and decentralization of responsibility in the public school 

system is occurring al1 over Canada. Parents and community groups have been 

given a greater mandated role to play in the running of schools without any 

funding to do so, and often with very little experience. Additionally, governments 

are changing the taxation system through which education is funded. There is a 

shift toward a model where students receive the sarne amount of pet capita 



funding regardless of individual or specialized needs. Corporations are beginning 

to recognize the voids created by funding cuts and are trying to take advantage 

of the situation. These are the same conditions which have enabled the 

Education lndustry in the United States to promote and profit from the 

dismantling and privatizing of the public education system. In addition to 

corporate sponsored curriculum, new private initiatives such as school-business 

partnerships, charter schools, P3 schools or lease-back schools, potential 

voucher systems and traditional schools are beginning to appear in the rest 

Canada. 

In Class Warfare (1994), Maude Barlow and Heather-jane Robertson 

examine the increasing role business is playing in the public school system in 

Canada. They suggest that the goal of businesses' re-tooling of public schools is 

to harmonize public (social) policy with that of the free market. global econorny. 

Business is attempting to rework the ideology through changing al1 of the 

principles of education to those of business. 'Under the guise of 'reforming' or 

even 'supporting' schools, there is a great deal of activity in education advancing 

the interests of the competitive-corporate ideology of the right-wing." (Barlow & 

Robertson, 1994, p. vii) Although they suggest that blatant forms of manipulation, 

such as sponsored curriculum, may stand out as a demonstration of the 

reshaping process, the real probfem is right-wing ideology on the whole. 

Barlow and Robertson (1994) warn us of a serious problem surrounding 

the education-as-business philosophy. The contemporary belief that injecting 

schools with business dollars and business ideals in order to better prepare 



students for their future is a weak one at best. This type of ideology serves to 

create people who are willing to live and work in an environment that is great for 

business, but also personally oppressive. Children are taught to fit into the 

existing world, not to fix its limitations and problems. 

The process of the marketplace is to sort the winners from the losers as 

efficiently as possible. Can we focus on 'excellence' stimulated by 

competition, and avoid the educational equivalents of 'just in time' 

manufacturing, capital-risk management, sunset clauses and acceptable 

levels of toxic waste? For when business enters education, it sells 

something more than brand names. It sells a way of looking at oneself and 

society. (Barlow & Robertson, 1994, p. 144) 

A very important characteristic of Barlow and Robertson's (1 994) work is 

that it acknowledges the context of the public school system as a part of the 

consciousness industry (although they do not use that term). The school system 

is just as much a part of consciousness creation as the home, the television, and 

the local store. The school is a key constituent of the free market system. Barlow 

and Robertson (1994) assert that schools once acted as an information filter, one 

that was extremely sensitive to the fundamental needs of children. (p. 149) When 

big business (Ewen's (1 976) captains of consciousness) took over, the school 

systern underwent a major refonnation. As was asserted by Ewen (1 Q76), 

education was redesigned in order to prepare children to become future workers 



and consumers. Activities such as thinking and critical evaluation skills, 

dialectical group discussion, and even pure artistic license were not eliminated 

from Our classrooms during the formative years of the mass-production and 

mass-consumption era, so much as they were rnerely overlooked. 

Barlow and Robertson (1 994) use the example of a school-business 

partnenhip involving IBM's and Burnaby South High School in British Columbia 

in order to demonstrate some of their points. IBM (and a host of other 

companies) provided the school with 500 networked cornputers and 185 

networked video moniton linked to a media center al1 connected via fibre optics 

cables. (Barlow & Robertson, 1994, p. 149) Barlow and Robertson (1994) argue 

that IBM's focus became information gathering instead of knowledge building 

because the program stressed values of individualistic fact-finding skills though 

use of the network. The major problem that existed in the model was that there 

was no room for group discussion, nor critical evaluation of the information 

obtained. (p. 150) What is even more dangerous is that IBM promoted the idea 

that information gatheting was the same thing as building knowledge. In the 

process, IBM had redefined the definition of knowledge to suit corporate needs. 

Barlow and Robertson (1994) suggest that in the case of IBM, their goal was 

purely to increase profit for a giant multinational corporation. 

For IBM to exploit educational opportunities requires stimulating an 

exaggerated demand for IBM's goods and services but it also requires a 

strategic reforrnulation of the purposes and practices of education in ways 



that will increase demand for IBM's products. (Barlow & Robertson, 1994, 

p. 151) 

Barlow and Robertson (1994) provide several other examples of 

corporations involved with sponsored curriculum such as McDonald's 

Restaurants' Christmas Song contest (the reward is that the student is featured in 

a McDonald's commercial), the Pizza Hut Book If! program, Proctor & Gamble, 

Imperia1 Oil, Kellogg's, NutraSweet, and countless othen. (p. 160) In reality, is 

there a difference between Pizza Hut's Book If! program and IBM's fibre optics 

network? According to Barlow and Robertson (1 994), "business is not prepared 

to stop providing classroom materials and cultivating brand loyalty. Some want to 

shape the basic assumptions that drive the curriculum, [as well as] ... the 

curriculum itself." (p. 161) According to the marketers, business has its sights set 

on students for two reasons. The first reason is to make students brand loyal 

consumers of specific products. The second, more fundamental reason, is to 

promote the free market systern to the point where it is whole-heartedly and 

instinctively endorsed by future consumen. The ultimate goal is to make 

students see the free market system as not only the best systern in the world, but 

also make it appear to be the law of nature. 

SchooCbusiness partnenhips are one of many ways win which 

corporations are becoming increasingly involved with public education. Charter 

schools are a relatively new creation that involve some ertremely controvenial 



components. Basically, a charter school is a publicly funded, privately operated 

school that has an education specialty such as art, music, or technology. 

(Dobbin, 1 997) According to Dobbin (1 997), the motivation behind the creation of 

charter schools includes the desire to save money, increase in parental 

involvement. and the trimming of bureaucracy while maintaining an open-âoor 

policy. As has been demonstrated by studies of the United Kingdom, New 

Zealand and the United States, many charter schools have not been able to 

show any significant saving of public funds, thinning of bureaucracy, or increase 

in parental involvement. (Dobbin, 1997) In the United Kingdom, approximately 

1,000 schools have been provided with grants to create schools similar to the 

charter school model. These results do not uphold the arguments made in favour 

of charter schools. 

Principles have accumulated more power at the expense of staff and 

parental involvement in planning and decision making, and then spend 

increasing time on budgetary and entrepreneurial activities and dealing 

with the new bureaucraties that have sprung up to administer the grant- 

maintainoad schools. (Dobbin, 1997, p. 1) 

Dobbin (1 997) also contends that many charter schools "pick their 

students," (p. 1) and do not maintain their egalitarian entry principles. There are 

other problems that have arken out of the implementation of charter schools. 

These include an extreme lack of space to the point where students cannot 



attend local schools because they are full of outof-area students. (Dobbin, 1997) 

Charter school funding is also based on localized economic class standing. This 

results in the under-funding of schools located in poor neighbourhoods and over- 

funding of schools located in rich neighbourhoods. (Dobbin, t 997) Charter 

schools also !ry to cut costs through the use of "uncertified teachers" (Dobbin, 

1997), and non-union service staff. Finally, aie promotion of charter schools (both 

financial and ideological) has been conducted in Canada through right-wing, anti- 

union groups such as the Donner Foundation, Teachers for Excellence and the 

National Citizens' Coalition. (Dobbin, 1997) In Canada, Alberta was the first 

province to adopt charter schools. To date, there have been no in-depth studies 

pertaining to these schools. 

A similar type of school to the charter school model is the traditional 

school, currently establish in British Columbia. The major difference between 

traditional schools and charter schools is that there is a strong emphasis on 

religion. (McLaren, 1998) According to a recent study, traditional schools 

emphasize teacherîentred leaming, moral character, regimented codes of 

conduct. (CCPA, 1998) While traditional schools first appeared during the 1 QiOs, 

the emphasis on religion has changed a great deal over time. The study notes 

that the programs are virtually identical, but the rhetoric has changed from 

Christian fundamentalism to traditionalism in order to include a rnuch broader 

variety of students. (CCPA, 1998) 

Another type of school, found in the Maritime provinces, is the P3 or 

lease-back school. These schools are constructeci on privately owned land (in 



some cases the schools are also constructed by private fimis) which is then 

leased (long-terni with a buy out option at the end) to a public school board or 

other governing body. (Shaker, 1999) Upon completion of the lease, al1 school 

maintenance and management duties are turned over to the individual school. 

(Shaker, 1999) The incentive behind such a move appears to be a better interest 

rate as a result of cheaper operating costs. A 1 998 press release by the Auditor 

General of Nova Scotia, Roy Salmon, revealed quite the opposite. The rate of 

interest in the lease of O'Connel1 Drive Elernentary School was no better than 

what the province could have received if it borrowed money directly. (Shaker, 

1999) The school was also left to cover upgrades and operating costs, while the 

leasing company recovered "88% of its investment in the property at the end of 

the lease." (Shaker, 1999) Furthemore, because leasing company has exclusive 

rights to the school buildings after hours, they are able to rent the schools for 

after hours events. (Shaker, 1999) Under the public school system, after-hours 

events often require special penits, but these are provided at no additional cost. 

In an effort to reduce operating costs, lease-back schools may be forced to 

reduce staff, increase contractingout of positions and services, and cut non- 

profit making areas of the school. (Shaker, 1999) 

The voucher system, under consideration in a number of provinces, is 

another example of a shift in public school funding philosophy. The voucher 

system is rnethod that provides families with a coupon based on per-student 

annual expenditures. (Robertson, 1998) The coupon can be redeemed for one 

year of education at any school, public or private, of the recipient's choice." 



Robertson (1998) notes that vouchers were used by many cornmunities as a tool 

of racism in Virg inia during the 1 950s. In the1 980s, Ronald Reagan made 

several attempts to move toward a voucher system, but each time his appeals 

were rejected on the based that vouchers had the potential to be racist, to serve 

the elite, and to serve the religious community. (Robertson, 1998) Eventually, this 

rejection led to the birth of the charter school mode!. Rather than use individual 

vouchers for students, Robertson (1 998) argues that charter schools obtain one 

large voucher, plus they have the ability to seek additional revenue through 

private partnerships. 

The elementary and secondary levels of public education are not the only 

areas that are being restructured in Canada. Post-secondary institutions are also 

in the process of receiving enormous funding cutbacks and increases in 

corporate involvernent in many areas. There has been a sharp increase in 

corporate-university partnerships in the university service sector during the last 

several years. Many companies have sought and won deals with universities that 

ensure that their products will have campus exclusivity. Two advertising firms, 

Zoom Media and New Media. have exclusive rights with many universities to 

place product and movie advertisements in university washrooms. 

Corporations have also created exclusive deals with univenity 

departments and professon in order to secure their research skills. An example 

of the il1 effects of combining corporations with university research in Canada 

occurred between the University of Toronto and The Hospital for Sick Children in 

Toronto. Professor of pediatrics, Nancy Olivierï, was demoted from her position 



as director of Sick Children's hemoglobinopathy program as a result of a confiict 

between her research and Apotex phamaceutical Company. (Rolston, 1999) 

According to Rolston (1999), a contract between Olivieri and Apotex, 

manufacturer of the drug deferiprone, prevented Olivieri from releasing any 

research results without permission form Apotex. In her research, Olivieri found 

that treatment with the drug caused adverse reactions in some patients. In the 

ensuing legal battle, the hospital refused to pay for Olivieri's legal fees, citing the 

fact that they were not involved in the contract agreement. (Rolston, 1999) 

Eventually a settlement was reached, and the hospital agreed to pay al1 of 

Olivieri's legal bills. Although Olivieri's program was discontinued, she was 

reinstated "as head of the clinical and research programs on hemoglobinopathy." 

(Rolston, 1999) The hospital also "agreed not to restrict or appear to restrict the 

exercise of academic freedom by any U of T faculty member." (Rolston, 1999) 

M i l e  this matter was resolved, it demonstrates the problems associated with 

exercising academic freedom when restricted by corporate contract 

requirements. 

Summary of Public Education versus the Desires of the Marketen 

What can be seen from our brief examination of public education and the 

role played by private interests in public education? The goals of the public 

system and the goals of private enterprise differ to a great extent on both a 



philosophical and pragmatic level. In the case of the public system, while the 

desired goals may Vary from board to board, none of them have desire for 

financial or material profit as an outcome. Another important difference is the 

supposed neutrality of teachen. While corporations and teachers both have a 

financial interest in teaching, teachers do not necessarily profit directly from the 

material that they teach. In other words, corporations hope to see direct financial 

returns from their advertising in terms of product purchase, use of seniices, or 

even the expansion of the knowledge about a given commodity. Teachers earn 

their paycheck through teaching, not from financial returns from the ideas they 

have taught. 

The public school systern is supposed to create students. The private 

system seeks to create workers and consumers. We must also ask if it is 

possible for corporate sponsored curriculum to meet both the objectives of the 

public school system and the objectives of business. In many cases the answer 

might be "yes." What is of more importance is what happens when the interests 

of public schools and the interests of business conflict with one another. Which 

side would take precedence over the other? 



CONCLUSIONS 

This thesis examined corporate sponsored curriculum as a form of 

communication (advertising) and placed it within the context of the current 

system of public education in Canada. While these two fields may not seem that 

far apart, they are informed by extremely different theoretical backgrounds. 

Communication, however, is at the root of al1 disciplines, institutions, and 

structures. Education is predicated on communication. Schools are a place of 

knowledge exchange. Knowledge is based on information. Information is 

transmitted and interpreted through communication. The way in which the 

majority of knowledge is gained by students in the public school system is 

through teaching of course curricula. School curriculum can consist of many 

things, but it is primarily comprised of textbooks and teacher lessons. As was 

demonstrated through the analysis, corporate sponsored curriculum changes the 

foci of the messages. In some cases, corporate sponsored curriculum replaces 

the traditional messages and meanings found in non-corporate curriculum with its 

own market based messages. 

We can see from the analysis of the materials, al1 of the perspectives of 

advertising employed in this thesis would view corporate sponsored curriculum 

as a form of advertising. Obviously the degree to which each research tradition 

would make such a daim diffen depending upon the foundation of their beliefs. 

Regardless of the differences between each school of thought, there is strong 



indication that corporate sponsored cuniculum is designed to educate about 

brands rather than traditional, corporate free ideas. It must be stressed that the 

curriculum does teach about things other than consumption. The my money 

Investment Kit examines some basic principles of the free-market financial 

system. The Tampax health kit teaches about hygiene, puberty, and social 

issues. On the surface, these hnro subject areas could be regarded as being free 

of corporate bias. Given that the advertising is couched in a topic that is 

analogous to the featured commodity, corporate sponsored curriculum can be 

compared to an infornercial. As was demonstrated by the analyses, the 

connections with brands and services are certainly the most important part of the 

curricuium. 

A closer look at the Bank of Montreal's my money lnvestment Kit revealed 

several things. Within the framework that views advertising as a form of 

information, we can see several things. The factual information presented in the 

kit that deals with the banking industry and its services is clearly a piece of 

advertising. The kit promoted the banking industry as a means to satisfy the 

assumed need for money. The information became connected with the Bank of 

Montreal through trade name associations with Bank of Montreal services. This 

kit also conforrned to the perspective that sees advertising as a fom of 

persuasion. Various arguments were used in an attempt to persuade students 

that banks were the best place to keep their money. These arguments included 

the guaranteed safety of one's money and the fact that a bank gives one more 



money in the form of interest. Finally, these ideals are coupled with real world 

Bank of Montreal services in order to promote brand familiarity and brand loyalty. 

The third group of theories, advertising as a forrn of symbolism, found 

many different images surrounding the my money lnvestment Club kit. The 

underlying message of the kit is that money makes people happy. The imagery 

surrounding banking suggested that the use of banking services will increase 

one's wealth, leading to personal happiness. Finally, the critical perspective 

questioned the ideological framework of the kit. The kit failed to address the 

necessity of wealth, nor did it question the foundations of consumerism. Instead, 

it potentially creates problems of inadequate wealth and unhappiness in the 

students who use the kit and argues that banking senices can fix these 

problems. The Bank of Montreal was careful to use brand names and brand 

slogans as a means of linking the information taught in the kit to the real world 

services of the Bank of Montreal. 

The second analysis, of the Tampax HeMh Education Program on 

Puberty and Menstrual Health, demonstrated many of the same principles as 

those found in the my money lnvestment Club case. The advertising as a form of 

information perspective found evidence of product information surrounding 

Tampax brand tampons. The utility value of many different aspects of Tampax 

tampons were documented in order to provide the readers with consumer 

product information. The advertising as a f om of persuasion perspective found a 

series of stnictured arguments in favour of the use of tampons as method of 

feminine protection. Tampax effectively argued that tampons were more 



technologically advanced than other ferninine protection methods, provided 

greater security, provided greater personal privacy. Tampax also argued that the 

use of tampons was a sign of maturity. Finally, the arguments in favour of 

tampons were used to degrade the ability of pads to fulfill protection claims. 

The images and notions surrounding tampons were addressed in the 

analysis under the perspective that advertising is a fom of symbolism. The 

notions that are connected with Tampax tampon use include the need for 

cleanliness, need for privacy. need to be environrnentally conscious, association 

with maturity, and the need for personal freedom. On a critical level, these ideas 

and images are not automatically associated with Tampax tampons. The kit 

creates problems within the reader through suggesting that any method of 

ferninine protection other than Tampax tampons will not be able to provide the 

necessary ideals. The kit contains so much unbalanced information that it 

seriously misinfonns its users. For example, false notions of environmentalism 

are used to make girls feel guilty if they do not use Tampax Flushable Applicator 

tampons. Like the my money kit. the end desire of the corporations is to create 

consumen for their products and services, without concern for the educational 

value of the materials. 



Adverüsing and the Public School System 

If we are to assume the models proposed by Mill (1 867, l965), Dewey 

(1 900, 1902) and Gramsci (1 971) are the ideals for public education, then the 

direction in which Canadian public education is headed today is not going be 

able to achieve these ideals. Under Mill (1867, 1965), education is a toc1 by 

which people learn to become future citizens. Citizens hip for Mi11 (1 867, 1 965) 

entails much more responsibility than merely belonging to a given community. It 

is the duty of the citizen to scrutinize customs, noms, beliefs, and practices, 

detennine the problems, and fix them for the betterrnent of the society as a 

whole. For Dewey (1 900, 1902), student centred learning is the key. Dewey 

(1 900, 1902) also recognized that schools are part of a larger community. His 

encouragement of forging ties with the business community is not the same as it 

is today. According to Dewey (1900, l9O2), business must be involved at a 

distant level and should be used only to balance the education of student. For 

Gramsci (1971), public schools should be used as a means of teaching critical 

thinking skills. Public schools should also provide a solid foundation in many 

different areas of knowledge. This would provide students with a choice of 

extended education or vocational training upon completion of the first few 

education levels. 

The type of public education that is present in Canada today is a 

combination of these perspectives, although as Bernays (1928) and Ewen (1976) 

note, it is framed within the capitalist paradigm. If the school is used to train and 



prepare people for the world they live in, then this can already be achieved 

through the current system. Traditionally, however, schools have been under the 

supervision of governments and citizens. The increasing presence of private 

interests, specifically corporations, poses a danger to the existence of democratic 

thought. lnstead of opening up debate, we run the risk of narrowing thought to 

fact finding and repetition of a Iimited scope of information. Even Sandage 

(1 961), a non-critical theorist, noted that an important part of education is that it is 

supposed to be an open forum for the presentation and debate of ideas. The 

significance of both proponents and critics of advertising finding that corporate 

sponsored curriculum is another form of advertising is illustrated through 

Sandage's (1961) comments on advertising. 

Compare [advertising] with the process of education in our schools where 

we insist on presenting students with conflicting ideologies, hypotheses, 

theories, and descriptive matter with the knowledge that will help to 

develop discrimination, enhance judgment, and sharpen intellect. 

(Sandage, 1961, p. 152) 

Not only do the proponents agree that advertising is not the same as curriculum, 

in effect, they argue that schools should present children with a diverse range of 

ideas. Changing the C U ~ C U ~ U ~  to include messages that accommodate the 

demands of marketen will not allow the presentation of a diverse collection of 

perspectives. Corporate sponsored curriculum packages certainly do not foster 



debate on their own merit. The curriculum packages do not contain questions 

related to their own worthiness or validity. The packages are a narrow-cast text 

designed to promote a given commodity-otherwise known as an advertisement. 

The restructuring of public education has changed the way in which 

funding for public schools is provided. As school budgets and teaching supplies 

decrease, corporate sponsored curriculum becomes more attractive to teachers. 

This is due to the fact that most corporate sponsored curriculum is provided free 

of charge, often without even being requested by the teacher. Corporate 

sponsored curriculum is frequently used in addition to traditional teaching 

materials. These materials take class time away from the rest of the curriculum. 

Furthenore, in order to properly balance the messages presented in the 

corporate curriculum packages, a teacher must set aside additional class time for 

debate. Education restructuring has also dramatically changed teaching time so 

that there is less time to prepare for one's classes. It is difficult to see how any 

critical debate could take place in such a regimented school system. This model 

is a tragic example of the corporate desire to take money frorn children and 

manipulate their thoughts in the name of short terni profits. 

We must ask ourselves if we really need to teach kids about advanced 

financial concepts when they should be learning basics of math, reading, and 

citirenship? Is it really necessary that eig ht year olds know about the three basic 

classes of assets, the practice of dollar cost averaging, or the benefits of a 

balanced investment portfolio? The discussion of mutual funds does not even 

apply to children. Instead, it is designed to send kids home with specific 



knowledge in order to educate their parents about this type of financial 

investment? Is it also necessary to make young girls fael ashamed of 

thernselves during the menstrual phase of their cycle in order to seIl tampons? 1s 

rewarding a child with pizza really the best way to ensure that they are improving 

their reading skills? Why do M&M8s have to be an integral part of teaching 

children about counting and graphing data? Again, these exercises shift the role 

of education from building critical citizens, to creating consumers. 

Applying the theories of Smythe (1981) to the case of advertising in the 

public classroom demonstrates several of his ideas. Students are performing 

unpaid labour as a source of work for the advertisers. Indeed, so are the 

teachers who must learn and teach the curriculum to the students. In this 

instance, teachers and the school system carry star power because they have 

government and public authority ascribed to them. The teacher and school 

further legitimize the advertising content because of their authoritative 

relationship with the students. 

The school, in part, becomes a marketing medium. It produces an 

audience of Apple's (1 992) captive students and deliven them to marketers. The 

free lunch rnodel that is crucial to Smythe's (1 981) perspective is evident in the 

corporate curriculum used public classroom. As was noted in the introduction, 

there is a shift in the composition of the free lunch. The actual woR performed by 

the students consists of the class activities that must be completed in conjuncüon 

with the corporate sponsored cuniculum. The free lunch bewmes the advertking 

itself, as well as its respective commodity. Corporate sponsored curriculum seeks 



to produce as limited type of consciousness in its users. This consciousness is 

comprised of knowledge about consumerism and free market ideology. Of course 

this rnodel of consciousness is by no means closed. There is always the 

possibility that corporate sponsored curriculum will be used incorrectly, or as a 

tool by which critical evaluation takes place. The likelihood of such criticisms 

occurring is not very great due to the restructuring of the focus of education. 

Another filter that could prevent critical discussion is the fact that any criticism of 

a corporation could result in the removal of its curriculum, and in extreme cases, 

corporate funding for the school. 

Future Considerations and implications 

The system of public education, governments, and people of Canada are 

at a really important crossroad. What is happening with education is nothing new. 

Education in other countries and other times, such as ltaly (at the turn of the 

century), has previously experimented with a privatized, vocational training 

model. People recognized the degree to which it limited their society, only after 

the model had been fully implemented. The result was a pendulum swing back 

toward a model of education that was designed to serve the interest of the public. 

As was stated earlier, we have a choice. We can choose to allow private 

interests to become increasingly involved in the education of our children to the 

point where the public system becomes directly dependent upon corporate 



funding. We can also choose to reverse the decisions we have already made and 

remove al1 traces of direct corporate involvement from the public school system. 

If Our desire is to pursue a system that will create workers and consumen who 

are fully brand and commodity conscious, then the road we should take includes 

corporate involvement with education. If Our desire is to produce critical, thinking 

people, then we must remove al1 corporate involvement from Our public school 

system. 

Does the answer to this question have to be so absolute, can it not be a 

shade of grey? No, the answer cannot reside somewhere in the middle. Let me 

illustrate with a few simple points. Corporations are accountable to their 

shareholders and some laws, but they are not accountable to the public. If a 

corporation goes bankrupt or decides to pull its funding from a school, what 

happens to the school? The school would more than likely have to close due to 

public funding cut backs. lncreasingly under the restructured model, it is 

assumed that corporations will compensate for budget shortfalls. A new funding 

model cannot be produced overnight from public budget money that does not 

exist. Corporations also must make money in order to survive. There are a 

limited number of ways that a corporation can make money off of a school. The 

most prominent of these includes cutting the cost of services through contracting 

out, renting the school during off-hours, selling products to students, and 

charging tuition fees. If the school is to stay public, it cannot charge tuition fees. If 

a corporation is not making enough money through after hour school rentats, the 

possibility exists that the corporation will cut the number of hours in a school day 



in order to increase rental opportunities. If the corporation decides to cut back on 

services, lunch programs could be provided by fast food companies, janitorial 

services could be cut back to a minimum, and teachers could possibly loose their 

positions in favour of uncertified instructors. 

The suggestion has been made that the way to ensure that schools 

maintain high standards under the corporate model would be to create and 

enforce guidelines. There is an extreme danger associated with this practice. 

Once we allow guidelines to govern corporate involvement in Our schools, we 

essentially condone the intrusion of corporations into public education. 

Guidelines may work as long as they are enforced, but there is always the 

possibility that they will be altered through lobbying. The use of guidelines places 

the system of education on a slippery slope toward complete corporate 

owners hip. 

The creation of citizens who are aware of the limitations of society, its 

system of governance, and its economic framework allows a society to grow. The 

goals of our society must be re-defined in order for us to escape the free market 

cycle. It is at this point that the ideas of Csikszentmihalyi and Rochberg-Haîton 

(1981) are connected to this argument. They assert that one's sense of self can 

be developed much more thoroughly and accurately through interaction with 

others; this can be described as a community based reading of the self. North 

American capitalism focuses on the development of the private self or the 

individual through consumption. A commodity will f* any problem one has, but 

most of the problems that are to be fixed al1 are based on a lack of selfesteem. If 



one's self esteem is in question, a supportive community will do far more intrinsic 

good than private consumption. 

Under the model of a public sense of self, Csikszentmihalyi and 

Rochberg-Halton (1 981) assert that the cornmodification of one's being would not 

exist. Personal problems would be addressed at the level of feeling and 

interpretation as opposed to the level of adverüsing (which suggests that one has 

a problem when they really may not have one). The goal then, is not to fragment 

society further, but develop a social responsibility to and for one another. Societal 

growth, in this sense, is not one of fiscal growth or population explosion, but is a 

growth toward a much more humanitarian, equitable, compassionate and just 

society. Humanitarianism and democracy are not, in themselves, achievements. 

Instead, these ideals are processes that must be continuously scrutinized and 

improved upon in order to benefit the greatest number of people. The 

implementation of a critical rnodel of education would lead to the improvement of 

many areas of society, not just those that exist based on the accumulation of 

wealth. 



APPENDIX 
SELECTED CORPORATE SPONSORED CURRICULUM PACKAGES 

This list is by no means cornplete. It is merely a selection of some of the 

corporate sponsored cum'culum packages that are available for use in Canadian 

schools. Not al1 of these kits are exclusive to Canada as some are designed for 

an international audience. The global implications have been developed further in 

rny research. 

Titîe: Active-8 
Producer: Royal Bank of Canada 
Description: This program is produced in conjunction with OPHEA (Ontario 
Physical Heath Education Association) to encourage fitness among children, and 
receives a good deal of public support and media attention. 

Titîe: BASF Technology Challenge 
Producer: Children's Creative Marketing and BASF Canada Inc. 

Description: This package, which includes teacher curriculum guides, a student 
contest and a fundraising program focused on endearing audiotapes, videotapes 
and cornputer diskettes to students by teaching "cool" facts about audio-visual 
technology. According to the programs creator, this package was designed "to 
help augment the funding decreases to the education sector, to provide audio- 
visual technology information that was not readily available to 
Educators, and to raise awareness of the quality BASF products." 

Titîe: "Beat the Clock" - Lessons in Time Management for Middle School 
Students 
Producer: Day Runner, Inc. 

=30308) 
Description: Day Runner teaches students (grades 5-8) about time 
management "through games, exercises and role play," to encourage 
prîoritization and project planning. Students also learn "how to use time 
management tools such as to do lists and calendars." 



Title: Book It! 
Producer: Pizza Hut 
Description: Rewards students with ftee Pizza Hut pizza for achieving reading 
goals. 

Titie: Calculator Connections 
Produter: Hewlett-Packard Company Canada 
Description: Used by children in grades 4 through 6, contains a new math 
cumculum package including advanced HP graphing calculators with ovemead 
display units, training and materials for teachers are also provided. Desired 
outcome was to encourage girls to explore fields of maths and sciences. 

Title: Cat Care 
Producer: Ralston Purina Canada Inc. 
Description: Teaches responsible pet ownership and care. Kit includes sample 
boxes (empty) of Ralston Purina products as well as Ralston Purina 
advertisements. The major project for grades 5 to 8 is develop an ad campaign 
for Ralston Purina with the best campaign to be featured in Pop! Magazine. 

Title: C hanging 
Producer: Proctor and Gamble 
Description: Kit contains teacher's guide, student handbook, booklets for 
parents, sample P&G products and a video. Designed to inform students about 
puberty . 

Titie: Cookie Math 
Producer: Christie Brown and Company 
Description: Uses ORE0 cookies to help students learn about math. One 
activity instructs students to use the "non-standard measuren of a cookie to 
estimate their heig ht. 

Titie: Count Your Chips 
Producer: US National Potato Board and Snack Food Association 
Description: Teaches math through counting potato chips. 



Title: Creating Confidence 
Producer: Business Depot and Staples Business Depot 
Description: Uses drama and visual art activities to inspire confidence and self- 
esteem in children through learning about time management. Commercial 
components include a Business Depot write-on board, calendar, fund raising 
plan, and rebate offen. 

Title: "Decisions, Decisions" 
Producer: Dow Chernical Company 
Description: This 20 minute vide0 was produced in conjunction Elk Island Public 
schools, the Curriculum Resources bank, Sherwood Park Catholic schools, Fort 
Saskatchewan Catholic schools, and Dow. It was designed to "support the 
Environmental Quality curriculum for ninth grade science" in Alberta, by 
demonstrating "the many alternatives students can research during the formal 
decision-making process." 

Titîe: Decision: Earth 
Producer: Procter and Gambie 
Description: Students learn how consumer demand controls environmental 
concerns-for example, clear cutting is environmentally friendly and ecologically 
sound. 

Title: Looking Good.. . Feeling Great Lifestyle Dairy 
Producer: Gillette Canada 
Description: Health curriculum for teenagers that teaches students how to avoid 
a bad hair day, how to fioss teeth, and what deodourant is right to use. 

Title: Great Chocolate Experience 
Producer: Glenda Bequette 
Description: Students learn mathematical techniques by counting MBMs and 
Hershey's Kisses. 

Title: Jr. Jays Magazine and Kids Club 
Producer: Jr. Jays 
Description: Comic book style magazine designed to promote community safety 
and other issues. Wthin the pages are numerous ads and contests for various 
products. Jr. Jays also distributes candy and gum to students in conjunction with 
their magazine. Sponsors include Health Canada, the Bank of Montreal, Hubba 
Bubba, Kellogg's, Nestle, and the Toronto Blue Jays Major League baseball club. 



Title: Kernels of Knowledge 
Producer: Hunt-Wesson Corporation 
Description: Children learn about inventors who "made a difference," including 
Gregor Mendel, Louis Pasteur and Orville Redenbacher. 

Title: kidsworld Magazine 
Producer: kidsworld Marketing and Publishing Company 
Description: Similar to Jr. Jays, but much more glossy and directed at an 
elementary to middle school audience. Lots of product placement for music. 
rnovies, and food. 

Title: Literacy Connections 
Producer: Sears Canada 
Description: Workshop program that teaches parent how to help their children 
with reading skills. The kit contains a video and resource materials, and 
promotes Sears' Born to Read booklet by Ben Wicks. 

Title: Lookin' Good 
Producer: Armor All and Modern Educational Services 
Description: Argues that auto safety is enhanced by properly waxing one's 
vehicle with Armor All products. The kit includes product samples of Armor All for 
class distribution. 

Title: Math in My Worldfrhe 5 A Day Challenge 
Producer: McGraw-Hill School Division and Dole Foods 
(htt~://www.mrn hschooI.comlteach/math/mathinmworld/teachres~eblesson/we 
blesson.~ h~3?pro~rarn=4 &arade=l &cha~ter=3&lesson=6 and 
h t t ~ : / / w w w . d o l e 5 a d a v . c o m l f i v e a d a v c h a l ~ e .  htm) 
Description: This McGraw Hill math program. called "Math in My Worldn links to 
the 5 A Day Challenge site where children use the commercial site "to read 
about healthful foods, to write addition sentences and to solve problems including 
those involving addition." 

Titîe: Math in My World and Better Buys 
Producer: McGraw-Hill School Division and Europass Rail Program 1999 
(htt~:l/~.mhschool.comlteach/mathlmathinmworld/teachres~eblesson~eble 
sson.~h~3?~roaram=l &arade=6&cha~ter=I O&lesson=4 and 
httD:l~.eurorail.com/euro~ass. htm) 
hscription: This lesson is designed to familiarize students with a rail pass, and 
teach them " io find unit prices for various travel options, to compare values and 
find best buys, to make travel choices and detemine the best buy" 



Title: Math in My World and Everyone Counts 
Producer: McGraw Hill School Division and Ty Web Site 
(htt~:/lwww.mhschool.com/teach/math/mathinmw~rld/teachres~eblesson~eble 
sson.~h~3?~roaram=l &urade=l &cha~ter=6&lesson=l 
and htt~://ww.tv.com!) 
Description: This program is designed to teach numbers and basic graphic 
principles to children in grade one by having them count Beanie Babies from the 
official Ty Web Site. Students are asked to speculate why these animals are 
called "Country Cousins." 

Title: Money and Banking 
Producer: Royal Bank 
Description: Provides basic information about banking services such as writing 
cheques, using a bank card and registering an account. As images of banking 
materials contain Royal Bank logos and trade names. Originally, this kit was 
supposed to be aimed at girls as a form of personal empowerment through fiscal 
means. This package is also designed to meet the new requirements of the 
Ontario Ministry of Education and Training. 

Title: My Money lnvestment Club kit 
Producer: Bank of Montreal, in conjunction with Jr. Jays 
Description: Kit teaches basic principles of finance and the banking industry to 
students, connects themes with Bank of Montreal logos and brand names. 

Titîe: Personal Finance Portfolio 
Producer: Canadian Bankers Association 
Description: Classroom activities designed to help students develop personal 
finance planning skilk. Was created to support an episode of CBC's Street Cents 
television program. 

Title: Pop! (Protecting Our Planet) 
Producer: Scholastic 
Description: An acüvity and expedment based, factoid, ad-filled magazine 
aimed at elementary students. In one issue, there was a marketing survey asking 
question about product recall in the magazine. 



Titîe: Scientists and the Alaska Oil Spill 
Producer: Exxon Corporation 
Description: A classroom video produced after the Exxon Valdez ail disaster; 
suggests that the environmental impact was negligible. 

Title: ScreenAd 
Producer: ScreenAd 
Description: Not really curriculum. Screen saver program is placed on al1 of the 
computen in a school. The prograrn displays rotating ads and factoids when the 
computer is not in use. 

Title: Tale of the Great Bunny 
Producer: Cadbury Chocolate Co. 
Description: This package includes a teacher's kit, games, poem, web site, 
suggested activities, poster (resembling the in-store Cadbury display) and 
corresponds to a Y l V  special, "The Tale of the Great Bunny," al1 designed to 
teach children in elernentary school about the importance of Cadbury and 
Cad bury's products to Easter. 

TitJe: Tampax Health Education Program on Puberty and Menstrual Health 
Producer: Tambrands Inc. 
Description: Teaches students about puberty, with a specific focus on girls and 
menstruation. Contains a video, lessons, a student handbook, and product 
samples. 

Title: Traces of Today 
Producer: Dow Chemical and Modern Educational Services 
Description: Prernise of the video suggest that it is an environrnentally friend 
practice to burn combustible materials as a means of recycling. 

Title: Trans Canada Trail - "I'm a proud trail blazer." 
Producer: Tetra Pak Canada 
Description: Students create trail leaf logos designed to be used in a trail poster 
which can be sold to raise money for the school and for the Trans Canada Trail. 
Trans Canada Trail activities, such as walking the trail, as suggested as possible 
classroorn activities. Other activities include making word searches or 
crosswords based on the trail. 



Titte: Using Energy Wsely 
Produter: Ontario Hydro 
Description: Teaches students in grades 4 to 6 concepts of energy 
management. Desired outcome was to maintain current demand for electricity 
and to increase customer satisfaction. 

Title: When Everything Old is New Again 
Producer: Binney and Smith 
Description: Students l e m  different painting techniques and product familiarity 
as they "invent" a dinosaur of the future using the required Crayola products. 

Titte: Youth News Network (YNN) 
Producer: Athena Educational Partners 
Description: Not fully instituted-still in pilot stages. Closed circuit, satellite 
broadcast of current events news and advertisements to enrolled schools. 
Compensation includes equipment and a computer lab, but these materials 
remain the property of YNN, not the school. 
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1 This has recently changed. Glencoe, a division of McGnw-Hill, has created a 6'"grade math 
textbook containing questions that employ commodity brand narnes including Nike, M8M's and 
Oreo Cookies. 

ltalics are part of the original quotation. 
3 

4 
ftalics are part of the original quotation. 
ltalics are part of the original quotation. 
ltalics are part of the original quotation. 
The only choice one really has is to consume. The alternative is to ignore the entke system on 

which our society is predicated. One must break off ties fram the system, move to a place where 
they are free (which is difficult to do in a country that monitors where most of its inhabitants live 
viaa number of systerns--e.g.: census, taxes, health care, etc.) to ignore the system of 
cornmodities and consumption. Truly though, how does one even obtain the seeds for vegetables 
which have been unaltered by science? How does one obtain animals for husbandry without 
purchase from someone within the system? In practice one could not utilùe any tools created by 
the consciousness industry-monetary systems could not exist as we know them now, thus 
eradicating wage labour. 

ltalics are part of the original quotation. 
Data current as of Decembec 6, 1999. 
This information was provided by Pmctor and Gamble Incorporated. which purchased 

Tambrands in 1997. Questions regarding the Tampax teaching kit can be directed to 
ko~el .c l~~a.com.  
70 This information can be found on the instruction leaflet in boxes of oh. brand tampons by 
Johnson and Johnson. 
I l  Always brand products can be found on the world wide wed at htt~://www.alwavs.com. Kotex 
U n d  products can be found on the word wide web at htt~:/Avww.kotex.corn. 

Information about O.B. brand tampons can be found on the world wide web at 
htt~:liw.obtarn~ons.com/. 

14 
" KY jelly is a product of Johnson and Johnson. 

Please see ~~~D: / /www.D~ .co~  on the world wide web for more information on Pmctor and 
Gamble. 
'' Even if it is not true, it is true for the information presented here. The object is to build an 
argument in favour of one method over al1 others. Omitting infomation leads to the belief that 
ads cannot do the sarne things as tampons. 
The actual quote here is. 'lt is also hygienic, since the fingers do touch the tampon or the 

vagina," but it is clear that Tampax rneant to write 'do noï'based on the rest of their claims. 
l7 The topic is not really addressed until one reads the student handbook. 
l6 There are sevenl different types of nonedisposable feminine protection products available, 
including the other methods use by women for thousands of years! 
l9 This figure is based on the following equation (using the kit's average of a petiod length 4-5 
days (median of 4.5) and a tampon change every 4 to 8 hours (median of 6 hours) is 4 tampons 
er day plus 2 for the half day: 18 tampons per period times 12 months tirnes 35 years = 7,560. 

'O Once again, the intent was to daim that fingers 'do not" touch, but a printing enor makas the 
sentence read "do" touch. Argumentatively speaking, the sentence does not make sense unless it 
p y s  'do notw 

This has now been contemporized as "de jum or de facto" meaning ïwhether by right or not" 
At private institutions, students would have to pay additional tuition fees. 
In Canada, one must be 18 in order to register for a mmutual fund prognm. 
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