Kelloggs Ads
Kellogg of Canada launched an unusual ad campaign in the fall of 1996 to promote Special K cereal. A series of three ads, attacking the fashion industry’s ideal of beauty, were placed in English-speaking women’s magazines. The ads lampoon society’s obsession with extreme thinness, while stressing fitness and health as the key to a positive body image.

A spokesperson for Kellogg said the company decided to run the hard-hitting campaign after holding focus group sessions with young women between the ages of 18 and 26. The test groups expressed dissatisfaction with the media making women feel that they were never thin enough. They wanted to see a more well-rounded approach to health with an emphasis on feeling good about one’s weight.

The company took a low-key approach to the campaign, tracking consumer response to the first two humorous ads before running a third, more serious, one. Because of the extremely positive public response, in 1997 Kellogg released another set of Special K ads in the same ironic vein, this time featuring television commercials as well as magazine advertisements.

As part of the “look good on your own terms” campaign, full-figured Canadian recording artist Jann Arden has appeared on Special K boxes. Another 1999 television spot featured Jacqueline Izzard, a six-foot tall, 200 pound firefighter from Toronto.

Since its launch, the campaign has collected numerous industry awards.

Have a look at the collection of Kelloggs ads. There are six of them. In a group of three or less, analyze each of the six ads. Write some of your comments and observations on the pages with the ads. Once finished, discuss and answer the following questions together. Be sure you each record your responses.

1. Are they effective ads? Why?






2. Is the message clear? How so? Or why not?








3. This was considered a “risky” campaign. Initially, Kellogg ran “look good on your own terms” in English Canada only. Once the campaign appeared to be successful it was expanded to include Quebec and the United States. In what way is this campaign a risk for Kellogg?






4. By appealing to the intelligence and sense of humor of consumers, will these ads sell more cereal than traditional Special K* ads which exploit insecurities consumers may have about their bodies? Why do you think this is or is not so?







5. Who is this campaign targeted to? (Discuss how the “audience” for a marketing campaign influences content.)








6. How much do viewers’ values and knowledge influence the interpretation of this ad? In what way?

Handout: “Food for Thought”

Write a few sentences in response. 

Handout: “Ideal-beauty” Message Now Also Aimed at Men
One of the humorous television spots for this campaign features men in a bar obsession about their bodies as if they are women: “I will not freak out if I gain two pounds” and “I will not let my dress size determine my worth.” It is very funny, but researchers have found that body image obsession is no longer a women’s issue.

Read the article and respond, independently, to the following questions:


1. Do you think that body image is an important issue for men?




2. When men worry about their bodies, what are they most likely to worry about?




3. It’s no secret that advertisers promote standards of attractiveness and thinness that are almost impossible for the average woman to attain – would you say that this is true for men as well? Explain.




4. Where is pressure for men to look a certain way most likely to come from?




Handout: The Two Faces of Kellogg. 
Read the handout and respond to the following questions:


1. Why do you think Kellogg decided to use a more traditional campaign featuring Cindy Crawford in the United States?





2. Cindy Crawford is considered to be  statuesque for a super model, and she also has two children. Do you think that she is an appropriate role-model for the average woman? Why or why not?





3. In this article, an American ad executive is quoted saying “the key component missing [in the look good campaign] was the “inspirational” aspect wanting to look better, feel better than you actually are.” Do you agree or disagree with this statement? Why or why not?






4. Do you agree or disagree with the statement: “[Americans] truly do seem to buy into the “American dream” in all its forms, whereas we Canadians are just more willing to accept who we are and get on with it.”






5. Debate, with a partner or small group, the following question: “Is this apparent double-standard hypocrisy, or good business?”





Assignment:

There are a few newspaper articles to have a look at and read through. While you read them, make a few notes of comments or topics that interest you or surprise you. Once finished, brainstorm or consider what your response is to what you have read. For this journal response, you are required to write a (thorough) paragraph and find an article or ad that supports or refutes the topic of male body obsession and post it on the homework blog under the post for March 8, 2007. (For the ad or article, post the url link in your comment at the end.) These comments will be expected by Monday, March 12. The homework blog site is http://keenermarc.edublogs.org This will be evaluated as follows:
/4 thorough response to newspaper articles and reading 

/2 personal opinion expressed clearly

/5 example of male article or ad that focuses on male body obsession

/11 marks total

