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	1. Read the article by Zawn Villines, GoodTherapy.Organization correspondent.
How advertisements targeting women undermine body image

Women face overwhelming pressure to meet an often unrealizable “beauty” ideal. The result is that 80% of women report being unhappy with their appearance, and three-quarters of all women engage in some form of disordered eating such as crash dieting or skipping meals. Many companies have capitalized on this trend, offering a veritable cornucopia of products designed to “fix” women’s perceived flaws.

The advertisements for these products, however, frequently leave women feeling bad about themselves, particularly when images in these ads contain unrealistically “perfect” women. The overwhelming majority of cosmetic and clothing advertisements are digitally enhanced. Even Beyoncé fell victim to this practice, often called photoshopping, getting into a public dispute with H&M in early 2013 when the clothing retailer altered images of her modeling swimwear. But women are increasingly aware of the effects of digitally manipulated advertisements, and some retailers are abandoning the practice of presenting women with unrealistic images.

Photoshopping and other tricks

Although women continue to be bombarded with unrealistic — and perhaps even fake — images of models, the tide is slowly turning against photoshopping. Debenhams, a major British department store, recently announced that it will no longer manipulate images, even releasing photos demonstrating the “before” and “after” effects its previous photoshopping efforts had had on models’ appearance. The National Advertising Division, an  organization that makes recommendations for advertisers, has advocated for an outright ban on photoshopping in cosmetic advertisements.

Advertising tricks aren’t limited to photoshopping, though. The right lighting, heavy makeup, and clever clothing placement can leave models looking very different from how they look in real life. Some tricks mislead women about the effects of products featured in advertisements.

The effects of advertisements

Numerous studies have documented the negative effects that advertisements have on women, even when women know the ads have been altered. Women feel worse about themselves, for example, after reading advertisement-laden fashion magazines. Some women even resort to cutting out photos of extremely thin models as “thinspiration” for crash diets. According to research by sociologist Jean Kilbourne, regular exposure to advertisements can contribute to internalized sexism. Women may begin to see their appearance as the primary source of their worth, neglecting other interests in favor of the perpetual pursuit of aesthetic perfection.

Keeping self-esteem intact

Even if photoshopping is banned, women will be exposed to images of models who have been heavily made up, who benefit from excellent lighting, and whose appearance differs substantially from the average woman. Although this practice can feel unfair and even overwhelming, women can take steps to empower themselves and avoid the self-esteem-crushing effects of unrealistic ideals. These include:

• Avoiding magazines that are focused primarily on beauty or that contain a lot of advertisements

• Turning off the television during commercial breaks

• Contacting retailers and cosmetic manufacturers to complain when advertisements are misleading or psychologically damaging

• Focusing on health and physical fitness rather than weight loss

• Critically evaluating claims made in product commercials and ads

• Focusing on valuing yourself for personality traits rather than appearance

• Steering conversations with friends away from diets, makeup, and body shaming.

http://www.goodtherapy.org/blog/how-advertisements-targeting-women-undermine-body-image-0708137





	a) Find words in the text that mean the same as …
1) authentic (paragraph 1)

2) improved (paragraph 2)

3) forged (paragraph 3)

4) eliminated (paragraph 6)

5) confusing (paragraph 7)

6) features (paragraph 7)











	b) Explain the following sentences taken from the text.
1) “Many companies have capitalized on this trend, offering a veritable cornucopia of products designed to ‘fix’ women’s perceived flaws.”

2) “Women may begin to see their appearance as the primary source of their worth, neglecting other

interests in favor of the perpetual pursuit of aesthetic perfection.”

3) “Steering conversations with friends away from diets, makeup, and body shaming.”

















	c) Quote from the text to justify the following statements.
1) The majority of women do not feel fulfilled due to their general looks.

2) Photoshopping is becoming unpopular among several sectors in society.

3) Using tricky strategies, advertisers contribute to women’s dissatisfaction.

4) Crazy diets are often inspired by pictures of idealised women on magazines.





















	d) Answer the following question: Which strategies can women use to overcome self-esteem problems caused by advertisement?












	2. Read the following text with a teenager’s opinion on consumerism.
Is consumerism contagious?

By Michelle P.

Every day we are surrounded by consumerism. It seems as though everywhere we look there is an advertisement. Outside, billboards, and store windows flaunt the latest iPOD, the most deluxe phone, and the coolest new drink. Society has made it so that everywhere we turn we are the targets of endless marketing and promotion. Our world has become a vortex of excessive buying and materialism. It is easy to get swept up in all the consumerism that surrounds us, but how does this affect our economy and our world? It seems that the entire world has been bitten by the spending bug, and the epidemic is spreading faster and farther then we can stop it. Unless we keep materialism under control, there is no telling how long it will be before our spending habits spiral out of control.

Superfluous daily spending has become customary in our society. It is typical for the average person to purchase a four-dollar cup of coffee, or a ten-dollar sandwich. This behavior is ok when it is practiced in moderation as an indulgence, but when this behavior is repeated every day, the spending begins to be a problem. Many people purchase a coffee before work, a sandwich and drink for lunch, a snack later on, and that afternoon, coffee just to “keep them going”. This can add up to 25 dollars a day on food alone. When folks begin to spend extra money on unneeded luxuries such as “iced non-fat mocha caramel lattés” and “grilled vegetable and tofu panini sandwiches”, expenses add up fast. People have begun to spend over fifty dollars a week on coffee alone. This, never mind the ridiculous amount of time they spend waiting in the drive through line, is absolutely crazy.

In the end, what have you gained? You have spent a reasonable amount of money to ingest the finest food and drink; yet all you have really done is pay the companies that make these items “necessities”, and brainwash you into believing that four dollars is an expectable price to pay for a beverage. By buying into these fads, we as consumers are only escalating this spending to another level. We the consumer have the power to dictate the level of consumerism in our society. After all, is it not us who goes out to empty our pockets for the latest iPOD, video game console, or G.P.S system? Don’t we then possess the power to eliminate the control that consumerism has on our society? Unfortunately, many have failed to realize the trance that we are in.

Not only has consumerism made our wallets thinner, but it is also making our world impersonal. As more and more money is being poured into the electronics field, people are being replaced by machines. At the grocery store, it is now possible to be checked out by an automated register, and get your money from automatic tellers. Everyone is communicating online or in text messages, once again cutting human interaction out of the picture. As more emphasis is being put on gadgets and fads while less is put on people, our planet is quickly becoming a cold and materialistic place.

Consumerism is a big problem in our society today. Although the blame cannot be solely placed, we the consumers have the power to stop it. Our need for the best is creating a world where items are overpriced, luxuries are perceived as necessities, and automatons are quickly replacing people. We must change our perception of the words “essential” and “important” if we are to fix this problem. We have the power to resolve the challenge of materialism in our society; the only question remaining is will we succeed before it is too late?

TeenInk. Retrieved from www.teenink.com/opinion/all/article/26735/Is-Consumerism-Contagious/
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	a) Say if the following sentences are TRUE or FALSE according to the text. Quote from the text to support your answer.
1. People are consuming too much at a fast pace.

2. A n epidemic disease is spreading due to advertising.

3. Urgent measures must be taken to slow down consumption.

4. People buy the most recent electronic devices because they have lots of money.

5. Consumerism is turning the world into an impersonal and cold place.

























	b) Explain the expression “... the entire world has been bitten by the spending bug...”










	c) Explain the expression “... many have failed to realize the trance that we are in.”










	d) Find words in the text with the same meaning as…
1. exhibit (paragraph 1)

2. trends (paragraph 6)

3. exclusively (paragraph 5)











	e) The title of the text you have just read is a question. Can you answer it?










	3. Read this opinion article by Jonathan Kent carefully.
Ban all advertising aimed at young children? I say yes!

How on earth did we come to this? We protect our children obsessively from every harm, we vet every carer, teacher or doctor with whom they come into contact, we fret about their education, their development. Yet despite all this, one group, which in no way has their best interests at heart, has almost unfettered access.

We seem to take it for granted that advertisers and marketeers are allowed to groom even the youngest children. Before children have even developed a proper sense of their own identity, or learned to handle money, they are encouraged to associate status and self-worth with stuff, and to look to external things such as fame and wealth for validation. We’re turning out legions of little consumers rather than young citizens who will value themselves for what they contribute to the society 

in which they live. If you inculcate the values of the consumer society from childhood then it’s no wonder that those of the “big society” fail to take root. The one surely precludes the other.

Like so many aspects of parenthood we only grasp the full reality of pester power when we experience it first-hand, in my case when my son, now six, mastered the TV remote. When he’d watched only the BBC’s CBeebies he was largely shielded from the effects of advertising. Once he’d found the commercial channels, it was like watching the consumerist equivalent of crack take hold. The adverts would come on. A minute later there would invariably be a demand for something that had just been advertised — anything, so long as it wasn’t pink and didn’t involve fairies. Then there would be the tantrum when I said no; this from a boy who had never been prone to tantrums.

Many psychologists suggest that this emerging cradle-to-grave consumerism is contributing to growing rates of low self-esteem, depression and other forms of mental illness. But not all psychologists 

agree. There are plenty working hand in glove with a £12bn-a-year industry that has turned the manipulation of adult emotions and desires into an art form — often literally. It’s also one that’s forever developing new ways to persuade our children to desire the material morsels dangled before them, and because of advertising’s viral effect they only need to infect a few to reach the many.

Of course there will be plenty of objections to an outright ban on advertising to the under-11s. There will be those who argue that would be a breach of freedom of speech. There’s the “it’s technically impossible” objection, though the same software that helps online advertisers stalk us can filter out groups such as children too. Other countries, including Norway, Sweden, Greece as well as the Canadian province of Quebec, already have bans, particularly on TV ads.

Then there are those who will claim it would drive some businesses under. That’s both an admission that pester power works and ignores the counter-argument that a business that has to bypass parents in order to sell its stuff really needs to raise its game. Target me, not my six-year-old. I’m the one with the money. If you can’t persuade me your product is worth getting, it probably isn’t, so make something better.

Most parents hate what advertising does to their children. We have the power to end it and let our children grow up free from many of the pressures of consumerism until they’re old enough to make their own decisions. And though advertising is only part of an all-pervasive marketing culture we need to make a start somewhere. Let’s ban all advertising targeting children of primary school age and younger now.

http://www.theguardian.com/commentisfree/2013/apr/11/ban-advertising-young-children-yes (abridged and adapted)





	a) Find words in the text that mean the same as…
1) scrutinise (paragraph 1)

2) excludes (paragraph 2)

3) understand (paragraph 3)

4) protected (paragraph 3)

5) inclined (paragraph 3)

6) contagious (paragraph 4)











	b) Explain the following sentences taken from the text.
1) “Yet despite all this, one group, which in no way has their best interests at heart, has almost unfettered access.”

2) “If you inculcate the values of the consumer society from childhood then it’s no wonder that those of the “big society” fail to take root.”

3) “Many psychologists suggest that this emerging cradle-to-grave consumerism is contributing to growing rates of low self-esteem, …”

















	c) Quote from the text to justify the following statements.
1) Even though parents try to protect their children from all problems, they neglect the harmful effects of advertising.

2) Marketeers teach young children to value wealth over the values of society.

3) Not all psychologists agree on the nefarious effect of consumerism.

4) It will be very complex to prohibit advertisement targeted at children.





















	d) Answer the following question: When did the author realise the effects of pester power? In what   ways?












	4. Read the text carefully.
Children and advertising

The ASA (Advertising Standards Authority) regulates UK ads to ensure they are truthful and socially responsible. A crucial part of that process is putting the protection of children at the heart of our work.

There is no escaping the fact that we live in a commercial world. This brings with it the potential risk of children viewing harmful or inappropriate material. However, while not everyone will agree, it is generally accepted that children are legitimate consumers who have the right to see and hear what advertisers have to say.

Our role, therefore, is to make sure that the ads targeted at or likely to be seen by them are appropriate and do not cause harm. The advertising rules surrounding children are deliberately strict. This is because children are generally more credulous and lack the experience of adults to engage, critically assess and cope with commercial images and messages.

The ASA will not hesitate to ban any ad that could result in a child’s physical, mental or moral harm. Fortunately, the majority of advertisers are committed to preparing ads in a socially responsible way and working with us to get their ads right.

This does not mean, however, we can ignore the reasonable concerns from various sections of society, including Government, health groups, family organisations and parents about various aspects of advertising and its potential impact on children.

Over the years the rules designed to protect children have been significantly tightened in response to societal concerns and evidence, for instance about unhealthy diets and underage drinking. Most recently, political concerns have been expressed at the highest level about the commercialisation and sexualisation of childhood and the role that advertising may play in that.

The ASA has actively responded to this debate. We’re taking a tighter line when considering complaints about “sexualised imagery” in outdoor advertising where children are likely to see it; have created a dedicated parents page on our website as well as a leaflet guide on the rules and how to complain, and have teamed up with other media regulators to launch ParentPort — a website that provides straightforward information on what parents can do if they feel they have seen or heard something inappropriate for their children in the media.

ASA. Retrieved from www.asa.org.uk/News-resources/Hot-Topics/Children-and-advertising.aspx
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	a) Find words in the text with the same meaning as...
1. pernicious (paragraph 2)

2. rigid (paragraph 4)

3. deal (paragraph 4)

4. restrained (paragraph 7)













	b) Find antonyms for the following words in the text:
1. misleading (paragraph 1)

2. skeptical (paragraph 4)

3. allow (paragraph 5)

4. indirect (paragraph 8)













	c) Explain the sentence “A crucial part of that process is putting the protection of children at the heart of our work.”








	d) Explain the sentence “There is no escaping the fact that we live in a commercial world.”








	e) Does everyone share the idea that advertising can be dangerous for children? Justify your answer.












	f) What are the potential risks involved in watching certain ads?












	g) Identify the aim of ParentPort.












	h) Is there an organisation similar to the ASA in your country? What is its name? Describe its activity.












	i) Do you remember any ad that you have considered inappropriate? What was it about? Describe it.
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