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INSTRUCTIONS

Study all three advertisements in Resource Booklet 91471R and choose ONE to answer ALL
parts of the question in this booklet. Use your chosen advertisement, as well as your own nutritional
knowledge and understanding, to analyse how food advertising influences food choices and well-
being.

The table below identifies advertising techniques used in each advertisement.
Choose ONE advertisement to answer the question.

Advertisement Tick ONE (v) Technique (1) Technique (2)
Uses nutrition information to gain Links food products or brands to a
MOO Chews D credibility particular lifestyle
: Implies that meal preparation and
KFC Magnum Offers promotional deals to . : "
Box Meal D purchasers mlém? are time consuming and
Chantel Projects an environmentally Uses nutrition information to gain
Organics
9 responsible image credibility
Granola
QUESTION

Analyse the influence of food advertising on people’s food choices and well-being by answering the
following parts. ¢

(a) Describe how advertising techniques (1) and (2) from the table above have been used in your
chosen advertisement.

Technique (1): b this O\o\de(ir'\sv/lené— +he (1\3‘15(01 oqupnc
S Used alor ., Tt alse Sau the grodadt s> f/2
flom 5'55/%}»@%‘@ st%iC'(cﬁé,a The (s“)jcs of tha
Vioduct has a fee s (s y.'@)eo%/zj o epdies popda(y
% ¢sfons bk wng=

Technique (2): (V! +his QOQU(fMS/VUZ/I‘?’ i+ oed iyt Ao nal
\nfo wot F.onm, T4 'Sa3 i+ \S ‘cerhified orgamcv
onek that 4 is free fiom préservaties GMo s cmd
S*&S/IHQ”HC PZS%«C&AZ; . On the ‘M'mjp Oof (Mq W/c;duc%
(+ scys Sulphite Free.



(b)
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For each of the two techniques that you described in part (a), describe TWO explicit features used
in the advertisement, and discuss how these features convey implicit messages.

Technique (1) :

Explicit feature (1): Word s - 0{30"‘-'(‘ :

Implicit message: The Word O(BOU’HC 13 Séhaiwf £ trmes in
this adJeryigwment, This it te aed people ) uow
Ahat is fiocduct s Complelty rativel agul i3 geochk
for yoo And el th v organ s stdck ia ther® wigd,
Explicit feature (2 (OO C hantal O¢ 9@/1?05 1080

Implicit message: This (080 for the ad of this prodeed §
Showss on thiy qdyaryismint , T4 hps aAree on dhe
(93@ and says the woerdt 0fgadic. This ‘(5—4;;1-‘;;6 nS that
Qﬂ,gfhirﬁ this yand wahes is ofdeic ,"\hg Y€€ Mahes ws

Ve A T A e RATS Premmaly (mag 2 re Stdiag W3
beiive +the y D Yeepesly (gL W are sHoWig

Technique (2)

Explicitfeature(1):EV!\)\(oWM’rb £riend | chmol;nj

"Nz 0wnd < certiA el orqaic” frer frem . ¢

Implicit message: TQ\\iﬂj ws Yhat 145 Nz ondd £cectified
srganic’ 1S letsing US fenoss we can €rust tot 14 (S
Df@quc : Saﬂi”ﬂ 4 S §ree From f‘ﬂ’!ingj lilge FeS’f’c'(‘7ij
Jives s ce good iollot+ +hat (4 (5 & 9= for Us.
Explicit feature (2): { maq £ Of e prodaer .

Implicit message: T)"@ Shoys oA feg> {\qu €5 OF thi ()[def4
to US qed ON these dis¢ient Producks 14 Fels us

o Wupn Fibre s int , \Whek Qrain breachfast ¢+
Alss Sags  UlphtR tree, Thea UpwWed US thy v

the imageor the Poduct So “yan Ao wWokk #(ovods
Gk Nave Aot in Y andh Wk GOo ek pudliurets
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(c) Explain how your chosen advertisement targets a specific group (or groups) of people, and
appeals to their emotions.

This Yaraed o glosy OF pecp that \Nhat to
haye a ©fganic breaktas+ ol to feel good
Abost  Whot Hy Qre eakins, With This ad W/ tisate
Couirey thold 14 15 NZ owend By cesticied QI0JIn
6290+hi5 cacl afRRLAYS [opls Emoticns Tl Couus
‘H‘-‘j can be Conkddpat 4 is o OcQanic Produck,

(d) Considering parts (a) to (c), analyse how the advertising techniques might influence a person to
buy the product, and how it could affect their well-being.

ATn B> advetispment Yhee s Shown the diferend
q‘m?es cF Gropold deee Jow can get.One Flavows
(5 apfle Clumpl . Someone v/zaD Do A Fluercedd %o
boy 1+ because Afpce Crumbte (s @ Aessesd  and e
Sowecke con Vo o heatly apeu Crambh®&  fol bleaks,
‘H\{ﬁ Wil he influencel to Uy .it. o Hhe Pa(‘[zdginj '
1 ales Says how Mueh Fiher 1S th (4 PO Secvy
and dhat + (sa Whele Aeain preal fest.

5"3"‘3 Yhes Pmdue* bmﬂ efeet+ Someoaes ,Wl@s‘lcql
We|(~being becuusge Hf\@ don 't kdews how M™Muoh
Shgos and Sald isip {4 beonue. only Y)he
Fiber is Said on the poclagiy .

On Yl lbottop of th abvertispens 1+ Soys

For a f eamb you ¢ Na{)(hj Plapt” eme one Mg i+
betsm thal bayiny ++ (s hejping, the plaat onh
fecel goost apest thm Slkes  orrectiqy thai
MeAql wu((ww_
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(e) Challenge the messages conveyed by the techniques in your chosen advertisement.
In your answer, consider:
. the credibility of the information
. the well-being of New Zealand society.

| belive that the nwiringl in fomu tior that was
QMo W)y are te\tb/e and 'H’!ON Hhis reee ct —r
i3 a Srganic Prodct %S%ﬁouh Bl chall e29e¢ this
infomottion iy 4had only£ibie aak Protein wos
told 4s WS Qo thad the anourd ot otbes inyedit.
sueh ag Sugay and Soll WLre Nox o(i‘s[/’/O(g,ea(
on ths adv&tsment T4 daoes saw dhat \& >
Lfree from FWSelUOH(‘.ﬂ?S{ GMes qugd SynthcdiC
peskicides Which i+ dh qires the [|0U3om thal 4
\S O wgale3 pradu{:ﬂL buts N2 cota not e
Con £ dead thar (b (5 (6a > Vecouse Ne ark
Nod b Hhr dmous OF Otler w3gi€nis AdoUy 1+ s
vt This s efreckring Nz Secity because pealix
st thirle ad Stganic ymeasns heo(l)rhfj wWhic k
Could Q. not loe 4w Case.
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The candidate shows understanding of advertising techniques by describing

1 04 explicit features. While there is an attempt to interpret the implicit messages of
these, it is repetitive and lacks depth. The candidate describes the impacts of
food advertising on physical and mental & emotional wellbeing.






