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Advertisements R Us
MELISSA RUBIN

onsknssmsms ARE WRITTEN IO persuade us— o make us want to
support a certain cause, buy a particular car, drink a specific kind of

soda, But how do they do it! How do they persuade us? Since the beginning of
modern consumer culture, companies have cleverly tailored advertisements
to target specific groups. To do so. they include text and images that reflect
and appeal to the ideals, values, and stereotypes held by the consumers they
wish to attract. As a result, advertisements reveal a lot about society. We can
learn a great deal about the prevailing culture by looking closely at the deliber-
ate ways a company crafts an ad to appeal to particular audiences.

This ad from the August 1950 Coca-Colo Bottler magazine, a trade mag:
azine for Coca Cola botders (fig. 1), features a larger than-lfe red Coca
Cola vending machine with the slogan “Drink Coca Cola— Work Refreshed”
(Coca Cola). Set against a bright blue sky with puffy white clouds, an overlargé
open bottle of Coke hovers just to the right and slightly above the vending
machine. next to the head of “Sprite Boy.” a pixie-ish character and onetimé
Coke symbol, who sports a bottle cap for a hat. Sprite Boy's left hand gestures
past the floating Coke bottle and toward a crowd congregating pefore "_fi % uwdknmre Bact 6
vending machine. The group. overwhelmingly male and apparently all whited R . .- ossir thst re s ’,m ‘-\';)I‘kv LE

{ bt e frendinn 30l Gt oe del Coutio tinda

includes blue collar workers in casual clothing, serviceme

r in uniform, !
i 0t

1! 1950
ad from Coca Cola Bottler magazine (Coca-Cola)

MELISSA RUBIN, an English major at Hofstra University, wrote this analysis® ing

an early draft of this chapter.
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Coca-Cola has been identified with main-
stream America. Born from curiosity and experimentation in an Atlanta
pharmacy in 1886, Coke's phenomenal growth paralieled America's in the in-
dustrial age. Benefiting from developments in technology and transportation,
by 1895 it was “sold and consurmned in every state and territory in the United
States” (Coca-Cola Company). in 2010, Diet Coke became the second-most-
popular carbonated drink in the world . . . behind Coca-Cola (Esterl). in the
immediate post-war world. Coke became identified with American optimism
and energy, thanks in part to the company's wartime declaration that “every
man in uniform gets a bottle of Coca-Cola for 5 cents, wherever he is, and
whatever it costs the Company” (Coca-Cola Company). To meet this dictate,
bottling plants were built overseas with the result that many people other than
Americans first tasted Coke during this war that America won S0 decisively,
and when peace finally came, “the foundations were laid for Coca-Colato do

business overseas’ (Coca-Cola Company).
Given the context, just a few years after World
of the Korean War, the setting clearly reflects the idea that Americans experi-

enced increased industrialization and urbanization as a result of World War L.
Factories had sprung up across the country to aid in the war effort, and many
rural and small-town Americans had mo
in search of work. In this advertisement, the buildings
lizing a sense of community and the way Americans
win the war.
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red machine. Sprite Boy's size and placement in the ad makes him app
like, as if he, the embodiment of Coca-Cola, is a powerful force unitin,
refreshing—hardworking Americans, The placement of the v
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this profound change. At the time,

the suburbs. but nothing in the ad hints at
tly in urban areas and associated in

offices and factories were still located mos
Americans minds with cities. and the ad clearly reflects this perspective. In ad-

dition, it presents smoke pouring from factory smokestacks in 3 positive light,
with no sign of the er\vironmental damage that such emissions cause, and that
would become increasingly clear over the next few decades.

Another important factor t0 consider: everyone in the ad is white. During
the 1950s, there was still a great deal of racial prejudice and segregation in the
United States. Coca-Colawas attuned to white society's racial intolerance and

d 1o depict what they undoubtedly saw a3 average Americans,
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Thinking about the Text
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