Advertising
Task 1 – Advertisements – What are the following pictures advertising?

Look at the three advertisements below and think about which product or service each image can be used for. Try to be as creative as possible.
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Task 2 – Advertisement Discussion
Discuss how companies advertise the following products: 

Toothpaste
 
Cars 

Mobile Phones 


Shampoo 

Skin Cream

Task 3 – Reading: Unsuccessful Advertising Campaigns
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LifeLock is an identity theft prevention company that detects fraudulent applications for credit cards, mortgages and car loans placed in their clients’names.

LifeLock CEO Todd Davis was so confident in the company’s ability to protect sensitive information that it publicized its services with a television advertisement, in which a van drives by with his real, actual social security number illustrated on the side, all but daring criminals to use it.

A number of identity thieves not only took the dare, but used the information successfully multiple times. In two cases reported in the Phoenix New Times, a Texas man used the social security number to take out a $500 loan and another in Georgia used the CEO’s information to open an AT&T wireless account. Davis knew nothing about either instance until the collection agencies started calling him.
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The Plan: Market the Renault by drawing on its similarities to pears, since they’re kind of the same shape.

The Story: Deciding that likening an ugly car to an ugly fruit was a good idea, French automaker Renault tried to launch a campaign that compared the Renault 14 to a pear. The fact that “poire,” in French, can mean both pear and gullible was apparently lost completely on the manufacturers, as was the fact that no one really wants a car that looks like a pear. On top of this, the car had an issue with body corrosion, leading people to start calling it “the rotten pear.”
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There is the old saying, “if it ain’t broke, don’t fix it.” Well, the CEO at Coke probably never heard this saying when he decided to switch its old formula and create a new one to compete with Pepsi’s extremely successful “New Generation” ad campaign in 1984. If the original name, “New Coke,” was bad enough, they changed it to “Coke II” when it was released to the supermarkets, as if it was a bad sequel to a Keanu Reeves movie.

The reception of this new Coke was negative, to say the least. Here is a number: 400,000. That is the number of letters and phone calls received by Coke in first couple of weeks, criticising the new product. This is 1985, when you had to go to the trouble of handwriting and sending a stamped letter.
Needless to say, Coca-Cola rebranded the product “Coke Classic” in 1985 and sold more than New Coke and Pepsi combined.
Checking understanding
1. Why did Todd Davis use his real social security number on the side of the van?

2. What problems did Todd Davis have with identity thieves?

3. What two things did the manufacturers of the Renault 14 not consider?

4. What does the phrase “If it ain’t broke, don’t fix it mean?”

5. How did coke correct the mistake of New Coke?

______________________________________________________________________________________________________
Task 4 – Creating an Advertising Campaign

Work in groups of three. Your teacher will give you a table containing information about three different drinks companies. Each read about one of the companies, then tell your other group members about it.

Listen to each other’s descriptions, then together choose one company for which you will create an advertising campaign.

You must design a 1-minute TV commercial to advertise the product. Bear in mind the following criteria: target market, slogan, brand image, logo. Be as creative as possible. Think about the characters, celebrities and images you will use to promote the product.

Present your advertising campaign to the rest of the class.

