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ABSTRACT 

 

Youth today experience and engage with varied, changeable and multifaceted 

media formats in their everyday environment. Media literacy education promotes 

and provides learning opportunities for adolescents to read, analyse and evaluate 

media messages in order to be literate mass media consumers. A discussion of 

media literacy and advertising on a theoretical level, as well as the analysis of 

two British/Irish television commercials is a necessary precursor to the 

development of an effective quasi-experiment involving 502 students of eleven 

secondary vocational schools for agriculture in Austria aimed at finding evidence 

of the impact of media literacy on adolescents. This study involves an in-depth 

examination of these components and their convergence. Findings demonstrate 

the application and advancement of media literacy in order to show its potential in 

improving education. 
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1 INTRODUCTION 

Checking the mails on the Internet, watching videos on You Tube, posting news 

on a Facebook account, listening to pop songs on an iPhone or even 

downloading information from the Internet – all and even more of these activities 

play central roles in the life of an adolescent. With regard to all these different 

streams of information the questions are whether adolescents are aware of the 

power of the media, in which ways they do show a certain amount of media 

literacy and how the teaching of media literacy influences students´ 

understanding of the media. These issues are of central importance when 

considering adolescents as mass media consumers. 

 

Recognizing the great importance of teaching media literacy, which gives 

students the chance to work with media formats in a variety of ways and provides 

the ability to “analyze, evaluate, create” (Center for Media Literacy, 2002-2011) 

media messages, the main purpose of this research project is to find out media 

consumption practices of students who attend a secondary vocational school for 

agriculture in Austria, their skill level and ability to analyse and evaluate media 

messages and the influence of the teaching of media literacy through a quasi-

experiment. In analyzing two television advertisements about Tullamore Dew 

Irish Whiskey and Zweifel Chips students among many other tasks examine 

advertising strategies, identify target audiences and purpose of the message and 

point out omitted information. Teachers adopt the five key concepts of media 

literacy to strengthen students´ comprehension and analysis skills when looking 

at media texts and through a variety of reading, listening, writing activities. To 

measure the impact of teaching media literacy two questionnaires as pre- and 

post-tests show students change in performance.  
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Three aims, which are closely connected, are presented in this study. The first is 

to introduce the reader to the most important theoretical framework that tries to 

explain on the one hand media literacy and on the other hand advertising. 

Secondly, one way of applying media literacy to one media format, namely 

television advertising, is presented. Therefore, two advertisements show process, 

context, framework and production value by which authors convey and transfer 

meaning to products like chips and whiskey. The third aim is to explain the 

method of study and investigation and its results on how students interpret media 

messages and how media literacy skills have changed over time. Students and 

teachers in the study, as well as readers of this thesis, benefit from the 

opportunity to be provided with one perspective of media literacy in the complex 

domain of communication.  
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2 INTRODUCING MEDIA LITERACY 

2.1 Defining Media Literacy 

A media culture has emerged in which images, sounds, and spectacles 
help produce the fabric of everyday life, dominating leisure time, shaping 
political views and social behavior, and providing the materials out of 
which people forge their very identities. (Kellner, 1995, p. 1) 

 

Mass media is everywhere – in the workplace, on the street, in peoples´ own 

pockets, in their homes and even in the classroom. We live in a media-saturated 

world, where the use of technology becomes more and more important. 

Therefore, educational institutions have to keep up with innovations in a global, 

networking community and environment. The old teaching techniques of drill and 

memorization have to make room for new and innovative methods, which should 

help adolescents better understand different multiple media formats. Media tell 

their consumers or target audience how to dress, what to eat, how to behave, 

what to do when, where and how. In a wider sense mass media subconsciously 

shapes human beliefs, hopes, fears and dreams. Media literacy raises an 

awareness of the impacts of varied media and offers the possibility of active 

media use according to personal needs and gratification. The following 

explanation raises a number of common issues when defining the widely used 

and discussed concept: 

Media Literacy is a 21st century approach to education. It provides a 
framework to access, analyze, evaluate, create and participate with 
messages in a variety of forms – from print to video to the Internet. Media 
literacy builds an understanding of the role of media in a society as well as 
essential skills of inquiry and self-expression necessary for citizens of a 
democracy. (Center for Media Literacy, 2002-2011) 

 

Although the term media literacy is in some ways problematic and difficult to 

grasp it “draws attention to important connections between print literacy and the 

way people engage with the media” (Burn & Durran, 2007, p. 3). Nowadays 
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adolescents are completely entangled with new forms of media like smart phones 

that have thousands of applications, laptop computers, films, computer games, 

and television among others. Therefore, educational institutions have to jump on 

the fast moving multi-media train. They have to meet the pupils where they stand 

and help them improve their literacy skills. When students or pupils are sharing 

their ideas and experiences, an environment is established where they can 

examine and reflect on relationships concerning meaning making, power, 

pleasure and identity (Hobbs, 2007, p. 6). Through the use of popular cultural 

texts, young people´s engagement, motivation and interests are enhanced and a 

better understanding of how texts work within our society and culture today is 

created (Hobbs, 2007, p.7). Although different scholars define the term media 

literacy from varied angles and viewpoints - all have something in common and 

all stress the “ability to access, analyze, evaluate and produce media in a variety 

of forms” (Aufderheide & Firestone, 1993, p. 6). The complexity of the term media 

literacy, or media education, requires common concepts. Teachers or educators 

need to pull together with one goal in mind, namely to help students understand 

our media saturated world a little bit better. The following five key concepts have 

been created to assist students, as well as teachers, analyse media messages.  
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2.2 The Key Concepts of Media Literacy 

The five core concepts of media literacy are common among scholars and are 

the most influential elements in media education. Developed by the Center for 

Media Literacy (CML), which “is an educational organization that provides 

leadership, public education, professional development and educational 

resources nationally and internationally” (Center for Media Literacy, 2002-2011) 

in the United States, their objective is to provide teachers with accessible tools 

coming from the fields of “cultural studies, media theory, literature analysis and 

critical pedagogy” (Share, 2002, p. 17-18). The reason for the selection of the 

following five concepts is their concise, simple and short nature, which works as a 

framework for the teaching of media literacy.  

Core Concept # 1: Principle of Non-transparency 
All Media Messages Are “Constructed” 

Core Concept # 2: Codes and Conventions 
Media Messages Are Constructed Using a Creative Language with 
Its Own Rules 

Core Concept # 3: Audience 
Different People Experience the Same Media Message Differently 

Core Concept # 4: Content and Message 
Media Have Embedded Values and Points of View 

Core Concept # 5: Motivation and Political Economy 
Media Are Organized to Gain Profit and/ or Power 

 (Share, 2002, p. 18-23) 

 

What follows is an explanation of each of the five core concepts, which will also 

play an important part in section four, where the five core concepts are applied 

and used in the teaching process. Therefore, section four called Evaluating 

Media Literacy examines how adolescents analyse two television 

advertisements.  

 

Coming back to theory, the first core concept questions the power of the media, 

its biases and subjectivity (Share, 2002, p. 18). What seems to be real, for 

example, in television is constructed and designed to convince the audience. In 

order to analyse, decode and evaluate media texts one therefore needs to 



Introducing Media Literacy 6 

  Silvia-Christina Moser 

understand and realise the constructed nature of the media, which is “responsible 

for the majority of the observations and experiences from which we build up our 

personal understandings of the world and how it works” (Media Awareness 

Network, 2011). For example, even reality television shows are designed, crafted 

and “have attitudes, interpretations and conclusions already built in. The media to 

a great extent, give us our sense of reality” (Media Awareness Network, 2011). 

Although actors in reality shows are most of the time not professionals, through 

clever editing techniques and marketing strategies reality is constructed. The use 

of language is an especially powerful tool in the construction of reality 

emphasised in core concept number two. 

 

The second core concept discusses the use of language in the media and 

stresses that “each medium has its own grammar and codifies reality in its own 

way” (as quoted in Media Awareness Network, 2010). A great amount of attention 

is usually paid to the slogan, brand name, and in more general terms language in 

advertising. Because of the way we connect words with ideas, feelings and 

experiences language is one of the most important tools in advertising (Goddard, 

1998, p. 80). For example, different newspapers write about one specific event in 

a variety of ways, using vocabulary targeted towards their audience group in 

order to create different impressions and messages (Media Awareness Network, 

2010). Whether one realises or is aware of the intentions of media producers 

depends on a variety of factors. An examination of the target audience is crucial 

and as market research companies have already found out that personal 

information, interests and knowledge about the lifestyle of a typical consumer are 

essential in the creation of a product.  

 

Core concept number three emphasises that “[d]ifferent people experience the 

same messages differently” (Media Awareness Network, 2010) and therefore 
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stresses differences and the varied nature of audience groups. Thus, scholars in 

the past have already discussed the effects of the media on audiences. One 

strand of thought emphasises that media has “direct effects” on the audience; for 

example adolescents adopt lifestyles, habits or opinions which are shown on 

television (Buckingham, 1993, p. 8). On the other hand, there are audience 

groups seen as critical, skeptical and thoughtful consumers of mass media who 

use media according to their needs and gratifications (Buckingham, 1993, p. 8). 

In general, media analysts are moving away from the notion of passive audiences 

to active audience groups. A model which can be seen in the middle of audience 

activity is the so called “two-step flow” model of communication, which was 

established and created by Katz and Lazarsfeld (Livingstone, 2006, p. 243). This 

model suggests that “messages from the media reach `opinion leaders,´ who 

then pass on what they read or hear to followers who look at them as a source of 

guidance” (Weimann, 1982, p. 764). Therefore, this model emphasises core 

concept number three in saying that people experience media messages in 

different ways. “This model introduced the intervening variable of the `opinion 

leader´ to help explain why media texts do not necessarily have the desired, 

direct effect” (Mosco & Kaye, 2000, p. 41). Katz and Lazarsfeld influential book 

called Personal Influence is “about the part played by people – acting as 

individuals, in peer or community groups, and through institutions – in the 

construction and reconstruction of meanings in society” (Livingstone, 2006, p. 

235). This argument already highlights the importance of recognizing small group 

ties and that meaning is constructed in the context of belonging to a certain kind 

of group. Smith and Boster as well analysed intergroup processes and refer to 

McDonald who claims that “the major implication is that individuals care what 

others think about public issues, form perceptions of what others think, and, to an 

extent, modify their own opinions and/or behaviours on the basis of those 

perceptions” (as cited in Smith & Boster, 2009, p. 346). Therefore, people think of 



Introducing Media Literacy 8 

  Silvia-Christina Moser 

media messages in different ways due to a variety of factors like personal 

characteristics, family background, education, cultural environment and so on. 

 

How media messages are represented with regard to ideology, biases and 

connotations is questioned in concept number four (Share, 2002, p. 22), which 

stresses that “media have embedded values and points of view” (Media 

Awareness Network, 2010). Through representing and communicating certain 

values like love, friendship, power, harmony among many others, media influence 

people in a variety of ways. In order to understand how the media works, it is 

necessary to point out some basic linguistic principles concerning signs: 

A sign is quite simple a thing – whether object, word, or picture – which 
has a particular meaning to a person or group of people. It is neither the 
thing nor the meaning alone, but the two together. The sign consists of the 
Signifier, the material object, and the Signified, which is the meaning. 
These are only divided for analytical purposes: in practice a sign is always 
thing-plus-meaning. (Williamson, 1978, p. 17). 

 

Therefore, advertisers try to impose certain values onto a product in order to 

make it appealing for the consumer. “[S]omething about the product is being 

signified and the correlating thing or person is the signifier” (Williamson, 1978, p. 

31). For example the Tullamore Dew Irish Whiskey commercial, which will be 

discussed in more detail later on, uses an old Irish pub as a correlative for 

tradition, or a group of people who enjoy time together as a correlative for 

friendship and then correlates this to the whiskey. In this way advertisers transfer 

meaning to products. “Roland Barthes identified two levels of signification, 

namely (first-order) denotation and (second-order) connotation” (Sells & 

Gonzalez, n. d.). At the first level, the Tullamore Dew commercial associates the 

product with the Irish landscape, and at the second level, the connotation of the 

Irish landscape to the context of patriotism and beauty can be revealed. With the 

help of visual images, music among others, advertisers make a meaningless 

product meaningful. 
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Concept number five involves motivation and political economy and asks why a 

message was sent and where it came from (Share, 2002, p. 23). Other essential 

questions ask about the goal of advertising or the role of the specific type of 

media (Share, 2002, p. 23-24). This concept points out that the main aim of 

media messages is to gain profit and/or power (Media Awareness Network, 

2010). For example advertising tries to persuade the consumer to buy the 

product even if it is not as important as presented in the advertisement in order to 

make money. “Questions of ownership and control are central: a relatively small 

number of individuals control what we watch, read or hear in the media” (Media 

Awareness Network, 2010). Therefore, one needs to understand the reasons why 

and in which ways a media message is created.  

 

Through the discussion of these five core concepts students get the chance to 

understand the complex process of how a message is sent from person A to 

person B and how communication works. Those five concepts can be 

transformed into questions that serve educators as keys for teaching how to 

analyse media messages. Therefore, depending on which type of medium is 

analysed one can expand or contract a concept, but most importantly it helps 

teachers “preparing students to function as informed and effective citizens in a 

democratic society; preparing students to realize personal fulfillment; and 

preparing students to function effectively in a rapidly changing world that 

demands new, multiple literacies” (Hobbs, 2001, p. 165). While the five basic 

core concepts provide a framework for understanding media messages, the 

following section goes one step further and shows one way among many to apply 

those concepts. Advertising, especially British and Irish commercials are chosen 

in order to reveal techniques of how marketing companies try to sell in this case 

whiskey and chips.  
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3 APPLYING MEDIA LITERACY 

Media education presents great opportunities for teachers in the classroom to 

meet the needs and wishes of students with diverse cultural backgrounds. 

Students can learn to apply a diverse range of perspectives, tie in to common 

knowledge and practice reading of familiar texts (Tyner, 1998, p. 166). After 

examining theoretical tools which help analyse media messages, the next step is 

to apply media literacy from an analytical perspective and to obtain insights into 

how mass media outlets like television, movies, the Internet, and radio have an 

impact on one´s own life (Piette & Giroux, 2001, p. 89-90). In life, we take on 

different roles like: daughter, sister, mother, student, teacher, or counsellor. We 

all have to juggle and separate them in some ways. Almost every single day we 

take on the role of a consumer or target audience when reading the newspaper in 

the morning, when checking mails on the Web, when watching television or when 

going shopping. What usually accompanies us during all those activities is 

advertising which is always present but often ignored.  

 “You´ve got questions, we´ve got answers. ~ Radio Shack 
Just do it. ~ Nike, Inc. 

Because you´re worth it. ~ L’Oreal 
Impossible is nothing. ~ Adidas 

Probably the best lager in the world. ~ Carlsberg 
Levis. Original jeans. Original people. ~ Levis 

Eye it – try it – buy it! ~ Chevrolet”  
(Mandora, 2010). 

 

The previous advertising slogans are famous examples of how influential and 

enduring commercials can be, because the slogans seem familiar, even if a 

brand is not one´s favourite. Advertisements are usually taken for granted 

because of their pervasive nature, but many people, not least among them the 

advertisers themselves, claim that they are one of the most important influences 

in one´s own life (Dyer, 1982, p. 1). One form of communication namely 

advertising is chosen to show how media literacy can be applied, how media 
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messages can be interpreted and how and why advertising is so powerful. As a 

starting point for the application of media literacy, a definition of advertising 

presented in the following section illuminates media representations. 

3.1 Defining Advertising 

A commercial break during a good TV program, a picture in the newspaper, a 

colourful flyer, a logo on a t-shirt, a piece of art, a film trailer, the name on a 

plastic bag – advertisements are always present in people´s daily life. “At the root 

of the word `advertisement´ is the Latin verb `advertere´, meaning `to turn 

towards´” (Goddard, 1998, p. 6). The functioning of advertising relies on a 

number of attention seeking devices. “`[A]dvertising´ means `drawing attention to 

something, or notifying or informing somebody of something´” (Dyer, 1982, p. 2). 

The previous simple, but meaningful definition explains the main goal of 

advertising namely to be informed about a product, buy it, use it, throw it away 

and buy a new one. In general, there are many kinds of advertising: “Commercial 

consumer advertising […] Trade and technical advertisements […] Prestige, 

business and financial advertising […] Small ads […] Government and charity 

advertising” (Dyer, 1982, p. 4-5) among others, which all have one strategy 

namely to create a lasting relationship. Those relationships can be between the 

consumer and the product, between the creator and the one who buys and uses 

the product, between the company and other competing firms, between friends 

who like and do not like the consumer good and so on (Kelly-Holmes, 2005, p. 2). 

There are “multilayered, multidimensional relationships between individuals, 

companies, brands, products, services and texts” (Kelly-Holmes, 2005, p. 2). 

Advertising is an extremely wide field of communication. Sometimes advertisers 

want to shock people or provide people with information and present their product 

in the best possible light, but what is common in all advertisements – is getting 
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attention. Due to this, the following section´s intention is to stress the importance 

of recognizing persuasion and propaganda in advertising.  

3.2 Advertising, Persuasion and Propaganda 

“Advertising saturates the cultural environment of the adolescent and provides a 

form of socialization that shapes social attitudes and behaviors” (Hobbs, 2007, p. 

72). In teaching pupils the five core concepts of media literacy different 

perspectives on advertising are established and emphasised that make 

adolescents more aware of the power but also pleasure of advertising. In 

analyzing two advertisements a number of concepts are integrated into the 

landscape of media literacy: target audience, brand name, language and its 

power, consumption and entertainment, values and so on (Hobbs, 2007, p. 60). 

Therefore, the “connotative, denotative, and associative meanings of language 

and images” which are explicit or implicit can be pointed out and show how 

advertising uses different devices to persuade and propagate a product (Hobbs, 

2007, p. 60). Advertisers often use “tools of psychology to massage and mold our 

inner thoughts, fears, and dreams of profit” (Hobbs, 2007, p. 61). In dealing with 

those techniques and tools students recognise and are therefore more aware of 

the power of advertising. Symbols or stereotypical representations are often used 

in order to create meaning which forms consciousness and behaviour through the 

celebration of certain values and points of view (Hobbs, 2007, p. 62).  

 

The following analysis of two television advertisements presents one example of 

how media texts can be interpreted and how media literacy can be applied. In 

order to read a filmic text, which has a wide range of political, historical and 

cultural references, one must understand it´s metaphorical sense. Scenes will be 

discussed and analysed as musical texts, pictorial texts, theatrical texts and of 

course as literary texts (Bellour, 2000, p. 23) where the latter can be quoted and 
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pointed out as phonetic voice sounds, slogans and written titles. The two 

television advertisements do not make use of dialogues, rather they display and 

present the slogan at the end of the commercial as a written title and/ or phonetic 

sound.  

 

In addition, Silverblatt (1995) in his book called Media Literacy – Keys to 

Interpreting Media Messages gives instructions and tips on how to analyse media 

messages and serves as a guide to analyse the following two commercials. 

Therefore, topics such as framework and production value introduce and 

describe the individual advertisement in a systematic way. Context and process, 

which includes and describes for example the functions of the commercials and 

the target audience act as topics, which complement and round off the whole 

analysis. As pointed out by Bellour (2000) a filmic analysis can never be 

complete and can never answer all questions (p. 26-27), but can definitely offer 

one way of navigating the field of media literacy.  

3.3 Interpreting Media Messages 

3.3.1 Tullamore Dew Irish Whiskey Commercial 

“Rough country, smooth whiskey – Tullamore Dew Irish Whiskey” (William Grant 

and Sons Irish Brands Ltd, 2008–2011). The previous advertising slogan appears 

almost at the end of the commercial expressed by a voiceover and is the main 

message of the 30-second commercial. The analysed advertisement about 

Tullamore Dew Irish Whiskey was aired from 2005 to 2008. The German 

language version was only shown in Germany, whereas the English 

advertisement was on television in Sweden, Denmark, Bulgaria, Czech Republic, 

Latvia and pan-European TV channels such as Europort, Discovery Channel and 

National Geographic (M. Ó Riada, personal communication, March 22, 2011). 
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Concerning the plot: In general, a great part of the advertisement takes place in a 

typical Irish pub namely “Ó Donnabháin's in Kenmare”, which is in County Kerry 

in south-western Ireland, where the main character a man in his thirties enjoys 

drinking whiskey with his friends (William Grant and Sons Irish Brands Ltd, 2008-

2011). Scenes from the countryside as well as the process of drinking whiskey 

from opening the bottle, pouring it into a glass and drinking it are shown. 

 

The following breakdown of the whole advertisement into different shots provides 

an in-depth analysis and acts as a summary of the whole commercial (Bellour, 

2000, p. 30). The table lists eight different categories, complemented by a picture 

of the shot in order to show the oppositional transition between the different 

elements and its filmic cross-cutting technique. Therefore, “framing”, “camera” 

and “angle” categories describe filming techniques, how the scene is shot, 

whether the camera moves or is static, and camera angle (the arrow as a 

symbol) (Bellour, 2000, p. 72). Categories like “location”, “description” and 

“characters” manifest more general characteristics of the advertisement in order 

to understand its presentation. In the case of the “time” category the relative 

length of the individual shot is considered and finally the last category called 

“elements of narration” presents the verbal text of the narrator.  
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1 Source of Shot 1-23: Muirisor (2007) 
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The advertisement is built on a trilogy: elements of nature, images of the whiskey, 

and the main character. As a matter of fact, the alternation between these three 

different elements is used to add “interest and excitement” (Moura, n.d.) to the 

whole advertisement. The first shot is especially interesting as it presents the 

pub, where the main action takes place. “In advertising, the introduction is 

intended to attract the consumer´s attention, to lead the consumer into the rest of 

the ad, and to encapsulate the ad as a whole” (Silverblatt, 1995, p. 198). This is 

also the case in the analysed commercial, where a wide shot of the featured pub 

leads the viewer into the story and shows its place of action. Soon the product 

name is revealed and the pouring out of the liquid compared to a rugged stream. 

All in all, the name Tullamore Dew occurs seven times in the advertisement 

making sure that the drink is associated with the name.  

 

The slogan appears at the end of the commercial and as Silverblatt (1995) points 

out “[m]emorable slogans are clever, rhythmical, and alliterative and manage to 

capture the intended character or spirit of the product” (p. 199). The slogan tells 

the reader: “Although our country can be rough, our whiskey is smooth and of 

finest quality”. There is a great contrast presented in the slogan: the words 

“rough” and “smooth” are contradictory whereas the latter word should create a 

positive connotation. Simplicity is a key theme used in creating a slogan and 

experts recommend just to use eight words or less (Armstrong, 2010, p. 204). 

Almost at the end of the commercial six words are dominant: the slogan plus the 

name of the product. The slogan and the visual elements clearly match, and as 

Gieszinger (2001) explains this link as essential in order to avoid a viewing of the 

picture as separate, not relevant or even disturbing (p. 285). Shot number 5, 8, 

10, 16, 17 and 18 all represent elements from nature, whereas the first three 

depict its rough side like waving grass, fast flowing streams or the stormy sea. In 

contrast, the latter three shots illustrate Ireland´s smooth side, namely a quiet 
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forest, a green leaf or a gentle drop of water. The previous explained shots are 

surrounded by individual shots governed by one principle namely to show the 

whiskey in a variety of ways. This constitutes a harmony between different shots, 

especially the relation of whiskey to nature and how they resemble each other. 

Through this cross-cutting technique the connection between the product and it´s 

country is presented and supported. Shot number 2, 11, 12, 13, 19, 20 and 22 on 

the other hand, are not part of the oppositional product presentation, instead they 

show how the product can be used and have the explicit function of establishing 

a relationship with the consumer.  

 

As far as framing is considered, the alternating scenes of the advertisement “can 

be formulated by the opposition close/ distant (the first term includes the range 

from close-up to medium shot, the second from medium shot to long shot” 

(Bellour, 2000, p. 51). In fact, the only shot which presents both close and distant 

framing is number 23, which appears at the end of the commercial and 

diminishes the effect of opposition between nature and whiskey moreover both 

visuals complement each other. In the rest of the advertisement framing 

alternates between close and distant helping the viewer understand the content 

of the advertisement while getting details about the product.  

 

In terms of camera movement, the majority of shots are static. In general, 

advertisements have the characteristics of strict condensation of several short 

shots into a whole unit, in order to give meaning and to transport the message of 

the product in a precise manner. Shot number 2, 6 and 11 are in close 

correspondence, differing by the way the camera moves from left to right, from 

right to left (also called “pan”) or from bottom to top (Media College, 1995-2008). 

At the climax of the story, when the main character tastes the whiskey, the style 

of the camera movement changes drastically. In fact, camera movement after this 
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point is governed by a dolly zoom, where the camera moves closer to the subject 

(Media College, 1995-2008). This effect puts the product whiskey and its appeal 

in the center of attention. In the table this technique is marked with a “Z”.  

 

How an advertisement is made affects the viewers´ response to it. As Silverblatt 

(1995) points out the originality of how a product is presented tells the audience 

something about how unique a product is and therefore this puts the product in a 

different light (p. 210). The unique and original aspect of the Tullamore Dew 

commercial is its presentation of Ireland. The producers want to make clear that 

the audience gets the distinctive message that Tullamore Dew is from Ireland 

using the country-of-origin effect. “Country-of-origin […] can be defined as `the 

country which a consumer associates with a certain product or brand as being its 

source” (as quoted in Kelly-Holmes, 2005, p. 29). The advertisement presents 

and constructs Irishness, but “what can count as Irishness may be ambivalent 

and context-dependent” (Wilson & Donnan, 2006, p. 112). There is an ongoing 

debate about how national identity is constructed, but it is clear that the 

Tullamore Dew Irish Whiskey commercial makes one attempt to represent a 

tradition-rich country in order to encourage “many fans to identify with Ireland and 

the Irish, even where their connections to Ireland are tenuous or non-existent” 

(Wilson & Donnan, 2006, p. 93). This strategy is applied through various tools. 

Editing is a very important issue in advertising where as much information as 

possible is condensed into a few seconds (Silverblatt, 1995, p. 211). In addition 

Silverblatt (1995) points out that the soundtrack as well as the picture is usually 

speeded up by the producer without notice of the viewer (p. 211). This is also the 

case in the analysed commercial. The first two shots are quite long almost one 

second whereas the following scenes appear in shorter sequences until the 

climax of the story. At this point, in shot number 13 the whiskey is tasted and the 

whole advertisement gets a more silent and slow character. A few quick cuts are 
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shown afterwards, but they are not shown at the same speed as the previous 

shots. “This strategic placement of the shot […] in the middle of the segment […] 

echoes the beginning” through a process of reencountering with elements of 

Ireland´s nature (Bellour, 2000, p. 74). Therefore, the first half of the 

advertisement shows Ireland´s rough side, whereas the second part depicts it´s 

smooth and gentle side. The running time of the different shots is presented with 

the symbol “+” in the table and is geared to show time. The more symbols appear 

in a slot, the greater its length.  

 

The next interesting feature which contributes to the success of an advertisement 

is the use and choice of colour (Silverblatt, 1995, p. 211). In the analysed 

advertisement colour techniques try to appeal to the audience. A colour tone in 

the advertisement acts as a sign, which consists of a signifier namely the colour 

itself for example blue and “something that is signified, the ‘idea’ or ‘meaning’ 

behind the set of images” (Rayner, Wall & Kruger, 2004, p. 31) which would be in 

this case for example coldness. When the countryside is shown or depicted the 

colours green and blue dominate creating a feeling of mystery and coolness. In 

contrary, the scenes in the pub where the whiskey is enjoyed are presented in 

warm colours like red and orange which should manifest comfort, warmth and a 

cosy atmosphere. In the end, the last shot presents the two colour tones 

simultaneously in combination with the slogan which also suggests two 

contrasting ideas.  

 

Another very important aspect in the analysed advertisement is the use of music 

and background sounds. As Silverblatt (1995) stresses music should generate 

excitement, joy and pleasure and therefore be transferred to the product (p. 220). 

Typical Irish music almost dominates the Tullamore Dew commercial. The song 

called “Storm” which was composed by John Walsh, who created music for a 
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variety of films and commercials like the 2008 Olympic Games, Guinness Beer or 

the Jameson Film Festival (John Walsh Composer, n.d.) presents an array of 

characteristics suitable for the advertisement. The music is of special significance 

as it represents national identity and represents Irishness. Dance and/or music 

encourage “many fans to identify with Ireland and the Irish” (Wilson & Donnan, 

2006, p. 93). A close examination of the interesting background sounds shows 

that they resemble the slogan of the whole advertisement. What we hear among 

other sounds is the blowing of a strong wind, the pouring of whiskey into a glass, 

a strong river, laughter in the pub and the squeaking of an old sign, namely the 

Tullamore Dew Irish Whiskey sign, which hangs outside the pub promoting the 

idea of a tradition-rich firm which has produced whiskey for a long time.  

 

Therefore, a crucial aspect which plays an important point in the analysis is the 

presentation of authenticity in the commercial. On the Tullamore Dew Irish 

Whiskey homepage advertisers even point out that actors, director, music and 

location are Irish (William Grant and Sons Irish Brands Ltd, 2008-2011). In 

addition, they describe the advertisement in the following way: 

The resulting film paints an emotive picture of traditional Ireland at its 
best, combining countryside and craftsmanship with the pleasure of 
enjoying fine whiskey in a convivial atmosphere with friends. Its final line 
'Tullamore Dew Irish whiskey, Smooth by nature' reinforces the brand’s 
unique product benefit – its smoothness. (William Grant and Sons Irish 
Brands Ltd, 2008–2011) 

 

In this case advertisement producers use authenticity as a key issue in the 

commercial to present and describe Ireland as a country full of traditions. 

“Authenticity is often staged and commodified to meet the needs of the tourist. 

[…] [T]he tourist is in search of the real because everyday life is saturated with 

the artificial” (Chhabra, 2005, p. 65). This is also the case with the analysed 

commercial, advertisers know that consumers long for authentic products and try 

to construct authenticity and reality in the advertisement, although media 
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messages can never present the “real” Ireland. “Commodification and 

stereotypical media presentations of a fantasy hyperreal world does not 

necessary loosen the hold the ideal of authenticity has on the imagination, or its 

power to motivate” (Lindholm, 2008, p. 44). Some consumers might recognize 

the stereotypical representation of Ireland, but this still does not prevent them 

from not liking the advertisement and not buying the product.  

 

The television commercial is the main medium of communication towards its 

audience and the main goal is to stimulate the viewer to buy the product. It is 

important that the whiskey appears “alluring and distinctive” (Silverblatt, 1995, p. 

200), because there are a lot of different whiskey brands on the market. 

Silverblatt (1995) further stresses that this task is even more difficult when the 

product is harmful, which is the case in the analysed advertisement (p. 200). 

What becomes clear is that one strategy which is applied in the ad is its link to 

certain values. The full range of negative effects when consuming alcohol is wide: 

dizziness, liver damage, nerve damage and alcohol addiction. The advertisement 

does not remind us about drinking whiskey it invites us to spend some quality 

time with friends or family. Although the advertisement is only half a minute long it 

can touch emotions, concerns, fears within the audience (Silverblatt, 1995, p. 

203). Going out, spending time with friends, enjoying leisure time are elements 

which immediately spring into one´s own mind when viewing the commercial. 

Moreover the viewer is forced to think about his or her social relationships and if 

they are maintained well enough. Guilt is one strategy in creating advertising 

pointed out by Silverblatt (1995, p. 204) that puts the viewer under pressure to 

some extent. 

 

Another irrational feeling which is created by the Tullamore Dew Irish Whiskey 

commercial is the need for approval and the aim of the advertisement is an 
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identification of the viewer with the main character so that the audience indirectly 

gets approval by using the featured product (Silverblatt, 1995, p. 205). In some 

ways we as viewers want to be like the main character in the advertisement: 

good-looking, the center of attention, recognised, calm, successful and popular. 

Through the consumption of the featured whiskey the audience subconsciously 

thinks that they then portray those characteristics or features.  

 

An important feature in advertising is the establishment of conventions and for 

example costumes, the setting or props give additional cues about the product 

(Silverblatt, 1995, p. 209). Everything in the Tullamore Dew commercial is 

presented as being Irish: the pub, the characters, the music and especially the 

whiskey. Moreover Tullamore Dew Irish Whiskey is presented as a symbol of 

Irish culture. The 30-second ad is full of marketing strategies in which historical 

figures or events play a crucial role. When looking at the Tullamore Dew Irish 

Whiskey logo and especially when examining the advertisement an animal 

becomes of great significance namely the Irish wolfhound dog. As seen in almost 

any other Tullamore Dew advertisement, the animal is always present. The Irish 

wolfhound plays a significant role in Ireland´s history, where they were known as 

the gentle giants, which protected the homes and herds of the Irish people (Jupp, 

2008). On the Tullamore Dew homepage their moral model, historical relationship 

of the brand with the dog and the significance of the dog is explained in the 

following way: 

Desmond Williams […] later felt that the loyalty and courage of the Irish 
wolfhound was a good symbol for a great Irish whiskey. He felt they 
represented the many fine qualities of the Irish people – their steadfast 
loyalty, heritage, strength, tradition, and friendship. Desmond Williams 
himself a breeder of Irish wolfhounds, felt they were a particularly 
appropriate symbol representing the heritage, warmth and independent 
nature of his legendary whiskey. In the 1950’s he included two wolfhounds 
and a harp on the ceramic crock later adding them to the Tullamore Dew 
bottle, where they remain to this day. (William Grant and Sons Irish 
Brands Ltd, 2008–2011) 
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The outer appearance of the Irish wolfhound, especially because of its immense 

height, seems rather rough, harsh and dangerous - its character is said to be of 

the finest qualities. Apart from its characteristics the wolfhound was originally 

used as a war dog, a hunting hound and as a guard (Jupp, 2008). The dog 

appeared in a number of Irish myths, Irish literature, paintings and films according 

to Jupp (2008) and images of the dog therefore obviously fit into the 

advertisement. Nevertheless, the slogan of the commercial can be linked to the 

characteristics of the dog namely to be both rough and smooth. The Irish 

wolfhound can be regarded as a brand identifier, which immediately helps to 

recognise the type of product and reminds the viewer of his/ her knowledge of the 

brand and the experience with it (Armstrong, 2010, p. 224).  

 

“Advertising can be regarded as a text that reflects cultural attitudes and values” 

(Silverblatt, 1995, p. 187) and can therefore give us indirect statements about the 

culture. Most of the actors in the commercial are men suggesting that the majority 

of whiskey drinkers are male. The advertisement gives us hints towards the role 

of women in general. Besides putting the main male character in the middle of 

the scene, another element which tries to persuade hidden attitudes concerning 

the role of women is the line of gaze. The women in the Tullamore Dew Irish 

Whiskey commercial frequently direct their attention towards the men and the 

men are free to focus their attention somewhere else (Silverblatt, 1995, p. 212). 

The main character in the commercial more often turns his head towards a male 

friend than towards a woman. In addition, the two women in the advertisement 

are “at the edge of the frame, which suggests a subservient position” (Silverblatt, 

1995, p. 213). Besides presenting mostly males in the commercial, another 

favourite means to show cultural values is the presentation of attractive people or 

consumers. Ads that have images or visuals which the target audience views 

favourably could lead them to associate positive and favourable feelings with the 
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product (Armstrong, 2010, p. 228). Although the characters in the advertisement 

are not too young they are good-looking and attractive. Therefore, the models 

match the target audience and the product (Armstrong, 2010, p. 236). Silverblatt 

(1995) identified different world views and the following can also be adapted to 

the Tullamore Dew commercial: “An optimistic world […] An uncomplicated world 

[…] A world that revolved around the product” (p. 190). Reasons for the selection 

of the previous portrayals can be described in the following way: People in the 

commercial seem happy and optimistic - they enjoy spending time together and 

having a glass of good, old, fine whiskey. The product is constantly shown, from 

its outer appearance to how it is used.  

 

What becomes clear is that in the advertisement a national population namely 

whiskey drinkers from Ireland, are depicted and shown. No other ethnicity or 

minority group is presented and this is often the case in advertisements 

(Silverblatt, 1995, p. 193). Advertisers use stereotypes to touch on already fixed 

beliefs and ideas about a certain group of people. Duijker and Frijda (1960) 

define stereotypes in the following way: “A stereotype refers to a category of 

people (a national population, a race, a professional group, etc.) and suggests 

that they are all alike in certain respect. It is therefore an undifferentiated 

judgment (p. 115). Goddard (1998) adds that those crude categories can lead 

people to close their minds and forget about the complexities of our real world (p. 

62-64). It is quite difficult and dangerous to put people in certain categories, but 

categorisation is an essential aspect in the human mind. Every word we give to a 

subject is in a wider sense an example of a stereotype. For example, a water 

bottle could be used for a variety of things like holding flowers, pencils or letters. 

But the fact that the name for it is water bottle lets us forget about other names 

like a vase, a pencil case or letter box. What is important to point out here is that 

stereotyping is a strategy to filter information (Goddard, 1998, p. 62) but we 
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should not close our minds and forget about all the other possibilities and the 

variety of our world today.  

 

Coming back to the Tullamore Dew Irish Whiskey commercial the next strategy 

employed by marketing companies is the showing of success in presenting 

prosperous people (Silverblatt, 1995, p. 193). All characters in the advertisement 

enjoy their time in the pub and are happy. The message of the commercial is that 

Tullamore Dew lifestyle is traditional, enjoyable and valuable. “Many ads operate 

within a traditional values hierarchy” (Silverblatt, 1995, p. 194) and this is also the 

case in the analysed commercial where values like friendship, patriotism, 

harmony, tradition, togetherness assume great importance. The message means 

that as an Irish citizen you should buy and drink Tullamore Dew Irish Whiskey. 

The emphasis is again put on the slogan where the word “country” is 

considerable, due to which the viewer feels in some ways responsible to just 

drink the locally produced alcoholic drink. The advertisement gives the 

impression of an entertaining night out with friends and it shows a place where 

the viewer would also like to be, where traditional values are still important and 

where warmth, friendship and companionship are lived. As Beasley and Danesi 

(2002) point out, advertising not only features the latest trends or must-haves, 

advertising can also be intended to give the product a historic point of view, 

representing cultural continuity and tradition (p. 88). Due to the product´s long 

history – the idea of supporting one´s own country is evoked. Apart from the 

supporting of traditions, “the success of an ad depends on advertisers´ ability to 

identify and then persuade one person” (Silverblatt, 1995, p. 185), which centers 

around the idea of the “target audience”.  

 

Knowledge about the target audience is one of the most important aspects in 

advertising but also in communication. A job interview can be compared to an 
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advertisement of one´s own person and characteristics and therefore it is 

important to know what the listener or viewer wants to see or hear. Silverblatt 

(1995) identified the following stages concerning the target audience: “Young 

single […] Young marrieds, no children […] Young marrieds, children under six 

[…] Young marrieds, children over six […] Older marrieds with children […] Older 

marrieds, no children […] Older singles” (p. 185). When looking at the main 

character in the advertisement it becomes clear that he belongs to the first 

category namely “Young single” because he is not wearing a wedding ring. He 

might have a girlfriend, but he is definitely not tied down and entirely home 

oriented. Silverblatt (1995) adds that a high amount of the income of people from 

the young single category “is spent on clothes, personal care, recreation, and 

entertainment” and drinking Tullamore Dew Irish Whiskey falls definitely into the 

category of recreation and entertainment. There is a relationship between lifestyle 

and consumerism and advertisement agencies know through extensive 

demographic and psychographic research a lot about their target audience 

(Silverblatt, 1995, 185). The Tullamore Dew Irish Whiskey commercial is in some 

ways modified to meet the needs of a particular audience group, namely young 

single men, who like to drink a smooth whiskey from Ireland.  

 

Furthermore, advertisements perform a great amount of different functions to 

persuade the target audience. First of all, the advertisement provides the 

audience with information (Silverblatt, 1995, p. 178). We do not really get a lot of 

details about the product itself – what we learn is the name of the product, its 

origin, how it is used, an example of an occasion when it can be used namely the 

pub and of course the outer appearance of the whiskey bottle. A second manifest 

function of the whiskey advertisement is the attraction of attention (Silverblatt, 

1995, p. 178). The musical element is of special interest here: traditional Irish 

music is played during the commercial until the main character takes a sip of the 
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whiskey and everything falls silent. Visual elements like a light breeze in the 

forest, a small drop of water from a leaf, two gentle dogs, and of course the 

whiskey drink contribute to the image of elegant, smooth whiskey. The slogan 

and the visuals create a whole unit that fits together and complements each 

other. The audience is curious to find out what happens after a taste of the drink. 

The described moment, which celebrates the pleasure of drinking Tullamore 

Dew, can be described as the climax of the story and therefore attracts great 

attention. As Armstrong (2010) identifies “[s]ilence before a key point helps build 

tension and gain attention for what follows, and silence after a key point allows 

the audience to think about the message” (p. 275). And this is especially the case 

in the analysed advertisement. The viewer wonders what happened in the 

featured moment and the answer is that the main character took a drink of 

Tullamore Dew. Another function pointed out by Silverblatt (1995) of advertising 

is to create a long lasting relationship between the consumer and the product. 

Although whiskey consumption, or in more general terms alcohol consumption, is 

shown in a positive light in the commercial - where it is associated with friendship, 

sociability, and fun it can also lead to compulsive and uncontrolled drinking and 

thus create a rather uneasy image. According to the Drug Treatment Centre 

Board (2008) alcohol is the main drug problem in Ireland and this negative aspect 

puts the function of advertising, namely to create a lasting relationship between 

consumers and a company on a no-go level meaning that the target audience for 

the Tullamore Dew Irish Whiskey commercial would be alcohol addicts (p. 16).  

 

Besides other manifest functions like the motivation of the audience to buy the 

product, the stimulation of markets or the support of a business community 

identified by Silverblatt (1995), the previous argument brings us to the discussion 

of a number of latent functions starting especially with the topic of persuasion (p. 

178). “Nevertheless, advertisers try to convince us that we don´t merely want a 
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product but in fact need it” (Silverblatt, 1995, p. 179). Although the Tullamore 

Dew commercial does not contain a command or imperative, 30 seconds flare up 

the desire to enjoy time together with friends and good-looking people, be 

communicative and have a lot of fun. This can be regarded as a kind of hidden 

persuasion, where social attitudes and behaviours are idealised. The different 

images or depictions of the Irish countryside serve as impulses to shape general 

attitudes and beliefs of an alcoholic drink subconsciously and this brings us to the 

next latent function of advertising namely the shaping of attitudes. The fostering 

of a consumer culture is another function identified by Silverblatt (1995, p. 179) 

and especially the high prices of a good aged whiskey can establish a consumer 

culture which consists of whiskey experts who know how to drink whiskey, the 

temperature of the drink, the brand and so on. Among whiskey consumers there 

is a rivalry between American, Scottish and Irish whiskey and this can be 

regarded as an important fact when considering the analysed commercial. 

Concerning the consumer culture, the product’s origin is very important here and 

a reason why Ireland is so present in the commercial, also called “country-of-

origin effect” as already identified earlier. According to Silverblatt (1995) 

advertisements can also have the function to establish norms of behaviour and 

lifestyle (p. 180). Whiskey is often regarded as being strong and harsh in its taste. 

Through clever promotion namely the slogan Rough Country, Smooth Whiskey 

consumers learn that Tullamore Dew belongs to the fine whiskey types, therefore 

developing a taste for the drink. Taking one gulp instantly transforms the rough 

country of Ireland into a smooth dream world landscape. The intent is to suggest 

the gentle taste of Tullamore Dew Irish Whiskey through a visual depiction of 

Ireland, its origin. Entertainment is another function that can also be attributed to 

the analysed commercial (Silverblatt, 1995, p. 180). The whiskey commercial is 

very effective in representing a feel good atmosphere and in touching the 

emotions of the audience. As identified by Silverblatt (1995) a combination of 
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music and the visuals can or should address the viewer (p. 185). The typical Irish 

music in the advertisement is entertaining and the viewer can connect it to 

personal experiences when having a good night out. The knowledge about the 

target audience is a powerful and persuasive device in communication. 

 

To sum up, when examining the Tullamore Dew Irish Whiskey advertisement it 

becomes obvious that a number of functions, techniques and strategies were 

applied in order to persuade people to buy the product. The advertisement 

creates a very positive image of whiskey and Ireland. The Tullamore Dew Irish 

Whiskey advertisement serves as one example of how a media message can be 

analysed. After talking about production value, framework, context and process, 

the previous analysis provides a deeper understanding of the hidden techniques 

and strategies concerning advertising and in more general terms marketing.  
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3.3.2 Zweifel Salt and Vinegar Chips Commercial 

“Only those who experienced Great Britain can produce our British Salt and 

Vinegar Chips! We do everything for the best chips! Zweifel - The Chips Experts!” 

(Pfander, Pulver & Zahnd, 2010, p. 20-37). The previous advertising slogan 

comes from the Zweifel Salt and Vinegar Chips advertisement. Zweifel is a Swiss 

company with its headquarters in Spreitenbach. They produce chips, popcorn, 

nut snacks among others and one of their philosophies is to provide products for 

different tastes and occasions. Their range of products is extremely wide ranging 

from paprika chips, curry oriental chips, healthy so called Cractiv chips to 

different kinds of wavy chips (Zweifel Pomy Chips AG, 2009). This analysis 

focuses on the presentation of their salt and vinegar chips in a television 

commercial, because of its depiction of Britain. The spot was only shown in 

Switzerland and its first airing was on March 1, 2010 (C. Ernst, personal 

communication, March 28, 2011). 

 

Before examining the previously mentioned advertisement concerning production 

value, framework, context and process, it is necessary to explain the plot of the 

advertisement in a little more detail. Three men from the company Zweifel, who 

are dressed in orange- coloured overalls, visit an elderly British lady in her home, 

where they are having a cup of tea together. Easier said than done because the 

lady shows them exactly how to drink tea and this turns out to be quite painful for 

the three men. The advertisement ends with the above mentioned slogan 

underlining that staff members of the company Zweifel even accept exertions in 

order to produce the best product for the target market. The following analysis 

and interpretation examines the advertisement in more detail and shows ways to 

interpret media messages. 
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The analysis and the breakdown of the chips commercial into 23 shots 

demonstrate how meaning is created by repetition and antagonism, which are the 

central elements in the advertisement. The total number of shots is similar to the 

Tullamore Dew Irish Whiskey commercial. The advertisement begins with a full 

shot of a line of houses on a street, where three men arrive by cab. Shot number 

one is the only scene, which is filmed outside everything else takes place in the 

living room of an elderly lady. This shot stands out clearly against the rest of the 

advertisement, which leads the viewer into the advertisement and contributes to 

the understanding of the content of the commercial. The scenes are performed 

by four different characters, three men from the Zweifel company and an elderly 

lady, who are to some extent always present in the different shots. The 

introduction in the analysed commercial does not say anything about the product 

and does not mention the slogan. Someone who is familiar with Zweifel might 

already recognise the flashily dressed trio and knows that the advertisement will 

be about a certain type of snack from Zweifel. Soon the viewer is in the middle of 

an afternoon tea party governed by one guiding principle, namely to learn the 

proper etiquette for drinking tea. Finally, the two different groups discover they 

have something in common, which turns out to be strong feelings for Zweifel Salt 

and Vinegar Chips. The different shots in the advertisement are deployed 

asymmetrically: showing on the one hand the elderly lady, and on the other hand 

the three men. Apart from the number of people, the advertisement constitutes an 

alternation between two contrasting parties, who belong to different classes. Shot 

number 5, 7, 10, 12, 14, 19 and 22 depict the elderly lady performing various 

tasks, starting from showing how to use a spoon or raise the little finger to being 

angry or upset. In comparison, shot number 4, 6, 9, 11, 16, 18 and 20 restore the 

principle of alternation and depict the other party namely one of the three Zweifel 

men or all of them together. Shot number 21, 22 and 23 break the principle of 
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alternation and present all four characters on one side, subtly showing, that when 

it comes to chips they are in agreement.  

 

The emphasis of the last sequence lies in its delayed product presentation. 

Undoubtedly, this feature is designed so as not to reveal the product and the 

slogan until almost the end in order to tease the viewer. Rather, the strategy in 

the advertisement is to show as often as possible the name of the company 

Zweifel with the unique logo of the letter “Z” which is printed on the caps of the 

three men and on their orange suits. The logo is quite “simple and memorable” 

(Pfander, Pulver & Zahnd, 2011, p. 23) but appears old-fashioned. Due to the 

long history of the company, the font is playful and to some extent ancient. The 

previously explained characteristics could also be attributed to the commercial. 

The idea of not revealing the product builds upon the attitude that those who 

know the company can recognise the three men and those who do not know the 

company will remember them because of their distinctive outer appearance. The 

plot of the commercial is unique, meaning that usually commercials about snacks 

like chips revolve around the taste or coolness of the product. In general, Zweifel 

Salt and Vinegar Chips are not as potentially harmful to the public as Tullamore 

Dew Irish Whiskey, but the Zweifel company is also not guiltless when thinking 

about unhealthy greasy food, overweight people, or eating disorders. A crucial 

factor is how much is consumed and this fact is what really makes a product 

harmful or not. In fact, it is important to point out that the Zweifel company tries to 

establish a healthy image with products like `Cractiv Chips´ (Pfander, Pulver & 

Zahnd, 2010, p. 12), which do not have as much fat and are still tasty.  

 

What can be seen as a positive aspect in the commercial is that no “illogical 

premise” (Silverblatt, 1995, p. 200) is given and therefore it is not a “false or 

misleading ad” (Silverblatt, 1995, p. 200). Furthermore, there is no “incomplete or 
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distorted message” or a “big promise” made, because nothing much about the 

product itself is said (Silverblatt, 1995, p. 201). What can be found in the 

advertisement is the use of hyperbole which relies on an exaggerated and absurd 

overstatement (Silverblatt, 1995, p. 201). The rhetoric strategies in the Zweifel 

Salt and Vinegar Chips commercial follow the previously mentioned principle to a 

certain extent, because it can be true that Zweifel works hard to produce the best 

possible product, but they definitely do not do everything for it and cannot do 

everything for it. The slogan “We do everything for the best chips!” (shot 23) 

reflects competiveness and is a statement of opinion (Silverblatt, 1995, p. 201). 

What is meant by “everything”? However, it is up to the consumer to answer to 

the previous question. A latent function established by Silverblatt (1995) is 

persuasion, meaning to convince the viewer to buy the product (p. 178). Similar 

to the Tullamore Dew Irish Whiskey commercial the slogan of Zweifel also 

indirectly persuades the consumer to buy the product. The slogan says “We do 

everything for the best chips.” In this way they are targeting the message that the 

company already does everything to produce the best chips for you – the target 

audience, now “you can do a little bit for us and buy the chips.” The 

advertisement wants to say “Look how much we do for you and how much 

trouble we experience for you!” Further on in the slogan they also claim that they 

are the “chips experts” in order to contrast themselves to other chips producers. 

The word “experts” implies that they know everything there is to know about 

making snack chips. The slogan as a claim is an empty promise because nobody 

can prove if Zweifel has the experts in producing chips or not.  

 

The central message of the advertisement is recognisable in several features like 

the framing of the different shots. The alternation of framing also governs the 

main message of the spot namely to show contrast but also unity. To 

demonstrate, shot number 1, 3 and 23 are full shots, which introduce the 
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advertisement as well as round it off, by presenting the four main characters in 

combination with the product. Close-ups which show and emphasise details can 

be grouped into four categories: shot number 2, 8 and 13 explicitly present the 

tea cup, which symbolises correctness and strictness. Shot number 16, 17 and 

18 demonstrate a closer look at the three men, especially when their little finger is 

raised painfully. The only close-up that shows the angry feeling of the elderly lady 

is shot number 7, which gives the viewer more details of her facial expressions. 

Most importantly, shot 21 introduces the product via a close-up and this effect is 

particularly strong because of its contrasting colours and its breaking of framing 

continuity. The majority of shots are filmed within a medium frame. In fact, a 

comparison of the two opposing parties provides the perspectives of the different 

characters and reinforces class difference. So in some shots the elderly lady is 

the viewer, when in contrast in some shots she is seen and the audience 

experiences the viewpoint of the three men. Furthermore, considering this effect 

the camera purposely shows just the upper part of the head or a shoulder of the 

viewer in order to express distance and difference. Concerning attention, both 

parties frequently direct their attention towards the other gender, transforming the 

gender roles into a teacher pupil situation. “In advertising, as with all media 

formats, style reflects content. The originality of the presentation sends a 

message about the uniqueness of the product and directs us to see (and think 

about) the product in a new way” (Silverblatt, 1995, p. 210). The style of the 

Zweifel Salt and Vinegar Chips commercial is quite outstanding and distinctive. 

Therefore, framing, camera angle, camera movement among others contribute to 

the success of the commercial.  

 

Repetition is a key theme in the analysed commercial. At the point when the 

elderly lady realises that the three men do not hold the tea cups correctly, she 

rises up from her sitting position with great anger (shot 14). What follows is a 
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rather painful demonstration of how to raise the little finger where the three men, 

one after the other, utter a quite funny “ouch”. What makes this moment so 

humorous is how the three men show their pain. This sequence is carefully edited 

and is the first instance when the three men are not as quiet as in the scenes 

before. The action of raising the little finger is repeated three times, but filmed 

from different camera angles. Camera angle is also remarkable in shot number 

15 and 16, which shows the group first of all from the left side and secondly from 

the right side. The following shots avoid the effect of opposition between the two 

groups, but demonstrate to some extent similarities versus differences. The 

elderly lady has moved to the other side of the room and in the end sits on the 

same couch as the three men (shot 23), with one difference - she sits on the arm 

of the sofa, which raises her position above the rest, showing class difference, 

greatness and strength. In general, the position of the four different actors 

provides insight into cultural attitudes about the roles of men and women 

(Silverblatt, 1995, p. 212) and are of special interest because it seems typical 

gender roles are reversed. The Zweifel employees sit on a couch and have their 

bodies slightly bowed, which is a message of submission, worry and 

subordination (Silverblatt, 1995, p. 213). In contrast, the elderly woman in the end 

is situated on the side of the three men, but her elevated position means that she 

is well aware of, or stands above, the usually male-dominated world. 

 

Camera movement, apart from framing and camera angle, is another method 

which manifests the potential of the advertisement. Shot number 12 and 19 are 

the only times when the camera is not static. The content of both shots can be 

compared to a before and after scenario showing first, the great anger of the 

elderly lady, and then her pride. The camera zooms into the face of the elderly 

lady in shot number 12, but pans down in shot 19. Camera movement has the 

effect of echoing imbalance and the task of “centering and decentering” (Bellour, 
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2000, p. 52) and this is the case in the analysed commercial. Personal feelings of 

the elderly lady are intensified by the way the camera moves.  

 

Another interesting production value which is central to the advertisement is the 

use of colour. Two colour tones dominate the advertisement namely grey and 

orange. The bright orange suits of the three men contrast with the different 

shades of grey represented by the elderly woman, the living room and even the 

rainy English weather. In addition, another colour highlight which appears almost 

at the end of the advertisement is the Zweifel Salt and Vinegar Chips bag which 

is yellow and blue. Those colour contrasts attract the attention of the consumers 

(Silverblatt, 1995, p. 211) and are strategies for brand recognition.  

 

Another essential instrument in the advertiser´s toolbox is the use of sound. 

Because music is not used in the Zweifel Salt and Vinegar Chips commercial, 

attention has to be paid to the different background sounds. The list of various 

noises in the advertisement is long. Examples are the engine noise of the cab at 

the beginning, the stirring of the tea, the elderly lady’s foot steps and the cracking 

of the chips. Nevertheless, there seems to be one sound which has an effect that 

“dramatizes the message” (Silverblatt, 1995, p. 221) namely the ticking of a clock. 

During the time when the elderly lady is giving her lesson no words are said and 

no conversation is held. This situation has a special tension because the three 

men are concentrating hard on not doing anything wrong. Another uncomfortable 

and uneasy sound is inserted when the woman “cracks” the finger bones of the 

men. The sounds in this scene contribute to the three men´s extreme misery and 

a cold shiver runs down the back of the viewer. As demonstrated in the previous 

examples, all these techniques contribute to the success of an advertisement and 

affect the buying behaviour of consumers.  
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What is outstanding in the Zweifel Salt and Vinegar Chips commercial is its use 

of humour and therefore the producers can rely on laughter as an effective 

response from the audience (Silverblatt, 1995, p. 203). In general, people like to 

laugh and advertising producers hope that this response will make the audience 

feel positively about the product (Silverblatt, 1995, p. 204). The difficulty in a 

funny advertisement is always how the audience perceives the advertisement 

and if they might be offended or not (Gulas & Weinberger, 2006, p. 41). 

Researchers have discovered that the use of humour in British advertising is 

more favourably received than in commercials from the United States, which was 

pointed out by Gulas and Weinberger (2006, p. 48). What is important when 

humour is used in advertisements is that the viewer or target audience 

recognises the ambiguity of the message and is also able to resolve it 

(Brenĉiĉová, 2005, p. 41). British people are famous for their black humour and 

what stands out in the advertisement in the end is that the old lady throws her 

formal conventions overboard and loves to eat Zweifel Salt and Vinegar Chips, 

whereas the other three men are not even allowed to touch or taste them. What 

comes out is that she also has a twinkle in her eye representing her sense of 

humour on the topic and that not everything is so strict and formal.  

 

Guilt is another influential appeal which tries to persuade the consumer in a 

hidden way (Silverblatt, 1995, p. 204). As discussed earlier, the advertisement 

raises the questions: “We do everything for you, what do you do for us?” 

Therefore, as a psychological strategy the commercial does touch on the 

emotions of the target audience. In this case the viewer feels remorse for not 

returning the same effort as the three men in the advertisement. The latent 

message is that people who care about each other should help, do something 

good and support each other in buying the product. Silverblatt (1995) identified a 

very popular device in commercials: “Advertisers strive to establish a parasocial 
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relationship with the audience, making the consumer feel known, appreciated 

and special” (p. 215). Personnel from the Zweifel company even come into the 

homes of customers, as it is shown in the advertisement, in order to represent the 

product. The slogan gains an ironic tone in saying that sometimes they even 

have to go to homes where they have to fulfill difficult tasks and are not as 

appreciated as one might think.  

 

Another motivating reason is the need for approval, whereas usually a person 

who models the product is the center of attention and encourages the audience 

to identify with him or her (Silverblatt, 1995, p. 205). Concerning the analysed 

commercial: The majority of viewers do not want to be like the main character. 

She appears old, strict, has frumpy characteristics, and seems intent on holding 

on to old habits. On the other hand, she is a self-confident person, who knows 

exactly what she wants and stands for. So the answer is, depending on one´s 

character, values and beliefs, someone might admire or hate the elderly English 

lady in the spot.  

 

Another, and the last identified, psychological motivation in the spot is nostalgia 

for significant moments, a longing for the past as pointed out by Silverblatt (1995, 

p. 204-207). “Tea time” is a typical English phenomenon and people like to hold 

on to such relaxing moments together with friends or family. It is a tradition that 

helps to make them rooted and safe (Silverblatt, 1995, p. 207). It seems that the 

elderly lady´s duty is to show the three men from Zweifel how to drink tea in a 

formal and appropriate way. The presentation of Englishness is a major strategy 

in the creation of Zweifel´s Chips commercial. “Discussions of Englishness tend 

to imply interest in the process of identification as much as the things or values 

identified” (Langford, 2000, p. 2). The definition of the term is quite problematic, 

because the concept is flexible and open towards interpretation. What must be 
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pointed out is that Zweifel´s Salt and Vinegar Chips commercial provides the 

viewer one possible interpretation of Englishness, even if it might be 

stereotypical.  

 

The advertisement for Zweifel´s Salt and Vinegar Chips depicts to some extent 

historical events or images. The living room of the old lady is full of references to 

the past for example: two paintings of former kings and queens which refer to 

Britain´s monarchy, some British flags, a fireplace which is central to the British 

idea of home and so on. “[P]hysical objects can convey meaning to us in both 

literal and objective ways and also more subtly by suggestion and association” 

(Dyer, 1995, p. 104). Therefore, it is important to examine the advertisement in 

detail. Zweifel also connects stuffed and mounted animals with hunting in Britain, 

which is clearly shown in the advertisement where a few stuffed birds are used as 

room decoration. In general, hunting is a controversial issue in Great Britain 

where some people are supporters and others are strenuous opponents of 

hunting. Hunting has been going on in different forms in Britain for hundreds of 

years (Craig, 2011) and it is still important when it comes to determining cultural 

attitudes and values. In general the room of the old lady in the advertisement is 

crammed with old furniture, old books and a lot of bric-a-brac.  

 

As can be seen in these examples, the advertisers are trying to present to the 

public a whole range of typical British symbols in combinations with their slogan 

“Only those who experienced Great Britain can produce our British Salt and 

Vinegar Chips!” Therefore, they want to show a traditional British home. So Dyer 

(1995) points out the following: “[b]y using characters and scenes which can be 

stereotypically identified, the spectator is drawn into the ad and invited to identify 

or empathize with what is said and done” (p. 96). What becomes clear through 

the analysis is that “advertising can be regarded as a text that reflects cultural 



Applying Media Literacy 47 

  Silvia-Christina Moser 

attitudes and values” (Silverblatt, 1995, p. 187). The analysed advertisement also 

serves as a good example for cultural change (Silverblatt, 1995, p. 190). The 

elderly woman in the advertisement shows the three men how to drink tea 

correctly and how people used to drink tea some time ago. Later in the 

advertisement she eats the chips in a very conventional way as most people do 

today - right out of the bag. She is clearly comfortable in both roles and sets the 

rules how the other people have to behave and act. The message here is the 

following: Although the elderly woman relies on her old norms and values, she is 

still open-minded towards new products and more convenient ways to eat – 

putting an emphasis on traditions and values but also innovations and new 

products.  

 

The next feature from the cultural context category is the presentation of a certain 

world view in the advertisement (Silverblatt, 1995, p. 190). What is clearly 

portrayed in the advertisement is a world which revolves around class 

differentiation as already mentioned (Silverblatt, 1995, p. 191). The three men 

from the Zweifel company clearly belong to the working class and to some extent 

look like trash collectors due to their orange working clothes. This slightly 

negative connotation reinforces class differences between the two parties. In 

contrary, the elderly lady seems to belong to the middle or upper-middle class. 

She is elegantly dressed, wears a pearl necklace and a brooch and sniffs loudly 

when someone behaves in the wrong way. She acts like a queen with ruling 

power, who wants to dominate the working class. She owns elegant porcelain, 

has refined tastes and her living room is full of antique furniture. What is not clear 

in the advertisement is whether she owns a house or just the flat, but previously 

identified features give a clue about her class status. Class division is an 

important issue in the analysed commercial, as it is also portrayed and featured 

when looking at framing, camera angle or camera movement.  
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Another world view which becomes clear through the advertisement is a “self-

absorbed world” (Silverblatt, 1995, p. 191). Although the elderly woman invites 

the three men to tea, in the end she does not want to share the brought snack, 

but rather enjoys it on her own. Similar to the Tullamore Dew Irish Whiskey 

commercial, a depiction of traditional values is an important marketing device in 

both advertisements. The message is that patriotic British people should drink tea 

in a formal way but also enjoy Zweifel chips. Because the advertisement 

exaggerates the presentation of typical British values and traditions, the viewer is 

quickly forced to laugh about British culture. Advertisers manipulate and attract 

the attention of audience groups through an overstatement and a stereotypical 

presentation of Britain. The advertisement attracts attention almost from the 

beginning where the elderly lady shows three grown up men how to stir their tea. 

The situation seems strange because a powerful and self-confident woman treats 

three men in their 40s like young boys who need to learn how to behave. This 

reversal of typical gender roles gives the advertisement the function of 

entertainment as well as attracts attention.  

 

On the company´s homepage Zweifel´s philosophy is stated in the following way 

“customer satisfaction is our top priority” (Pfander, Pulver & Zahnd, 2010) and 

this is also depicted in the advertisement. It is interesting that they offer a range 

of products, all specialised for different target audiences. The Zweifel company 

has created special products which look appealing to children therefore it can be 

assumed that the analysed commercial advertises salt and vinegar chips mainly 

for adults. An elderly lady in the commercial promotes the product indicating a 

target audience of older marrieds or older singles with no children as identified by 

Silverblatt (1995, p. 186). Salt and vinegar chips are quite popular in Great Britain 

whereas in Austria this flavour is not even available when looking at the latest 

Kelly´s chips product survey. One of the main aims of Zweifel is to expand to all 



Applying Media Literacy 49 

  Silvia-Christina Moser 

of Europe so therefore their advertisements are varied and represent different 

groups of people from all over the continent (Pfander, Pulver & Zahnd, 2010, p. 

12). As can be seen in the advertisement, Zweifel presents to its target audience 

and especially to Britain, a favoured national taste namely salt and vinegar. An 

outstanding aspect in the analysed commercial is that it presents a quite old main 

character, which is not common in advertising in general. Young and good-

looking actors usually dominate on the television screen when it comes to 

advertising. Therefore, in order to promote a product which usually is associated 

with a younger audience it is clever and definitely raises attention when an elderly 

person is shown. When browsing through and looking at the different Zweifel 

commercials it becomes clear that every single advertisement is targeted to a 

different audience group: young men, middle-aged men and women, elderly 

women and so on - showing that chips can be varied and appropriate for every 

taste.  

 

 

Figure 47: JouJoux Chips3 

For example: JouJoux Chips are specially created for 

children, where a little toy is waiting inside the chips package 

(Zweifel Pomy Chips AG, 2009). 

 

Figure 48: Snacketti Dancer4 

Snacketti Dancer is a snack, which is targeted towards 

teenagers or young adults. The music on the homepage, 

when viewing this product reinforces the modern and hip 

style of Snacketti Dancer (Zweifel Pomy Chips AG, 2009). 

 

                                                 

3 Source of Figure 47: LeShop SA (n.d.) 

4 Source of Figure 48: Edipresse Publications SA (n.d.) 
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Figure 49: Secrets5 

Secrets is a specialty geared towards gourmet fans, who are 

looking for something different. It has exclusive flavours like 

“Moutarde de Dijon, Spicy Thai, African Spices and Sweet 

Paprika” (Pfander, Pulver & Zahnd, 2010, p. 30). 

 

Figure 50: Graneo Multigrain 
Snack6 

Graneo Multigrain Snacks are made for people, who look for 

healthy food. This product presents a whole grain alternative 

to the normal Zweifel chips (Zweifel Pomy Chips AG, 2009). 

 

Zweifel´s product range is wide and these four snacks are just a few examples of 

how thoughtful and strategic their product placement is. Clever marketing 

strategies and the establishment of different snacks for a variety of audience 

groups put the company in contrast to Tullamore Dew Irish Whiskey, which 

promotes only one product to different groups. The presentation of different 

Zweifel snacks, helps us understand the analysed commercial. For example, the 

television commercial for Original Zweifel Chips - Kracken features the orange 

trio in a massage studio, where they experience a quite brutal massage. The 

humorous advertisement ends with the slogan: “Only those who experienced 

absolute cracking can produce our absolute cracktiv Chips” (Pfander, Pulver & 

Zahnd, 2010, p. 37). What becomes clear is that when the analysed 

advertisement is shown in isolation without knowledge of the company, other 

products or without seeing other Zweifel TV spots, the full and intended meaning 

                                                 

5 Source of Figure 49: Codecheck (2011) 

6 Source of Figure 50: Testblog (2007-2011) 
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slips away. What remains is a creative advertisement that is full of cultural 

references, that immediately attracts attention, and that forces the viewer to have 

a closer look. 

 

A focus on the four key elements: production value, framework, context and 

process identified by Silverblatt (1995), helped to analyse media messages, 

provided a look behind the curtain of advertising and improved media literacy. 

Two short television advertisements which promoted Irish whiskey and British salt 

and vinegar chips formed the frame of the analysis and helped to attribute 

already established methods of analysis to new media formats.  
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4 EVALUATING MEDIA LITERACY 

“In many classrooms in the United States, Great Britain, Canada, and Australia, 

advertising is a topic of inquiry, and print and TV ads are used in classrooms as 

`texts´ to be studied” (Hobbs, 2007, p. 113). Drawing upon this tradition in 

different countries, this study invites students of secondary vocational schools for 

agriculture to analyse and learn about TV advertising. Quantitative research is 

used to explore how and if students develop their media literacy skills and to 

gather information on how students read British and Irish TV advertisements. 

“[L]earning about advertising and discussions about advertising in schools can 

reduce children´s vulnerability to advertising […] and increase their ability to 

produce counterarguments in response to advertising” (Hobbs, 2007, p. 114). 

Apart from surveying the field of media literacy, this study also helps students 

become active and informed advertising media consumers. Therefore, in the 

experiment knowledge is being transferred, new things are learned, experiences 

are gained and thus opinions and views are shared, discussed and analysed. 

Students get the chance “to `read the word and the world´ through systematic 

opportunities for learning that connected literacy to life” (Hobbs, 2007, p. 112).  

 

The work called Reading the Media: Media Literacy in High School English by 

Renee Hobbs (2007) demonstrates how media literacy has successfully been 

incorporated into an American school, shows an innovative approach on how to 

develop media projects in educational institutions and serves as a framework and 

guide to design the whole research. What follows is an explanation of the 

quantitative research methods used in the study. 
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4.1 Research Methodology 

The first step in the research process is to develop research questions and in this 

case research hypotheses. The two main hypotheses, which guide the research 

project, can be stated in the following way: 

 

H1: Through different activities in applying, discussing and analyzing the five 

key concepts of media literacy, student´s media literacy skills are 

improved (recognising the product, recalling the slogan, summarizing the 

advertisement, pointing out likes and dislikes, recognising the 

representation of stereotypical elements concerning the British Isles, 

having additional ideas about the British Isles, describing the main 

character, identifying represented values, recognising advertising 

strategies, identifying the target audience and purpose of the message, 

pointing out omitted information and explaining why buying or not buying 

the product).  

H2: The viewing of the two advertisements does not alter students´ personal 

attitudes and values. 

 

The logic behind this research project is deducing the answers to the questions 

embodied in the above mentioned general hypotheses and has led to specific 

experiments in 11 secondary vocational schools for agriculture in Austria. 

Quantitative research provides, on the one hand, insights into the complex 

learning environment of 502 students and on the other hand a better 

understanding of changes in students´ performance. The following section 

explains the study in more detail. 
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4.1.1 Quantitative Research Design 

The experiment can be described as a quasi-experimental group design, which is 

divided into two parts namely pre- and post-tests. Random group assignment 

was not possible, because results from a classroom of approximately 25 students 

were taken into account. In the quasi-experiment, students from the classes of 

nine schools are used as the treatment sample and a relatively comparable group 

of students from two other schools serve as the control group. This research 

includes 207 variables gathered from more than 500 students, for a total of 103 

914 data points.  

 

What follows is a clear explanation of the procedure of the quasi-experiment: In 

general, the duration of the whole quasi-experiment is approximately 50 minutes, 

whereas at the beginning of the lesson each teacher introduces the topic of 

advertising to the students along with a general overview of the lesson. To 

measure media literacy skills, students are shown a television advertisement. 

Half of the students view the Tullamore Dew Irish Whiskey commercial first, 

whereas the Zweifel Salt and Vinegar Chips advertisement is shown to the other 

group. Students are then asked to fill in a questionnaire with 29 questions after 

watching the first advertisement three times. As shown in the appendix, a mixture 

between open and closed questions is used to determine students´ ability to 

identify the advertised product, recall the slogan, describe the advertisement, 

point out likes and dislikes, depict the main character and proposed values, 

recognise advertising strategies, identify the target audience and purpose of the 

message, and point out omitted information among others.  
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This approach is based on the work of Renee Hobbs (2007), as already pointed 

out, who conducted a survey on media literacy in an American high school. In the 

next phase, teachers strengthen students´ media literacy skills through a mixture 

of listening, reading and writing activities and in class discussions. In addition, 

teachers also hand out a worksheet which supports the learning process and 

which helps to illustrate and discuss the five core concepts of media literacy. The 

five key concepts, which were already discussed earlier in this work, are 

transformed into questions and therefore help to recall and discuss the first 

advertisement. After this developmental phase, students are shown the second 

commercial of the two accompanied by a second questionnaire, which is fairly 

similar to questionnaire number one in order to point out differences and to show 

the extent to which adolescent´s literacy skills are enhanced.  

4.1.2 Quantitative Sampling 

502 students aging from 14 to 19 years (mean 15.73) from eleven schools in 

Austria participated in the study, whereas 53.2% were female and 46.8% male. 

Besides general education the focus of these secondary technical and vocational 

schools for agriculture and forestry is on “initial vocational training” (BMUKK, 

2007). Students are provided with the “relevant up-to-date scientific and technical 

know-how and skills”; which qualifies them for working in the agriculture and 

forestry sector as farmers or other related positions (BMUKK, 2001). Upon 

completion of these agricultural colleges, which last for three years students may 

work in their field or choose further education (BMUKK, 2007). Those schools are 

specialised in different subject areas like general agriculture, horticulture, 

forestry, viticulture and fruit growing among others. 
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Figure 51: Location Secondary Vocational Schools in Austria 

 

Figure 51 shows the location of the 11 secondary vocational schools in Austria. In 

order to generalize about a larger population a small sample needs to be studied 

(Neuman, 2007, p. 346). In the school year 2010/2011 12 399 students attend 

secondary vocational schools, whereas 502 were enrolled in the study meaning 

4.05% were tested (personal communication with eight school inspectors, 

February 2011). The reasons for choosing those specific schools are based on 

different aspects: The researcher´s own educational background can be tied to 

one of those schools – degree at the higher-level secondary school for agriculture 

and dietetics in upper Austria called “Hlfs Elmberg”. Secondly, one of those 

schools will be the future workplace of the researcher. In order to be able to teach 

adolescents, who will be in a broader sense the target audience, it is important to 

be aware of the relationship between media and young people and also the 

effects of the media on them. A comparison of parental occupations reveals 

students background and their focus on agriculture and forestry as shown in 

Table 1.  
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Table 1: Parental Occupation 

 

Students are asked to write down parental occupations as an indirect measure of 

family interests in tasks and duties and are then coded into nine different 

categories according the International Standard Classification of Occupations 

(ISCO) (International Labour Organization, 2004). For example, students point 

out that 26.8% of the mothers work in the field of agriculture and forestry while 

41.9% of the fathers are identified as “field crop and vegetable growers, 

gardeners or livestock and dairy producers” (ISCO, 2008, p. 26). In addition, 

33.5% of the mothers are identified with elementary occupations like housewife 

or maid, whereas most of the families who run an agricultural enterprise are also 

supported by the women in different varied areas. Therefore, one has to 

remember that in this category women also fulfill other tasks and help for 

example on the farm. Because of the high proportion of mothers and fathers 

working in the field of agriculture and forestry, this data gives reasons why 

students interpret the two commercials in terms of values, likes and dislikes in a 

very specific way, which will be pointed out later.  



Evaluating Media Literacy 58 

  Silvia-Christina Moser 

Other data reveals media consumption patterns and shows that television, video 

and DVD with 21.3% are mostly used, closely followed by the internet with 

20.9%. According to Statistic Austria (2008-2009), the Austrian statistical office, 

watching television is the favourite leisure time activity for the average Austrian 

citizen (p. 95).  

 

Table 2: Media Types 

 

In the study, the television is the medium which is used mostly by the students 

and they have their own ideas and knowledge about television advertising. A 

reason for the selection of the two analysed advertisements is to make sure that 

students are familiar with the media format, not with the content of it. Both 

advertisements were never shown on television in Austria. As shown in Table 3 

students use media mainly for amusement (30.7%) and therefore it is even more 

important to make students media literate consumers, make them “understand 

how media creates cultures”, and how it “affects our politics and our society” 

(Media Literacy Project, n.d., p. 2). 42 Students select `other´ in answering the 

previous question and point out that they use the media when they are bored, to 

stay in contact with friends or to use the internet for farm oriented tasks like the 

registration of calves. 
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Table 3: Media Use 

 

In contrast, 38.7% of the students say they are active consumers of media when 

reading, watching or listening to the news. When they are asked, `Do you 

deliberately watch or listen to the news?´ 37.2% answer with `no´ and are 

therefore not interested in being informed about what is going on in our world. 

Therefore, only a little more than a third of the students seem to actively 

participate in the process of active media consumption. This data enhances and 

highlights the importance of incorporating media literacy into the school 

curriculum. Although it is clear what type of media students use and for what 

purpose, it is not yet known how much students use the internet, TV or radio per 

day. Answers can be found in Table 4.  

 

Table 4: Internet, TV and Radio Use 
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The percentage of students who use the internet less than one hour daily is 

27.7% and 24.2% watch television one to two hours per day. Due to the majority 

of the students living in the boarding school with limited access to the internet 

and television, the numbers are certified. Compared to the latest findings of 

Statistic Austria (2008-2009) the average Austrian citizen under 19 years of age 

watches television approximately two-and-a-half hours per day, which is more 

than the students in the study do (p. 95). Secondary vocational schools with 

boarding schools provide a variety of activities and events for the pupils apart 

from internet and television like sports activities, school events or compulsory 

study times. In addition, 5.1% of the students say they do not watch television at 

all. Students who attend a secondary vocational school for agriculture and 

forestry are fond of nature and agriculture and like hands-on work. It is interesting 

to note in the study that 76 (15.4%) students say they listen to the radio more 

than four hours a day for example when driving a tractor. Therefore, 61% of the 

parents do not and cannot control the media use of their children. 

 

All in all, students from secondary vocational schools of agriculture have limited 

access to different types of media and therefore do not make extensive use of it. 

Television for entertainment is the most important element in their media 

consumption practices. Detailed knowledge about the participants in the study 

like age, gender, family background and media consumption patterns helps to 

explain why students responded to the quasi-experiment in a certain way. 

Students viewing, listening and reading comprehension skills are measured by 

asking them to analyse two television advertisements. The results are presented 

in the following section.  
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4.1.3 Data Analysis 

When working with media in the classroom six approaches are commonly used: 

practical activities, content analysis, textual analysis, case study, simulation and 

production (Bowker, 1992, p. 226). These elements can be seen as tools to raise 

awareness of the power of popular cultural texts and therefore can be expanded 

or condensed when used in the classroom. In general, there is a wide range of 

exercises concerning the media, but this work focuses on a range of small-scale 

exercises because of its extensive research nature in eleven vocational schools 

in Austria. Eleven teachers collaborated in the quasi-experiment, in which 

students analysed two advertisements. To help unify the tasks, the teachers got 

clear instructions on how to work with the students and therefore they applied the 

five key concepts of media literacy. Students´ skill development over the course 

of approximately just 15 minutes is measured and compared to a matched control 

group.  

 

The effectiveness of improving students´ media literacy skills in the quasi-

experiment can be described in the following way: In general, students improve 

their ability to identify the slogan of the product compared to the control group 

significantly (sig. 0,02 p<0,05) as well as describe the content of the 

advertisement according to the `who, where, when and what´ questions in the 

second run better, but only in the sample and not significantly. Students are 

asked to summarize the advertisement with the help of four already identified 

questions by writing keywords. Students´ answers are scored on a scale ranging 

from zero to three points (Hobbs, 2007, p. 100). A student who responds to all 

four questions received three points. The majority of students are very effective in 

summarizing the main ideas of the two advertisements (mean 2.6 points).  
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Another measure of identifying students´ analysis skills, is the question `What 

was the purpose of the message?´ Students are offered six choices of answering 

the question and are able to check as many answers as they thought applied: to 

inform, to entertain, to persuade, for self-expression, to make money and to teach 

(Hobbs, 2007, p. 101). Students of both the control group and treatment group 

are significantly better at recognising `to entertain´ in the second run of the 

questionnaire (TG sig. 0,000 p<0,05).  

 

Table 5: Purpose of Advertisement 

 

All in all, students identify the three most important reasons for broadcasting an 

advertisement namely to persuade, for self-expression and most important of all 

to make money. The study shows that there are not many significant differences 

between pre- and post-tests, due to a variety of circumstances like the extensive 

length of the questionnaire, teacher motivation, short input among others. Still the 

treatment group shows a better performance than the control group when 

recognizing marketing strategies (mean TG 1,4; CG 1,2) and omitted information 

(mean TG 1,6; CG 1,3). As a result, an information input of just 15 minutes helps 

students to improve their media literacy skills to a certain extent. If students have 

more frequent opportunities to work with television advertisements they could 

increase their ability to analyse media messages. Readers who would like to gain 
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more information about the significant differences of pre- and post-tests will find 

this information in the appendix, where all SPSS “Statistical Package for the 

Social Sciences” (Universität Ulm, 2011) tables are listed. The next section 

shows how students analyse the whiskey and chips commercial in detail. 

Therefore, the data set had to be sorted according to advertisement.  

4.2 Evaluating Advertising Analysis Skills 

One part of the study examines the learning outcomes of pre- and post activities 

in the classroom when analysing two television advertisements. The second part 

of the research focuses on how students interpret the two commercials according 

to the following questions: 

• How do you like the advertisement? What do you like/dislike? 

• What does the advertisement represent? 

• What else comes to your mind when you think about the British Isles? 

• How would you describe the main character in the advertisement? 

• What values are represented in the message?* 

• What techniques are used to attract and hold viewers´ attention?* 

• Who is the target audience (gender, age, class) and why?* 

• What information is omitted from the message? * (*Hobbs, 2007, p. 99) 

• Would you buy the advertised product? Why/why not? 

 

Table 6: General Liking of Ad A and B 
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Students are asked how much they like or dislike advertisement A (Tullamore 

Dew Irish Whiskey) and advertisement B (Zweifel Salt and Vinegar Chips)7. For 

30.6% of the students `good´ best describes their liking of the whiskey 

commercial, but in contrast 15.9% do not like the chips commercial at all. This 

result is rather surprising, but Tables 7 and 8 make the answers clear. After 

reading a sample of students´ responses to these open-ended questions 

categories are developed to code the variety of answers. For example, answers 

from students who describe liking the river, landscape, sea or dogs are put into 

the category `nature and animals´ as shown in the following table.  

 

Table 7: Specific Liking of Ad A and B 

 

The presentation of Ireland´s nature especially, contributes to the success of the 

Tullamore Dew Irish Whiskey commercial in the study. Adolescents who attend a 

secondary vocational school for agriculture and forestry have one specific goal in 

mind namely to live with and from nature (Bioschule Schlägl, 2011). The 

identification of the two dogs in the advertisement is surprising because they are 

presented in shot number 14 for less than a second. The advertisement was also 

shown to a group of students during a course at the English department at the 
                                                 

7
 Advertisement A (blue) in this section always refers to Tullamore Dew Irish Whiskey, whereas Advertisement 

B (orange) refers to Zweifel Salt and Vinegar Chips, not to which advertisement was shown first as in the 

previous section. 
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University of Vienna and those viewers did not even notice the presence of 

animals in the advertisement. There are 102 students (28.6%) who say they like 

the advertised product and its presentation. A majority of them are males, who 

connect the consumption of whiskey or alcohol in general to being “cool” and to 

belonging to a group. Some of them describe the main character as a “rock star”. 

Alcohol consumption plays an important role in the life of adolescents and more 

than half of the students (54%) would buy Tullamore Dew Irish Whiskey, even if 

they are not allowed. In contrary, the Zweifel Salt and Vinegar Chips commercial 

uses humour as a persuasion technique to grab the attention of the viewer 

(Media Literacy Project, n.d., p. 8). The percentage of students who identify this 

feel good aspect, but do not connect it to the product as hoped by the 

advertisement producers is 26.5%. One hundred and nine students do not like 

the commercial at all.  

 

Table 8: Specific Disliking of Ad A and B 

 

The harsh and authoritarian elderly lady in the Zweifel Salt and Vinegar Chips 

commercial, also identified by some students as the “queen”, does not succeed in 

her duty to persuade the students to buy the product. A total of 26.6% of the 

students point out that they do not like the way how the elderly lady treats the 

three guests, revealing a certain hostility toward the slapping of hands or almost 
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breaking fingers. Moreover, students identify themselves with the three men who 

wear overalls to do practical work, as representing a down-home authentic look. 

In contrast, 16.5% of the students (most of them female) explain that they like the 

main character in the way that she fulfills the duty of showing and teaching the 

three men good manners. Apart from social graces, a majority of students 

(15.6%) dislike advertisement B due to the incoherent and inaccurate 

presentation of a product. Secondary vocational school students, university 

students as well as university professors question the presentation of tea in a 

chips advertisement. 

 

Table 9: Representation Ad B 

 

Table nine presents the answers when students are asked to agree or disagree 

with certain statements about the British Isles. In responding to these questions, 

students have four possibilities of agreement: four points for “totally agree”, three 

points for “tend to agree”, two points for “tend to disagree” and one point for 
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“totally disagree”. Table nine presents the average answers. The topics of all 15 

answers are not common sense stereotypes, moreover they are identified by the 

following authors8: Aughey, 2007, p. 43; Mandler, 2006, p. 178; as quoted in 

McLeod, 2004, p. 3; as quoted in Kumar, 2003, p. 230; Crinson, 2004, p. 184; 

Aughey, 2007, p. 105; as quoted in Mandler, 2006, p. 177; Carville, 2009, p. 211; 

Reddy, 2009, p. 151; Carville, 2009, p. 212; Aughey, 2007, p. 4; Crinson, 2004, 

p. 184; Carville, 2009, p. 197; Cross, 2004, p. 57; Cross, 2004, p. 56. The 

majority of students identify the representation of good manners, patriotism, 

conservative and old-fashioned people in advertisement B. After reading the 

various statements about the British Isles students could in addition create a list 

about their ideas concerning Britain and Ireland. 

 

Table 10: Ideas British Isles B 

 

Students point out different topics about the two countries after watching the first 

commercial compared to when they saw the second advertisement. On average 

52 (15.97%) students recall the British political system after viewing Zweifel Salt 

and Vinegar Chips commercial. As already mentioned earlier, some students 

think of the elderly lady as the queen, who exercises sovereign powers over the 

                                                 

8 Listed according to order of statement in Table 9 (more information see Bibliography) 
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three employees. In addition, students also point out the weather as a typical 

British phenomenon as well as name some famous sights in London.  

 

References to Ireland are identified in the Tullamore Dew Irish Whiskey 

commercial and the following table lists students´ average agreement on various 

statements.  

 

Table 11: Representation Ad A 

 

In the whiskey commercial the majority of students point out the presentation of 

Ireland as a rough and wild country, which has a high degree of alcohol 

consumption. In both advertisements patriotism is identified as a recurring vital 

issue. Therefore, Britain or Ireland in this case has become a “product attribute 

[…] a `unique selling proposition´, the key variable that differentiates the product 

from its competitors” (Kelly-Holmes, 2005, p. 27). In both advertisements there 
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are a lot of references to Britain or Ireland as clearly identified by the students 

and those elements become the “core of the advertising message” (Kelly-

Holmes, 2005, p. 27).  

 

Table 12: Ideas British Isles A 

 

This advertising strategy or “`country-of-origin effect´ is acquired through 

consumerization” (Kelly-Holmes, 2005, p. 27). The media creates, strengthens 

and maintains such conceptions (Kelly-Holmes, 2005, p. 27) and as the study 

shows students change their ideas after watching the second commercial. A 

concept which does not change is the British and Irish weather, which is clearly 

associated by the students with those countries and reinforced by the 

presentation of Tullamore Dew Irish Whiskey in the commercial. Even though the 

majority of students have never tasted Tullamore Dew Irish Whiskey, through “the 

realm of experiencing and processing” the advertising message, a well-

developed sense of what an `Irish´ product is about is formed (Kelly-Holmes, 

2005, p. 29). Tullamore Whiskey “should take on the attributes” of Ireland and the 

choice and characteristics of the main characters in the advertisements 

contributes to the construction and promotion of those images (Kelly-Holmes, 

2005, p. 30) as shown in Table 13.  
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Table 13: Description of Main Character in Ad A and B 

 

The majority of students describe the man in the whiskey advertisement as 

sociable (mean 3.52), libertarian (mean 3.31) and humorous (mean 3.29). 

Therefore, a person confronted with a bottle of Tullamore Dew Irish Whiskey 

should favour Tullamore Dew rather than whiskeys from other countries, because 

of its connection to the previous mentioned characteristics. Advertisements “are 

meant to appeal to or mobilize” certain themes, attitudes and feelings (Dyer, 

1982, p. 92). Students in the study are asked to identify values, which are 

presented in the advertisements. The following table shows their responses after 

viewing the whiskey commercial.  
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Table 14: Values Ad A 

 

A powerful technique of persuasion in this advertisement is to play on the 

importance of maintaining nature, to esteem our habitat, the enjoyment of 

freedom and the fear of being lonely in our society through the presentation of 

togetherness and friendship. “Certain values such as […] friendship […] pleasure, 

happiness […] are the staple diet of advertisements and are often confused with 

or transferred to the possession of things” (Dyer, 1982, p. 80). Therefore, one 

subconsciously thinks when consuming Tullamore Dew Irish Whiskey certain 

values are reinforced. “The drift if not the impact of the use of these values in 

selling means that genuine feelings are devalued or corrupted, and previously 

acceptable words become false and used loosely” (Dyer, 1982, p. 80). 

 

Table 15: Personal Values 
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In the study students are asked to describe which values are important for them 

in life. Table 15 shows their answers. Friendship and family, health and nature 

are mentioned mostly, where 21.93% of the students describe friendship as an 

important value in their life. Interestingly as Dyer (1982) mentioned in the 

quotation earlier, students do change their values significantly in the study (sig. 

0,005 p<0,05) after watching the second commercial. This shift of values 

emphasises even more the importance of teaching media literacy and of making 

students aware of the impact of the media in our culture. Although students 

recognise the purpose of media messages, identify the target audience and point 

out advertising strategies, they are still significantly influenced by a 30-second 

television advertisement. Nevertheless, it seems to be the case that advertising is 

successful in the sense that students change their minds about some basic 

principles in life.  

 

When coming back to advertisement B and the description of the elderly lady, it 

becomes clear that students attribute characteristics such as noble, decent and 

punctual. Although the majority of students do not like the main character in 

advertisement B, they still connect her with positive characteristics.  

 

Table 16: Values Ad B 
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Students are also asked to define the values the advertisement is trying to 

convey to the viewer. Again students have four possibilities of agreement to 

answer the question and as shown in Table 16 identify discipline (mean 3.72), 

tradition (mean 3.32) and habitat (mean 3.17) as the core values represented in 

the Zweifel Salt and Vinegar Chips commercial. Students recognise those values 

as unstated messages in advertisement B. The students give the lowest ratings 

to the presentation of values like nature, health and friendship in the 

advertisement. “An advertiser´s aim is to capture our attention and favourably 

dispose us to the product or service” (Dyer, 1982, p. 96). Zweifel´s commercial is 

definitely outstanding as it uses humour to show discipline and applies the 

“country-of-origin effect” through the presentation of British traditions and habitat.  

 

Table 17: Advertising Strategies Ad B 

 

Humour as an advertising strategy, attracts and holds the attention of 17.23% of 

the students. Different values, like tradition or habitat, are mentioned by 16.57% 

of the students. The answers to this open-ended question are then coded and put 

in a variety of categories shown in Table 17. The characters in the advertisement 

are quite outstanding and 17.22% of the students identify this as a marketing 

strategy. The incoherent nature of the chips advertisement is a main reason why 

students dislike the whole commercial. They believe that is is a marketing 
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strategy to make the audience curious. Only nine students identify the slogan as 

an effective persuasion technique.  

 

Table 18: Advertising Strategies Ad A 

 

The presentation of nature in the commercial is described as an advertising 

strategy by 34.3% of the students. “This persuasion technique tries to link a 

product […] with something liked or desired by the target audience, such as fun, 

pleasure, beauty” (Media Literacy Project, n. d., 7). Although the 14 to 19 year old 

students may not be the target audience of Tullamore Dew Irish Whiskey, still 

through the depiction of nature elements like the grass, a storm or the sea the 

advertisement creates a “strong emotional response” and then tries to “associate 

the feeling with the brand” (Media Literacy Project, n. d., p. 7).  

 

Similar to Hobbs (2007) study, to measure students´ responses of target 

audience, they are given a checklist of two genders, six different age-range 

categories (from age 2 to over 60) and five different social-class categories (from 

“poor” to “wealthy”) to the question “Who is the target audience for this 

message?” (p. 119-120). Students are also asked to explain their choices. The 

following two tables show how students respond to the question of the gender of 

the target audience. 
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Table 19: Gender of Target Audience Ad A    Table 20: Gender of Target Audience Ad B 

 

The target audience of Tullamore Dew Irish Whiskey is males say 78.1% of the 

students. Reasons for this choice can be found in the following table, which 

presents students´ explanations.  

 

Table 21: Explanation Gender Ad A 

 

“Media communicators devote enormous resources to developing a clear sense 

of audience” (Silverblatt, 1995, p. 34). It seems that in the case of the preferred 

gender the Tullamore Dew Whiskey commercial is successful, because as the 

study shows students agree on two main reasons why men are interested in 

whiskey as shown in Table 21. First of all, the main character in the 

advertisement is male, even though women also consume whiskey in the spot. 
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Secondly, students connect men to alcohol consumption more easily than 

women. In contrast, students see the target audience of Zweifel chips as gender 

equal when considering their responses to be 49.8% for females and 50.2% for 

males. Explanations are presented in Table 22: 57% argue that chips are a 

product for everyone, 24% connect the gender of the main character in the 

advertisement to the target audience, 8% say that men consume more chips than 

women (3%).  

 

Table 22: Explanation Gender Ad B 
 

 

Table 23: Age of Target Audience Ad A and B 

 

A majority of students (70.9%) say they believe 18-40-year-olds to be the target 

audience for Tullamore Dew Irish Whiskey. Results generally support that 



Evaluating Media Literacy 77 

  Silvia-Christina Moser 

students can more easily pin down a target audience for the whiskey commercial, 

whereas in the case of Zweifel Salt and Vinegar Chips students´ responses are 

not so focused. One explanation is that whiskey drinkers have to be 18 years of 

age at least, due to the age limit of alcohol consumption. In contrary, when 

visiting the Zweifel homepage, it becomes clear that their Salt and Vinegar Chips 

are targeted towards an older generation - 40 years of age and up. As already 

explained and shown earlier Zweifel has different products for different audience 

groups. Findings in the study show that 25.8% of the students believe the target 

audience of the chips commercial to be people 40 years of age and older. Nine 

percent of the students identify the target audience to be 2-11-year-olds, 

although the advertisement does not show “ideal kids […] amazing toys […] cute 

celebrities […] star power” (Center for Media Literacy, 2010), which are common 

advertising strategies when a product is targeted towards a young audience 

group. Table 24 demonstrates students´ responses concerning the age of the 

target audience.  

 

Table 24: Explanation Age Ad B 

 

Twenty-eight percent of the students describe Zweifel´s Salt and Vinegar Chips 

as a product for everyone, not recognizing that every product is targeted towards 

a certain type of audience. It can be true that especially kids like to enjoy chips, 

but Zweifel´s Salt and Vinegar Chips are definitely targeted towards on older 
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generation. In general, it seems that it is difficult for the students to answer the 

question why they made their choice concerning gender, age and class of the 

target audience. Responses are often quite similar in that 40.4% of students can 

not even justify their assessment of the target audience, indicating weak analysis 

skills which should be improved through the teaching of media literacy. Students 

use their “existing knowledge and attitudes” without examining the advertisement 

in more detail (Hobbs, 2007, p. 123). Results also show that students do not 

define their target audience very narrowly as it is shown in the previous tables.  

 

Table 25: Explanation Age Ad A 

 

Table 25 shows students´ responses concerning the age group of the Tullamore 

Dew Irish Whiskey commercial. Thirty-seven percent of the students identify the 

age limit as a major reason for their choices, as already described earlier. The 

following table shows how students interpret the class of the target audience. In 

analyzing students´ assessment of the social class, 39% of the responses mark 

middle-class people as the intended target audience of Tullamore Dew Irish 

Whiskey, explaining that they could afford to buy whiskey. In contrary, when 

looking at answers concerning Zweifel Salt and Vinegar Chips it can be identified 

that answers were much wider, indicating that students have difficulty pinning 

down one specific target audience group.  
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Table 26: Class of Target Audience Ad A and B 
 

 

Table 27: Explanation Class Ad A 

 

The students´ explanation of their assessment concerning the class of the target 

audience when looking at Zweifel´s Salt and Vinegar Chips commercial is 

interesting. Thirty-two percent claim that they pick a certain social class, because 

people need to be able to afford a product. Although chips are not very 

expensive, 15.4% of the students identify wealthy people as the target audience 

group.  
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Table 28: Explanation Class Ad B 

 

In addition, students are also asked to analyse and point out omitted information 

in the two advertisements. “Recognizing omissions is a skill that calls upon active 

processing of information and the ability to synthesize relationships between 

ideas” (Hobbs, 2007, p. 103). More than half of the students in the first run 

(54.1%) cannot identify or recall information that was omitted from the 

advertisements. “This question also measured a dimension of strategic, higher 

order comprehension because in identifying omitted information, students must 

be able to generate new information connected to a topic” (Hobbs, 2007, p. 103). 

In general, students of secondary vocational schools differ greatly in their abilities 

to learn and study – some will continue to higher education whereas some will 

enter the labour market when having finished the 9th compulsory school year. 

This study includes students with learning disabilities as well as physical 

disabilities. Students are asked to develop at least three ideas, facts or 

information about the product that is not said in the advertisement. The data 

shows that, as presented in Table 29 most of the students point out the price as 

one major component which is omitted in the advertisement, although the price 

question concerning whiskey is much more important than chips due to its higher 

price.  
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Table 29: Omitted Information Ad A and B 

 

Important for the students is also the question about the alcohol content in 

Tullamore Dew Irish Whiskey and calorie content in Zweifel Salt and Vinegar 

Chips. Another point which is not present in both advertisements is where to buy 

the products. Students did not know either of the companies before the test and 

have never seen their advertisements. Since one main aim of an advertisement is 

to persuade the consumer to buy, students ask for the “place of purchase”. The 

students say that 54.4% of them would buy Tullamore Dew Irish Whiskey, 

whereas just 43% of the students would buy Zweifel Salt and Vinegar Chips as 

shown in Table 30 and 31. 

 

Table 30: Purchasing Product A    Table 31: Purchasing Product B 
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As already identified, students prefer the whiskey commercial as shown in Table 

32, asking for the reasons of buying product A and B.  

 

Table 32: Why Purchasing Product A and B 

 

One main reason for buying Zweifel Salt and Vinegar Chips is students´ personal 

preference for chips in general, and not the commercial itself which supports the 

act of buying or consuming. Moreover students´ ideas and memories of the chips 

taste contributes to the number of students willing to buy the advertised chips 

(43%).  

 

Table 33: Why Not Purchasing Product A and B 
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Reasons for not buying the advertised product are for example the product and 

its presentation, the flavour especially when thinking about salt and vinegar chips 

and the overall preference for other products. In general, the study shows that 

students as consumers prefer Austrian products, which support traditional 

Austrian farms in rural areas. “Regional food is gaining importance” 

(Lebensministerium Öffentlichkeitsarbeit, 2008) and students as future farmers 

know very well the “ecological and economic advantages” when Austrian 

products are consumed (Lebensministerium Öffentlichkeitsarbeit, 2007). 

“Purchasing products from Austrian farms secures jobs, ensures value added in 

our home country and helps to protect the environment” (Lebensministerium, 

Öffentlichkeitsarbeit, 2007). The data shows that students are open-minded 

towards new products, but always insist on supporting the Austrian food market. 

“[I]t´s a healthy and necessary position for young people to be able to recognise 

that messages are socially constructed products” (Hobbs, 2007, p. 146). The 

study shows that some students deeply examine the meaning of the two 

advertisements and demand to support regional typical food from Austria.  

 

Recognizing the benefits of teaching media literacy, this study shows how 

students improve their media literacy skills and how they analyse two television 

advertisements. If students would have more opportunities to work with media 

texts an improvement of their analysis skills can be guaranteed. The data shows 

that media literacy helps to “build students´ capacity as responsible readers of 

multimedia texts as well as twenty-first-century consumers” (Hobbs, 2007, p. 

128).  
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5 CONCLUSION 

“Even more powerful than our own life experiences, media texts are at the center 

of our cultural worlds” (Hobbs, 2007, p. 6). The continuous growth of the media 

requires a critical reading of media messages in order to demonstrate literate 

consumerism. The focus of this study is threefold: to provide insights and 

introduce the topic of media literacy in combination with television advertising on 

a theoretical level, to incorporate a practical reading of two television 

advertisements about Tullamore Dew Irish Whiskey and Zweifel Salt and Vinegar 

Chips and to demonstrate how change in learning practices occurs when 

students become involved in reading media messages. Due to the fact that media 

studies are more or less missing from the curriculum of secondary vocational 

schools for agriculture in Austria, the study stresses the importance of media 

education and suggests that adolescents will create, establish and support our 

future environment and that it is therefore of central importance to make them 

aware of the media´s influence in our everyday lives. The classroom gives the 

opportunity to teach a critical understanding of the media.  

 

The unique discourse focusing on the application of media literacy is presented in 

hypothesis number one, stating that through different activities in applying, 

discussing and analyzing the five key concepts of media literacy students´ media 

literacy skills are improved. Results of quantitative research prove but also reject 

students´ improvement in analyzing television advertisements. Therefore, 

students to a certain extent demonstrate a better understanding of how media 

creates messages. In general, the majority of students have good comprehension 

and analysis skills in understanding and reflecting on mass media messages 

(recognizing advertising strategies, identifying the target audience and the 

purpose of the message, etc.), whereas especially open-ended questions prove 
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to be challenging for the students. Through regular and intensive learning 

opportunities students´ media literacy skills could be improved in order to make 

them responsible consumers of media messages.  

 

In considering the impact of the two television advertisements on students´ 

personal attitudes and values as presented in hypothesis number two, it is 

important to point out the change and great influence of the two mass media 

messages, which leads to a rejection of hypothesis number two. As presented in 

the study, students measurably change their response to the question of what 

values are important for them after viewing the second commercial.  

 

The key purpose of this study is to show possible ways of interpreting British 

/Irish television advertising and to provide teachers as well as educators with 

future directions of the teaching of media literacy. Looking at TV Advertisements: 

A Quantitative Study on Media Literacy in Secondary Vocational Schools for 

Agriculture in Austria examines on the one hand media literacy through a 

theoretical but also practical lens to demonstrate how important teaching and 

learning in our media saturated world is and on the other hand influences 

educational change in Austrian schools.  
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7 APPENDIX 

7.1 Quasi-Experiment Guidance (Questionnaire) 
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Source of Figure Tullamore Dew Whiskey: Günstiger.de (1999-2011). Tullamore Dew. Retrieved February 10, 
2011, from http://www.schnapshoeker.de/shop/images/product_images/original_images/93_0.jpg 
 
Source of Figure Salt and Vinegar Chips: Codecheck (2011). Zweifel Salt & Vinegar Chips. Retrieved February 
10, 2011, from http://www.codecheck.info/img/59808/1 
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3. Lichtung des Seins (n.d.). Dramatis personae. Retrieved March 10, 2010, from http://www.lichtung-
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4.  Bettina (n.d.). Sonne. Retrieved March 10, 2011, from http://www.creativ-
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7.2 Statistical Evaluation and Results (SPSS) 
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ZUSAMMENFASSUNG 

Medien aller Art sind ein wichtiger Bestandteil des Alltagslebens eines 

Jugendlichen. Aktive Medienarbeit und Medienpädagogik fördern Fähigkeiten 

und Einsichten Medienbotschaften verstehen, analysieren und bewerten zu 

können um Jugendliche als medienkompetente Konsumenten anzusehen. In 

dieser Studie werden vielfältige Aspekte der Medienpädagogik beleuchtet: Die 

Themenpalette reicht von einer theoretischen Einführung zum Thema 

Medienkompetenz und Werbung über die Analyse zweier praktischen Beispiele 

britischer und irischer Fernsehwerbung bis hin zu einer quantitativen Studie wo 

502 Schülerinnen und Schüler aus elf verschiedenen landwirtschaftlichen 

Fachschulen in Österreich mit Fragen zur Werbeanalyse konfrontiert wurden und 

praktische Wissensvermittlung zum Thema Medien erfuhren. Ergebnisse 

demonstrieren die Notwendigkeit theoretischer und praktischer 

Wissensvermittlung auf dem Gebiet der Medienerziehung. 
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