DANIEL YIM
Media Assignment

English II—7

Due: 1/13/04
PRINT ADS – “BEST BUY”
Place found:
PC Magazine, Issue of Fall 2004
Target Audience:
Technology enthusiasts

Visual Techniques:

An Asian surfer rides on a blue wave that is made of a collage of many high-tech equipment sold at Best Buy.

Propaganda Techniques:

Transfer
Subliminal Messages:

Best Buy has all of your technological needs to stay on top of the latest gadgets.
Overall Impression:

This ad was very vivid. The tint of blue especially caught my interest, as a technology enthusiast, and the image constantly lingered in my mind days after seeing it. Surfers tend to be known as “cool,” thus the entire vibe of this advertisement makes the reader want to be “cool” and go to the nearest Best Buy for the latest gear in technology.

PRINT ADS – “NAPSTER”

Place found:

PC Magazine, Issue of November 30, 2004

Target Audience:

Music downloaders
Visual Techniques:

A cart with CDs stacked mountain-high sits in a black asphalt parking lot in front of a music store, and on the top of the ad, an industrial-like typeface states that “there’s no million items or less lane.” The low camera angle makes the cart and the CDS seem so high and endless.
Propaganda Techniques:

Glittering Generalities

Subliminal Messages:

Napster can supply you with an unfathomable amount of music available for download.
Overall Impression:

The advertisement conducted a great show of creativity, all while drawing the attention of the music download fans. 
PRINT ADS – “MCAFEE ANTIVIRUS”
Place found:

PC Magazine, Issue of November 30, 2004

Target Audience:

PC users
Visual Techniques:

As a car rushes by a curb with a puddle of water, a freeze-frame of water splashing on the man walking on the adjacent sidewalk is pictured; however, a bubble protects him from the unwanted water, and the water is repelled. It is a creative use of image editing.
Propaganda Techniques:

Security
Subliminal Messages:

McAfee Antivirus will protect you from the harm the Internet can bring.
Overall Impression:

The illustration is a great way to visualize the amount of security McAfee has to offer for the average PC user. Located below the picture, a bold-faced text says “Imagine if McAfee could protect you from other threats the way it protects you from security threats.” The punchline was interesting and also alarming for someone like me, a regular PC user, to be thought “vulnerable” to the threats.

PRINT ADS – “MSN GOLF”

Place found:

PC Magazine, Issue of May 4, 2004

Target Audience:

Computer users
Visual Techniques:

A man in a “MSN butterfly” suit stands next to a golfer guiding his next move. Below, two lines of text read: “WEEKENDS…Made better with MSN.”
Propaganda Techniques:

Glittering Generalities

Subliminal Messages:

The Microsoft Network (MSN) can save you more time to relax and enjoy your weekends more effectively.
Overall Impression:

Although one must log on to the referred website to figure out what MSN exactly is, the use of golf to symbolize free time works well. The illustration is effective in addressing the types of services MSN has to offer by displaying the names of the services in the background of the caption below the image, and one would be interested and would log on the website for more information.

PRINT ADS – “SAMSUNG LCD”

Place found:

PC Magazine, Issue of December 14, 2004

Target Audience:

Computer users in search of a clear screen LCD
Visual Techniques:

A diver is found mid-air, but the “water” he is jumping into is a blue screen on an LCD monitor. The image editing makes it very appealing.
Propaganda Techniques:

Glittering Generalities

Subliminal Messages:

Samsung provides an LCD that can prove the currently available unrealistic, unclear images of a typical LCD monitor obsolete.
Overall Impression:

Most computer users complain that although space is saved, LCD (“flat”) screens lack the clarity and quality of traditional CRT (“normal,” “large”) monitors—thus, sacrificing efficiency for ergonomic interests; this advertisement fuses together both benefits the audience wishes to have. Samsung creates a visualization to prove the common claim wrong by introducing an LCD screen that is up to par with the realism and clearness of a CRT and the ultra portability of a typical LCD.
TV ADS – “HILTON FURNITURE”

Name of Product:
Hilton Furniture
TV Channel and Time of Day:

WB 39; 6:45 PM
Summary:

A grown man with a chainsaw advertises the low prices on brand-name mattresses as he motions cutting the prices with a chainsaw in his hand. A short glimpse of a little boy with a toy chainsaw is played as well.

Characters:

A spokesperson with a chainsaw, who has a jumping excitement in advertising his inventory, and a little boy (his son) with a toy chainsaw advertise mattresses together.

Music and/or Sound Effects:

“Swish” and “swooshing” sounds as prices are shown; 
Visual Techniques:

A regular shot is used in an amateur lighting fixture and set.
Target Audience:

People seeking for furniture
Propaganda Techniques:

Bandwagon – A text pop-up states “80% of our business is from repeat or referred customers”
Subliminal Messages:

Everyone else comes back (repeat sales) to Hilton’s low price mattresses, why not you?
Overall Impression:

Hilton furniture has created a series of similar ads of the spokesperson always cutting down a mattress for no reason; this ludicrous and mindless activity spurs the audience to check out Hilton furniture and seek the robust personalities there, and in the meantime, they can also save money on mattresses.
TV ADS – “ALL LAUNDRY DETERGENT”

Name of Product:

ALL Stain Remover
TV Channel and Time of Day:

FOX 26; 4:00 PM
Summary:

A cartoon speaks out about her sister while doing her laundry, “why do my clothes never look like what it was before I let her borrow it?” Then a thought bubble appears next to her and her sister is shown walking down a sidewalk under a painter’s bucket of paint. Although she manages to dodge the paint, a truck labeled “Raspberry Pies” with its bed full of blue pastry nearly misses hitting her on the street, and as the truck continues on a crossroad, it nearly misses a milk truck. Together, they collide into a building titled “Mexican Salsa” and a flood of brownish, bluish, and whitish liquid oozed out into the streets and eventually hitting the sister.
Characters:
One character is a cartoon character who is puzzled by her sister’s incorrigible habits of getting her borrowed clothes dirty, and the other is a sister who is bound to get into nasty stain-setting situations.
Music and/or Sound Effects:

Light, trendy music; sounds of horns as the truck passes by; a huge explosion as the factory is blown up
Visual Techniques:

A cartoon with two scenes using mellow but various colors, low-key lighting and a low-angle shot
Target Audience:

Anyone who gets stains and does laundry
Propaganda Techniques:

Humor
Subliminal Messages:

ALL brand detergents are bound to get the nastiest stains out of your clothes.
Overall Impression:

This advertisement was a great way to visualize the how stains get on clothes through an artistic spectrum of humor; it reaches its audience through a woman’s voice, in which fits the stereotype that most mothers do the family’s laundry.
TV ADS – “MOBILAIR” 
Name of Product:

Mobilair
TV Channel and Time of Day:

FOX 26; 7:05 PM
Summary:

A narrator in the background asks if the audience would want a plug-in air freshener more available around the house, and then a woman in a typical home standing next to a man proceeds to walk up to a socket and pulls out a air freshener; however the wire remains on the freshener and as the woman continues pulling, the wire tears apart the wall and the ceiling. The man stands back fascinated at what is happening.
Characters:
The female character wants the smell to be more available in other parts of the house where there is no plug, and begins to pull to get the result; whereas the male character just stands and watches.

Music and/or Sound Effects:

Tearing/ripping sounds as the wire is pulled from the wall
Visual Techniques:

High-key lightning and a regular shot; the set is modified to enhance the reality of the wall being torn apart
Target Audience:

People who want scented air that is not limited to a wall plug
Propaganda Techniques:

Humor
Subliminal Messages:

You can take the fresh scent of Plug-Ins and declare freedom from the wall with Mobilair.
Overall Impression:

Though a little extreme, the ad uses humor as a woman tries to get the smell someplace else. The battery-powered product is effective in what it can/will do and to who they are targeting to.
TV ADS – “HOVEROUND”

Name of Product:

Hoveround
TV Channel and Time of Day:

CBS 2; 11:09 PM
Summary:

An elderly couple with giant grins on their faces is seen riding along a sidewalk on their Hoverounds, which is a electric-powered wheelchair with a circular base. Soon, a background voice questions the audience if they would like this convenience, and then the ad shows short clips of all the features of a Hoveround has along with elderly people happily using it. They also state “everything is possible with the Hoveround,” and the ad includes “a free info kit and a test drive if you call today!”
Characters:
Many “average” elderly people are using the convenience of the Hoveround and are pictured doing every day things.
Music and/or Sound Effects:

Light music; subtle motor hums from the Hoveround
Visual Techniques:

High-key lightning
Target Audience:

The elderly or disabled viewers
Propaganda Techniques:

Testimonial, Glittering Generalities; Bribery
Subliminal Messages:

The Hoveround offers more versatility than any other wheelchair.
Overall Impression:

The Hoveround has the ability to move perpendicular to the course of direction that one is facing, and that quality is valued for the disabled, compared to the traditional wheelchair, where an effort to move to the left or right is required. The ad is effective to the audience it is speaking to.
TV ADS – “CENTRAL FORD”

Name of Product:

Central Houston Ford
TV Channel and Time of Day:

FOX 26; 5:15 PM
Summary:

An explosion on the screen occurs as fast-moving text appears on the screen labeled “CENTRAL FORD.” A large display of many trucks is shown shortly after. A flash flood of text and an F-150 is shown. The text contains “0% APR, NO INTEREST,” and after that, a giant 3D text saying “BAD CREDIT…NO CREDIT…OK!” drops onto the screen.

Characters:
Only an enthusiastic narrator and an overabundance of American cars are the characters in this ad.
Music and/or Sound Effects:

Hard rock music is played in the back to show “toughness” and “ruggedness” of trucks and Ford products.
Visual Techniques:

Animation and fade transitioning is used; high-key lightning of trucks and natural lighting of a truck driving uphill is used as well.
Target Audience:

Any person interested in buying a truck
Propaganda Techniques:

Bribery
Subliminal Messages:

Come buy a car at Central Ford for no interest and 0% APR.
Overall Impression:
The advertisement was effective in its “rough” appeal, and therefore, the target audience will more than likely buy it. The bribery of 0% APR and the invitation of people with bad credit history helps as well.
TV NEWS ANALYSIS

Station Watched: WB 39
Date: 1/10/05

Time: 9:00 PM
	News Stories
	Time
	Newsworthiness
	Thoroughness
	Fairness

	Yates Trial
	8:00
	3
	5
	5

	Teachers caught helping cheat TAKS test
	1:27
	4
	4
	5

	Ohio’s electoral votes and Bush’s presidency in question
	0:20
	2
	3
	5

	Tsunami statistics/story
	1:45
	4
	3
	5

	New Attorney General is in office
	0:30
	2
	4
	5

	James Brown Rape Trial
	0:30
	3
	3
	4

	Outcast is creating a movie
	0:20
	1
	3
	4

	Diamonds at the Museum of Fine Arts
	2:03
	2
	4
	5


TV NEWS ANALYSIS
STATION ANALYSIS:

WB news offered a wide variety of content. Although the stories were brief, they all use a good spectrum of thoroughness; but the newsworthiness in the stories lacked any reason to air and did not spark my or a concerned citizen’s interest.

OVERALL ANALYSIS OF THE NEWS STATIONS:

The number stations of who shared similar stories were variable; our group found both a high and low number of similarities between the four stations. After a briefing of each station, my group and I have decided that channel 11 (CBS, KHOU) was the best channel for its thoroughness, fairness, and newsworthiness. Channel 11’s stories were a half of similar stories shared with the other stations and a half of dissimilar stories which were critical and worthy of being broadcasted. For instance, the mayor’s decision to offer free towing on Houston freeways is more newsworthy than a dog that can walk only on his hind legs.
