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Assessment Schedule – 2007

Home Economics: Discuss the influences of media messages on food choices (90533)

Evidence Statement

	Evidence
	Code
	Achievement
	Achievement

with Merit
	Achievement with Excellence

	Examples of  advertising techniques influencing food choices are discussed

Examples of advertising techniques influencing food choices are analysed

Examples of advertising techniques influencing food choices are critically analysed
Includes reference to advertisement(s) that demonstrate the use of the chosen technique, ie technique correctly linked with advertisements.

See Appendix for possible responses. 
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	Codes

Di = Discuss

An = Analyse

CA = Critically analyse

Rf = Refer to advertisement


APPENDIX 

Evidence for Achievement, ie Discussion (Di)

A discussion explaining how the advertising technique is used to convey messages to influence people is provided. 

Evidence for Merit, ie Analysis (An)

An analysis examining how the advertising technique could influence people’s food preferences, purchase and consumption is provided. The choice of technique is considered against other options.

Evidence for Excellence, ie Critical Analysis (CA)

As for merit, and the message(s) conveyed by this technique are challenged using reasoned argument(s). A conclusion is drawn.

Eg:  Targeting specific groups (Kelloggs, Ingham and Cenovis targeting parents of young children)

Discussion:

This technique is used by advertisers to focus on a selected group of consumers for whom the product has been designed ie the segment of the population likely to buy and / or eat the product. For example, the Kellogg’s Sultana Bran advertisement is targeting the mothers / caregivers of children over 5 years old, based on the assumption that the mother in the household is probably the food shopper and therefore it is in her interest to learn about food products suitable for her children. Attention is gained by the use of a photograph of an appealing child holding up a cereal bowl to be supposedly filled by mum, with a questioning look on her face and the text “what’s for breakfast Mum?” beneath the photograph. Advertisers know that mothers will want the best for their children and, therefore, have incorporated carefully selected nutrition information and facts about the needs of growing children, into the advertisement to inform the target group about the benefits of the product. The advertiser also attempts to convince mothers / caregivers that the product is highly suitable for themselves eg “You’ll love the fibre while they’ll love the crisp, malty flakes and plump sultanas”. The message that this product sends is that families cannot nutritionally afford to miss out on is very persuasive. Colour is used effectively to target women (mothers) with lavender and soft greens featuring as appealing text colours, and in the choice of pretty, floral sleepwear worn by the child. Children themselves would also be drawn to the advertisement because of the photograph used and the simple bold question in large font that most children of primary school age could read. They may draw their parents’ attention to this ad and ask to try the cereal that the little girl is obviously eager to eat. 

The Ingham Chicken advertisement also uses the technique of targeting a specific group – again the mothers of young children. The assumptions being made are identical, ie that mothers are likely to control the household food supply and are looking for healthy, convenient food products for the family. The emphasis in this advertisement is on convenience rather than nutrition, but the underlying motive to appeal to mothers in a bid to influence them to purchase the product is the same. The Ingham advert, like Kellogg’s, features a young child, this time in a humorous situation – a scene likely to capture every parent’s attention when flicking through a magazine. The image of a child is a subtle tool used by the advertisers to attract interest from the target group.

Analysis:

By targeting the mothers of school-aged children, Kellogg’s are keen to generate interest in their product based on information, ie nutrition information related to the needs of young children and how the product being marketed can help to meet those needs. The nutritional benefits of Sultana Bran are the main focus, with facts about nutrient functions in the body and RDIs being quoted. The heading “nutrition powerhouse” has definite positive connotations, and the specific identification of those nutrients concerned with energy production and growth highlight topics of particular interest to the parents of active, growing children. The facts and figures quoted are compelling evidence that this product is worth a second look. Mothers may even begin to think that their child may be “missing out” if they don’t offer Sultana Bran for breakfast. This technique of targeting specific groups (mothers) has been used because the advertisers are only too aware that the main food shopper for the family will in most cases be the mother, so she is the one they must persuade to purchase the product. This would be more effective than other techniques such as offering special value for money deals which could degrade the perceived quality of the product taking the focus away from the product’s nutritional value which is its main selling point.

The Cenovis advertisement likewise uses the technique of targeting parents. The key words “Helps Kids Focus” and the interesting use of plasticine models would make any parent sit up and take notice. It is the emphasis again on nutrition information, in this case related to physical and mental performance, that the advertisers hope will find favour with parents and influence them to purchase their product. Parents are led to believe, through very persuasively written text and the quoting of research on iodine, that there may be an academic advantage to providing their children with this product – they may learn better at school and achieve better results, and it may relieve irritability and stress. This all sounds too good to be true, but for the parent with limited nutrition knowledge it may seem to be the perfect answer – this advert is telling them everything they want to hear!

Despite some reasonably scientific (nutrition) information being included in both the Kellogg’s and Cenovis adverts, eg RDIs in the Kellogg’s advert (with no explanation as to what an RDI is), there is enough plain English used throughout the adverts to allow the information to be accessible to most parents. Kellogg’s has targeted mothers in particular probably because they are seen as the most powerful influence in the shaping of children’s food choices both in the present, and more subconsciously in the future. In a subtle way, Kellogg’s are actually targeting two groups of potential consumers – mothers / caregivers AND their children. If the advertiser manages to win them (mothers) over, that advertiser is likely to win over the children, and parents of the future as well. This then gives the advertiser more mileage for their advertising dollar.

Critical Analysis:

The use of the technique to target mothers / parents of young children is highly suitable for any type of product that has obvious advantages for children’s and / or family health. Kellogg’s has used this technique in conjunction with other techniques (eg the Sultana Bran advert uses not only nutrition information to gain support for the product but also endorsement by a reputable health-promoting organisation – note the Heart Foundation Pick the Tick label), to influence mothers to buy Sultana Bran for the family. The nutrition messages aimed at the consumer are very powerful.

The promotion of such a high fibre cereal to children could, however, be questioned. It is not advisable to give children excessive amounts of fibre because it can inhibit the absorption of some nutrients, eg iron, and is inclined to give them a feeling of fullness and lessen the desire for eating a wide range of other foods within the course of the day, ie, If a child was to eat a larger bowl of the cereal, he or she would have consumed significantly more of their recommended fibre intake for the day and may not want to eat other important nutrient-dense foods. More appropriate target groups could be adolescents, adults, the elderly, or pregnant women – all of whom have more need for dietary fibre.

A large number of processed breakfast cereals like Sultana Bran are fortified with vitamins and minerals and promoted as good food choices; but where nutrients have been added back into products to counteract losses from processing, bioavailability can be significantly reduced. For example, there may well be 15% of the RDI for zinc in the bowl of Sultana Bran, but absorption is likely to be much less than from foods naturally rich in zinc. All of these nutrients can, in fact, be gained from a well-balanced, varied diet. Mothers who lack this basic nutrition knowledge are being influenced to think that their children may be considerably advantaged by eating Sultana Bran, ie gives mothers the impression that this is indeed a “must-have” product. The Kellogg’s advertisement makes the big assumption that mothers actually serve breakfast to their children (what’s for breakfast mum?) and therefore have a strong influence over what their children consume. Indeed they can, but in reality, with the demands of busy lifestyles, many children likely get their own breakfast in the morning. In the absence of direct supervision from a parent, these children may not necessarily choose the healthy cereal in the pantry. A child with a choice between Coco Pops and Sultana Bran will not weigh up the nutritional profiles of each before choosing which one to eat! It is all very well to target mothers in the hope of influencing children’s food preferences, but modern lifestyles and outside influences are also powerful players in shaping the way young people eat.

The Cenovis advert also makes the assumption that parents don’t possess a lot of nutrition knowledge and, as a result of reading the text in the advert, may be influenced to buy the product, believing it to be in their children’s best interest in terms of enhancing mental and physical development. Kids Brain Power claims to be the ideal kids’ supplement, ignoring the fact that all the nutrients contained within the Brain Power product are in fact readily obtainable from a well balanced diet. Cenovis are promoting the product almost as a “quick fix” solution to children’s developmental and behavioural problems and use the phrase “what more could a parent ask for?” to hit home their persuasive message to the target market. The research quoted on iodine is used to enhance the credibility of the product. All that parents need to do to increase their child’s iodine intake is to buy and consistently use small amounts of iodised salt in meal preparation. This would no doubt be a cheaper solution than buying the Cenovis product, which is in reality a cocktail of vitamins, minerals and fish oil. The best “brain power” for kids will always be a varied and balanced diet from which nutrient absorption will be maximised. Cenovis realise that all parents want the best for their children so have convincingly promoted the idea of being able to improve brain power through a single supplement. Parents could be understandably wowed by the apparent benefits for their children but the message being pushed, in order to sell this product, is that it is okay to replace nutritious foods with pills. This is a misleading message. 

Eg: Offering special “value or money” deals  (Pizza Hut)

Discussion:

This technique is frequently seen in advertisements from fast food corporations. The Pizza Hut flyer promotes a meal deal emphasising “summer fun” and captures the attention of the reader by highlighting a bonus offer of cheap extra cornettos, with the intention of persuading the consumer to buy the meal on the basis of price and quantity – which at first glance may be perceived by the potential purchaser to be great value for money. This emphasis on a big, cheap meal is the main thrust of the ad and masks the total lack of nutrition information and guidance on portion size. The ‘summer fun’ aspect implies that fun in summer will be enhanced by indulging in a Pizza Hut meal deal. The vivid colours used on the flier and the close-up illustrations of the meal components are used to tempt the purchaser and are hard to ignore. The advertisers have managed to inject some “consumer hype” into the advert by using this technique and hope to influence people who like to think they are taking advantage of a real bargain.

Analysis:

The prominent positioning and large font size of the meal deal price is used to persuade people to purchase this product because of its value for money ahead of anything else. On closer inspection, people will find that the price tag is misleading. If the meal is delivered, which presumably most pizza meals are, and if it was being purchased for 4 people and two extra cornettos were required, extra costs would need to be added in the region of $5 – not such an attractive package for many potential customers if the true price of $34.90 was advertised. 

The “total package” idea is very persuasive – all is provided ie a main course, drink and dessert all in one, eliminating the need for any additional food preparation or sourcing by the consumer. The purchaser clearly knows from the advertising just what to expect in this deal, ie food items are listed and illustrations are used to clarify what each item looks like. Because “what you see is what you get”, the purchaser is made to feel well-informed and therefore comfortable with proceeding with an order. Purchase is made easy with the 0800 number for ordering by phone and the option of ordering online (website address provided). The consumer is offered the choice of picking up their meal from the local store or having it delivered. The convenience factor is a powerful selling point ie people are not even required to leave their homes in order to access a Pizza Hut meal deal. 

The special deal concept works well in the advertising of this product as it generates a certain amount of hype and excitement and influences people to make quick decisions to take advantage of the offer. Other techniques may have the effect of targeting a particular market more closely but possibly at the expense of reaching all population groups. This technique is wide-reaching and appealing. People, in general, like to believe they have struck a bargain and this advertising technique allows them to think that they have done so.

Critical Analysis:

This advertisement promotes the idea that the combination of foods being offered represents a normal balanced meal, because a main course, dessert and beverage are all part of the package. In reality, this is far from an ideal meal.

The Pizza Hut advertisement is promoting the consumption of foods high in fat, salt, and sugar in the Summer Fun meal deal. The total meal deal package is significantly lacking in ingredients from the fruit and vegetable group and promotes the drinking of sugary beverages as a standard meal accompaniment.

The advertisement implies that this meal may be eaten by two people because it comes with two cornettos – this equates to a large pizza per person, half a garlic bread and the sharing of a 1.5 litre soft drink between two plus a cornetto each – adding up to an over-sized extremely high energy, high fat, salt & sugar meal, which from a nutrition point of view is highly undesirable. It is suggested that for $2 extra (two more cornettos) the meal can be extended to cater for 4 people, but this is still promoting the idea that it is acceptable to eat hefty amounts of energy-dense food in the course of a meal. In the absence of any nutrition information or recommendations for acceptable portion sizes, one could conclude that it is irresponsible of Pizza Hut to advertise their products in this way. There should at the very least be more recognition of what constitutes a balanced meal in any meal deal promotion.

The fact that what is being offered is called a “deal” immediately influences people to assume they are getting value for money. Interestingly, Pizza Hut has not advertised the “delivered” price because this will put the meal deal up over the $30 price threshold, which could be a major deterrent for people. A person with a basic understanding of nutrition and some cooking skills could spend $29.90 more wisely in a supermarket and purchase sufficient food for at least two good main meals that would supply a superior range of nutrients than the one pizza meal – certainly much less fat, salt, and sugar. All in all, the Pizza Hut deal does not represent good value for money and certainly not good value for health. For some people, it will be the convenience factor that influences them the most to buy takeaway meals such as this, and to them the convenience of being able to order a meal is worth the cost – perhaps if Pizza Hut was to be more up front about the nutritional composition of their meal deal, the offer would be much less attractive and may influence consumers to seek out more nutritious convenience foods.
(Not limited to examples given)

Advertising techniques and advertisements that illustrate these:

	Techniques used by advertisers to influence people’s food choices
	Advertisements

	· targeting specific groups


	Anlene 
Weight Watchers

Munchables 
Sultana Bran

Cenovis
Coca-Cola
Ingham

	· offering special “value for money” deals
	Pizza Hut

	· making food preparation and cooking appear difficult and time consuming
	Ingham

	· making unhealthy choices appear “normal”



	Munchables
Pizza Hut

Coca-Cola

McDonald’s

	· showing endorsement from a reputable health-promoting organization
	Cenovis

Weight Watchers

	· appealing to people’s emotions


	Sultana Bran
Coca-Cola

Ingham 
Pizza Hut

Weight Watchers

	· using nutrition information to gain credibility
	Anlene
Sultana Bran

Munchables

Cenovis

	· using people who are high achievers in a particular field to endorse a product or brand


	Anlene

McDonald’s


