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Career, Technical, & Agricultural Education




PATHWAY:

Consumer Services
COURSE:

Consumer Skills
UNIT 6: 

Advertisement
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Annotation: 
This unit will cover the deceptive practices used in advertising today.  Students will cover techniques used by advertisers to influence consumer choices and purchases.  Researching ads is included to give students an opportunity to be involved in real life decision making.  Writing skills and organizational skills are used through the unit.  Examples of misleading and truthful ads will be used.  Students will show understanding of deceptive practices as they progress through the unit.  

Grade(s):  

	X
	9th

	X
	10th

	X
	11th

	X
	12th


Time:  
Six to seven 50 minute periods

Author: 
Doris Reins

Students with Disabilities:

For students with disabilities, the instructor should refer to the student's IEP to be sure that the accommodations specified are being provided. Instructors should also familiarize themselves with the provisions of Behavior Intervention Plans that may be part of a student's IEP. Frequent consultation with a student's special education instructor will be beneficial in providing appropriate differentiation.
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GPS Focus Standards: 
FCS-CS-6 
Students will investigate advertising in the economic system.

a)
Identify examples of deceptive advertising.

b)
Evaluate the impact of advertising on forming consumer opinion.


GPS Academic Standards:
ELA12W1 
The student produces writing that establishes an appropriate organized structure, sets a context and engages the reader, maintains a coherent focus throughout, and signals a satisfying closure.
ELA11LSV2 
The student formulates reasoned judgments about written and oral communication in various media genres. The student delivers focused, coherent, and polished presentations that convey a clear and distinct perspective, demonstrates solid reasoning, and combine traditional rhetorical strategies of narration, exposition, persuasion, and description.
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Enduring Understandings: 
· Advertising can be misleading as well as truthful.

· Various techniques are used to influence the consumers buying choices.

· Ads make a claim on behalf of a product or service to convince the consumer of its superiority.

· Misleading and deceptive advertising can be legal in many ways.

Essential Questions: 
· What is the purpose of advertising?

· How do ads sell?

· What techniques do advertisers use to influence the consumer?

· Is false advertising legal?

· What are the rules advertisers go by?

Knowledge from this Unit:  
· Ads make a claim on behalf a product or service. 

· Many of them appeal to emotions/desires with the goal of getting customers to buy, appeal to the senses, rely on generalities, are misleading/partly truthful and some narrowly avoid lying by careful choice of words.

· Consumers need to know the ways in which advertising influences the choices we make.

· Advertising drives the decisions of the consumer more than anything else.

Skills from this Unit:  
· Identify deceptive advertising.
· Design and present a commercial.

· Research cases of deceptive advertising.

· Design an advertisement.
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Assessment Method Type: 
	
	Pre-test

	
	Objective assessment - multiple-choice, true- false, etc.

	
	__ Quizzes/Tests

__ Unit test

	
	Group project

	X
	Individual project

	X
	Self-assessment - May include practice quizzes, games, simulations, checklists, etc.

	
	__ Self-check rubrics   

__ Self-check during writing/planning process

_X_ Journal reflections on concepts, personal experiences and impact on one’s life

__ Reflect on evaluations of work from teachers, business partners, and competition judges

__ Academic prompts

__ Practice quizzes/tests

	X
	Subjective assessment/Informal observations

	
	__ Essay tests

_X Observe students working with partners

_X_ Observe students role playing

	
	Peer-assessment  

	
	__ Peer editing & commentary of products/projects/presentations using rubrics

__ Peer editing and/or critiquing

	X
	Dialogue and Discussion

	
	__ Student/teacher conferences

_X_ Partner and small group discussions

_X_ Whole group discussions

__ Interaction with/feedback from community members/speakers and business partners

	
	Constructed Responses

	
	__ Chart good reading/writing/listening/speaking habits

__ Application of skills to real-life situations/scenarios

	
	Post-test


Assessment Attachments and / or Directions: 
Advertising Fallacy Notebook Cover
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•
LESSON 1: INTRODUCTION TO…ADVERTSING

1.
Identify the standards. Standards should be posted in the classroom.

FCS-CS-6 Students will investigate advertising in the economic system.

a) Identify examples of deceptive advertising.



b) Evaluate the impact of advertising on forming consumer opinion
2.
Review Essential Question(s). Post Essential Questions in the classroom. 
· What types of deceptive advertising are used today?

· What techniques do advertisers use to influence the consumer?

· How can a consumer be protected from deceptive advertising?

3.
Identify and review the unit vocabulary. Terms may be posted on word wall.

	Term 1
	Term 2
	Term 3

	Fallacy
	Propaganda
	Bandwagon

	Is a mistaken belief or

assumption that leads to an illogical or unsound argument about something
	Information that is shared for the purpose of promoting a particular

cause


	Technique that appeals to the idea that everyone is doing it and so should you; “getting on the bandwagon.” 



	Term 4
	Term 5
	Term 6

	Testimonials
	Snob Appeal
	Transfer

	Uses the endorsement of a celebrity or famous person. 


	Only the richest, most important, or most discerning people like this idea or product.
	Technique that attempts to link an important person, place or thing to something that is desired for us to accept.



	Term 7
	Term 8
	Term 9

	Plain folks
	Name calling
	Logical fallacies

	Brings the ordinary, everyday person in touch with the issue or product, etc. 


	Technique that links a person or idea to a negative symbol.


	Technique deliberately manipulates logical ideas to promote a cause.



	Term 10
	Term 11
	Term 12

	Glittering generalities
	Loss leader
	Generality

	Technique that links a person or idea to a positive symbol.
	An item priced below cost in order to draw in business.
	A statement or principle having general rather than specific validity.

	Term 13
	
	

	Target Market
	
	

	The market segment to which a particular product is marketed.
	
	


CULMINATING PERFORMANCE TASK: Explain the task to the students before beginning any of the notes or lessons below.  Make them aware of the importance of keeping up with all notes, worksheets, ads collected, etc.  

You may want to have an assigned location in the classroom for all notebooks to be kept for the duration of the unit.  This will help students keep up with everything.

4.
Interest approach – Mental set: Hang up several ads from magazines and newspapers on the bulletin board or a display board in the front of the room.  Have the first two essential questions written on the board and direct students to the questions.

5. 
The Purpose of Advertising? Ask students:

· What is the purpose of advertising?

Write answers on the board guiding students to the purpose of ads = TO SELL.

6. 
Direct the students’ attention to the ads hanging on the board ads.  Ask students: 
· What is being advertised?

· Who is the target audience?

· What is the ad’s claim(s)?  
7. 
How do ads sell?  They make a claim on behalf a product or service. Many of them appeal to emotions/desires with goal of getting customers to buy, appeal to the senses, rely on generalities, are misleading/partly truthful and some narrowly avoid lying by careful choice of words.
8. 
The rules in advertising?  Ask students their opinion on the ways ads appeal to the consumer.  Ask students:

· If ads can “narrowly avoid lying or be partly truthful” what are the rules advertisers follow?
9. 
NOTE TAKING:  Use the attachment Advertising Ethics & Principles from the American Advertising Federation as a guide.  

10. 
Class Discussion: Lead the class in a discussion of the Advertising Ethics & Principles and ways the advertisers “tow the line” between truth and fallacy.  List the students’ responses on the whiteboard.  Students should keep all notes from this unit in a notebook that will be turned in at the end for a cumulative grade.  

11. 
WRAP-UP:  Review all that has been discussed during class.  Introduce the next lesson by telling students that they will be looking closely at ads that influence them.

12. 
HOMEWORK ASSIGNMENT:  Have students bring three examples of what they think are misleading and exaggerated advertising  and three examples of ads they think are truthful for tomorrow’s class.  These ads will be part of the culminating performance tasks at the end of the unit.  EMPHASIZE the need to keep these ads in their notebook.

LESSON 2:  The “NEW & IMPROVED”…”FREE”…”ONE DAY SALE”


1.  
Review Essential Questions.  Post Essential Questions in the classroom.
· How can a consumer be protected from deceptive advertising?

2.  
Have students get out the ads they brought in for the homework assignment.  (Have several on hand in case students do not bring enough.)
3.  
Make a list of the types of ads.  Types of ads are:  the demo, show the problem, symbolize the problem, symbolize the benefit comparison, exemplary story, benefit causes story, testimonial, ongoing characters or celebrities, associated user imagery, unique personality property, and parody or borrowed format.
4. 
Divide students into pairs according to types of ads.
5. 
HANDOUT:  give each pair the attachment Ad Review.
6. 
Each pair is to complete the handout using their ads as their guide.  (Approx. 15 minutes)
7. 
Instruct each pair present their answers to the class.  Guide the students to the emotional appeal, wording that grabs their attention. Etc.
8. 
Now students are to take the “truthful” ads and explain why they are considered truthful.  Be an active part of this step in order to guide students in their investigation of these ads.  (SMALL OR WHOLE GROUP will work well here.)
9. 
Next give students the TARGET MARKET sheet.  Students will work together to determine the target market for each ad.  
10. 
REFLECTIONS:  Students take the last 10 minutes of class to write about how they have been influenced by misleading or emotional advertising and what they know now that will help them be better informed consumers.  (You might want to write this information on the board.)
11. 
Students should keep all notes from this unit in a notebook that will be turned in at the end for a cumulative grade.
•
LESSON 3:  DECEPTIVE PRACTICES:  Am I Being Duped?

1.
Review Essential Questions. Post Essential Questions in the classroom. 

· What techniques do advertisers use to influence the consumer?

· How can a consumer be protected from deceptive advertising?

2.
EXPLAIN to students that the Technical Assistance Research Programs reports that “one-third of consumer dissatisfaction comes from unfulfilled expectations.  The A.C. Nielsen Co. also reports that “even if a consumer suffers a major loss of $150 or more, only two-thirds complain to the manufacturers.

3.
ASK students:

· By a show of hands, how many have been unhappy with a product they bought?  
· What influenced the purchase?  
· Was a complaint made?  
· Was the product kept or returned?  Why/why not?

4.
VIDEO CLIPS:  Before beginning this unit, record examples of a few “celebrity testimonials” to review with the class.  (YouTube, TV, radio, etc.)  

5.
Choose a video clip to review with the students.  As you watch the video, point out ways that the advertiser tries to “hook” the buyer.  Make a list of ways on the board and then help students identify the techniques used.  (Vocabulary words will help with this activity.)

6.
ACTIVITY:  Show the students five video clips that use different “hook” techniques.  (Choose these ahead of time and review them.)  Students are to list on their paper the things that get their attention first and the technique used to “hook” the buyer.  ***Have students share their answers with the class.
7. 
Research five diet plans that have been accused of deceptive advertising.  Take notes on information.  Design an ad to inform the public about one company that has used deceptive advertising.  Have a panel of academic teachers judge the ads.  Award a certificate to the top three winners.  Evaluate ad using attachment Open Response Rubric.
8.
NOTEBOOK: Students should put their video clip activity in their notebook.
•
LESSON 4:  CREDIT CARDS, GET YOUR CREDIT CARDS HERE!!

1.
Review Essential Questions. Post Essential Questions in the classroom. 


• What techniques do advertisers use to influence the consumer?
2.
BEFORE class, gather ads from magazine, any applications you or others have received in the mail (be sure to mark out any personal information that may be printed on the applications), video clips for easy credit, especially things like “Title Max” and quick loan offers with not credit checks.  Even car dealership commercials would be good to use.
3. 
EXPLAIN to the class how many teenagers and young adults are encouraged to get credit cards early on in life, especially college students.  ASK students to give you reasons why this is such an easy target group.  List the ways on the board.

4. 
Show example of ads you have gathered ahead of time and go over them with the students, pointing out the words and phrases used as “hooks.”  Things like “quick,” “easy,” “no payments for 12 months,” etc.
5. 
NOTES FOR STUDENTS:  Use the following as notes for the students.  The notes are also included in the attachment Deceptive Ads and Scams Notes.    
“The Federal trade Commission (FTC) has taken action against companies that deceptively advertises VISA and MasterCard through television, newspapers, and postcard. Be aware that deceptive ads often leave out important information.” Consumer Education and Economics, 4th ed.  Glencoe/McGraw Hill  p. 250  (a.)  Ads often do not say anything about the income and age requirements.  (b.)  The “fine print” is overlooked by the consumer and important details, such as interest that accrues while payments are deferred, go unnoticed.  (c.)  Annual fees for the card and a higher than average interest rate on any balance is not mentioned. (d.) A required security deposit, or application/processing fee for the card is not mentioned.  (e.)  Consumers need to be wary of any ads for easy to obtain credit.
6. 
Summary Activity:  List a step-by-step procedure for evaluation of advertisements. 
7. 
NOTEBOOK:  Students are to put all notes in their notebook.
•
LESSON 5:  IT’S MY DECISION…OR IS IT?  How Advertising Influences Consumer Opinions                                                                     

1.
Review Essential Questions. Post Essential Questions in the classroom. 


• What techniques do advertisers use to influence the consumer?

2. 
ON THE BOARD, write the following: Magazines, newspapers, television, direct mail, radio, internet, and billboard…What do all these things have in common.  As students give their ideas, list them on the board.  Lead the discussion to the fact that each type of advertising influences our OPINION.

3 
ASK:  What is the definition of OPINION?  What is the definition of FACT?  How are advertising techniques use to influence the consumer’s opinion of an item?  List the answers on the board. 
4. 
Take the list made in steps 2 & 3 and tie it all together by telling the students that all the “glitz and glamour” to get the consumer to buy their product.

5. 
Divide class into groups and assign a product or service to them.
6. 
Students research service or product.
7. 
Each group prepares a commercial for the product or service using appeals and techniques used in earlier lessons.
8. 
Assign groups to critique presentations of commercials.

9. 
Critique groups need to identify advertising techniques and appeals used in the commercial and analyze for facts and unsupported claims in the commercial.

10. 
Discuss after each presentation.
•
ATTACHMENTS FOR LESSON PLANS


Advertising Ethics & Principles
Ad Review
Advertising and Target Market Scavenger Hunt
Deceptive Ads and Scams Notes
Open Response Rubric
•
NOTES & REFLECTION: 

Students have seen so many advertisements in their lifetime that they are unaware of the influences that ads have over them as consumers. Emphasize the need to be an informed consumer and the need to be attentive to the influences around us.  

Unit 7 Fraud in Consumer Skills covers ways consumers may be deceived and has lessons that could connect well with this unit.

Check out the websites cited below for more activities and information on deceptive advertising. 
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Culminating Unit Performance Task Title: 
NOTEBOOK:  Advertising Fallacy
Culminating Unit Performance Task Description/Directions/Differentiated Instruction: 

PART 1:

Students are to take all notes and activity sheets (see list below) from the unit and place them in a notebook.   ADS FROM Lesson 2 should be labeled as misleading/deceptive or truthful and pasted onto a sheet of paper one ad per page.  Notes for each ad should be included on the paper.

1. Unit vocabulary

2. NOTES on “Advertising Ethics & Principles”
3. Ad Review notes
4. Advertising and Target Market Scavenger Hunt results
5. Reflections notes

6. Video Clip notes

7. Deceptive Ads and Scams notes


**COVER should be made for the notebook to include the title, class name, date, and student’s

name

PART 2:

Collection of Ads Project -- Find and collect examples of the ads listed provided.  Cut out the entire ad, not just the portion of the ad required.  Mount each ad on a sheet of typing paper.  Write the number and a statement identifying the type of ad at the bottom of the page it is mounted on.  

Attachments for Culminating Performance Task: 

ADVERTISING FALLACY Notebook Cover

Deceptive Ads and Scams Notes

Collection of Ads Instruction Sheet and Checklist
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Web Resources:

" 

www.uga.edu


www.uen.org
www.youtube.com

Materials & Equipment: 
· Magazines

· White board

· Computers

· Video clips of various commercials

· Desktop Publishing program

· Copies of notes (for those who need it)

21st Century Technology Used: 
	
	Slide Show Software
	
	Graphing Software
	
	Audio File(s)

	X
	Interactive Whiteboard
	
	Calculator
	
	Graphic Organizer

	
	Student Response System
	X
	Desktop Publishing 
	
	Image File(s)

	
	Web Design Software
	
	Blog
	X
	Video

	
	Animation Software
	
	Wiki
	
	Electronic Game or Puzzle Maker

	
	Email
	X
	Website
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