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How does the public’s view of ‘the truth’ affect advertising and the media?
In this essay I’m going to be exploring and discussing how the media, and particularly advertising, has twisted and selectively shown different information to make their own idea of the truth, to give the people what they want to hear, or what they want the people to hear. Some example of this can be shown in the doctoring of images and how we’ve evolved to expect some level of editing, how some brands like Dove are combatting this false expectation given by doctored images, and how just saying ‘Science says’ means ‘it must be true’. I’ll also be exploring brand loyalty and why people buy something just because they buy it all the time, even if the grass is greener somewhere else.
The idea of what is ‘true’ is subjective to each and every person. For example, if today I showed someone an edited picture of something that looks like a water serpent and tried to convince them that it was ‘The Loch Ness Monster’, chances are they wouldn’t believe me in the slightest. But if I showed the same picture to someone one hundred years ago, they might believe me. 
From the late 19th century until now, compositing images has improved massively, and now in the last 20 years digital imaging software has made it possible to make anything appear visually from post editing pictures. This gives a lot less strain on initial photography as any errors or improvement can be doctored in post editing. But it also means that the public’s standards for whatever is photographed are raised, giving false impressions and changing our expectations. 
One major problem surrounding photographic manipulation in advertising is human models. Especially in stills such as billboards, magazine covers and on products, faces and bodies can be warped and changed, to fit the effect of the product. This causes many problems as a false body ideals that are portrayed by a large number of brands, (telling men they should be muscular and women they should be skinny) and can lead to bigger problems such as bulimia and anorexia, especially in young women. The industry then benefits from this as more impressionable people (especially young people) buy more of their products to increase their confidence as they think it improves the way other people will see them.
One brand that actively went against this issue was Dove, in their integrated campaign ‘For real beauty’ which is still a major part of their brand identity today. In 2006 they released a television advertisement called ‘Dove evolution’ Dove (2006). Dove Evolution. [video] Available at: https://www.youtube.com/watch?v=iYhCn0jf46U [Accessed 13 Dec. 2017]. which showed the process of a model shoot featuring a ‘average’ women and how her image was changed with make-up, lighting and digital enhancement. The point of video was to show how large the difference is between how the woman looks at the beginning and how she looks at the end, and how this highlights how much all the other people on other advertisements much be doctored images too. This portrays Dove as ‘the good guys’ and the idea of a charity called ‘The dove self-esteem fund’ they don’t seem as if they are putting themselves on a higher shelf than other brands, but rather that brands who still use digitally enhanced images are contributing to the warped perception of beauty. 
Another brand who has taken a similar approach is McDonalds, but for a different reason. McDonalds were under fire a few years ago from tabloids and health magazines because their brand ethos was that they sold food that tasted good, very fast. The obvious downside was that the food is very unhealthy for you and is also a growing problem in places like the USA and the UK. But since then, McDonalds has re-branded and made themselves as extremely eco-friendly, using quality meats and as healthy as they can get without the food tasting differently. By doing this they create a similar effect where they put down other brands who don’t recycle and keep the tabloids happy by steaming foods like their free-range eggs instead of frying them. Mcdonalds.com. (2017). Good to Know - We've Been Hard At Work | McDonald's UK. [online] Available at: https://www.mcdonalds.com/gb/en-gb/good-to-know.html [Accessed 13 Dec. 2017].Bnbbranding (2017). fastfoods-ads-vs-reality-burgerking.. [image] Available at: http://bnbranding.com/brandinsightblog/truth-lies-and-advertising-honesty/ [Accessed 13 Dec. 2017].

[image: truth in advertising on the brand insight blog]One highly apparent observation that nearly everyone makes is talked about in an article from bnbranding.com, saying ‘Burgers always look bigger and juicier in ads than they do in real life. All women are rail-thin and perfectly endowed. And it’s always clear skies and mai-tais in the travel brochures for Kaui’. Furgurson, J. (2017). Truth in Advertising (Truth, lies, honesty and alternate reality). [online] bnbranding. Available at: http://bnbranding.com/brandinsightblog/truth-lies-and-advertising-honesty/ [Accessed 14 Dec. 2017]. So, when someone looks at the overhead picture of a big mac in McDonalds and it looks perfect and then after purchasing one, they receive one that looks nothing similar to the one displayed in the picture they feel lied to, and this lowers what is called their brand loyalty. You may buy the same brand of dog food every week even though one is slightly cheaper and has the same ingredients, because it is the one you feel used to and comfortable with. This brand loyalty is extremely valuable to brands and if they lose their loyal customers they must act fast to stop other brands from gaining their loyalty instead. As I mentioned earlier the dove campaign is a very good example of securing their brand loyalty by subliminally stating that brands who still use photo manipulation and heavy makeup are giving a bad message to future generations, and McDonalds is a good example of getting their brand loyalty back, after being under fire for bad waste problems and unhealthy food, they now have a highly sustainability orientated brand.
The truth is far too often meddled with by the media, this is the source of which everyone on the planet gets their information and news from, other than word of mouth, which is even less reliable. Now with the rise in popularity of social media, news and information is shared by hundreds of pages, and seeing as it only takes one person to run the page, information can become tainted and sometimes very opinionated meaning that some parts of a story can be exaggerated, and some bits may be left out. Because of this the truth of news is becoming increasingly obscured, with news outlets being the most reliable because they are large corporations, but less and less people are watching tv now, with streaming services like Netflix and the games industry growing.
Obviously, lying in advertising is prohibited. But brands aren’t going to start pointing out the bad sides of their product as well as the good sides to it, but this is expected of news providers to create a balanced argument. Because the news station is just reporting on the story, it doesn’t matter what side of the story that the public take, as long as it doesn’t reflect badly on them, but with a brand if it reflects badly on them, it could mean that the brand fails.
Therefore, brands often refer to science to legitimise their claims. science holds a very high standing in society, with large advances in medicine and technology, making our lives easier. The great scientists of history are considered to be the cleverest people of their time, and that has the same effect now, when a brand says, ‘according to science’ it seems to have a high value of truth and has the same level of respect. For example, earlier this year Colgate ran a television advert called ‘Colgate Expert White Toothpaste - Whiter Teeth in 5 Days’ Colgate (2017). Colgate Max White. [video] Available at: https://www.youtube.com/watch?v=Nl7Fokrgg00 [Accessed 13 Dec. 2017]. which although the television advert is only thirty seconds long, in the first ten seconds it says the word expert once, the word professional twice, shows a slim woman dressed in white with white and white teeth, surrounded by what look like molecules and they also mention a ‘Professional whitening ingredient’. These combined makes it very clear that Colgate want this product to be perceived as a professional and scientific one, which gives it a higher standing and that it must be legitimate, even though there is no explanation as to how this works. In summary, the public’s opinion of the truth is highly manipulated by science and therefore the advertising industry takes advantage of that.
[image: C:\Users\Lewis\Documents\Downloads\3500.jpg]A seemingly new-age phenomenon is something the media have coined ‘fake news’. This phrase was brought into fashion by Donald Trump, now the president of the United states who used it to denounce media outlets who published articles against him. Ironically, it was his press sectary who said, ‘Donald Trump drew the largest audience ever to witness an inauguration, period, both in person and around the globe’. The White House (2017). Inauguration Controversy. [video] Available at: https://www.theguardian.com/us-news/2017/jan/22/trump-inauguration-crowd-sean-spicers-claims-versus-the-evidence [Accessed 13 Dec. 2017]. Even though clear comparison photos such as this one on the right, show the difference between his and Barack Obama’s inauguration, before his with Obama’s being significantly bigger. I find it fascinating that when a brand lies in such a blatant way such as this they are charged with false advertising but when a powerful figure in one of the most powerful countries lies in the same way, the news story is coined ‘fake news’ and the whole story is considered a joke, or it is taken as ‘alternative facts’, either way it isn’t taken seriously. The media can just give and take away blame for when it suits them, and this can have a negative effect on the public. It could be said that media are changing the public perception of lying and due the subsequent lowering of standards, can manipulate the truth into simple lies.The White House (2017). Inauguration comparison. [Image] Available at: https://www.theguardian.com/us-news/2017/jan/22/trump-inauguration-crowd-sean-spicers-claims-versus-the-evidence [Accessed 13 Dec. 2017].

In conclusion, the media and advertising not only edit the truth, but they show various parts of the truth to make it seem like it’s something else. News channels and newspapers cherry pick facts and quotes to make a better story. The media has changed the expectations of the public, and although some brands like Dove have fought against this, they’ve only created a new expectation, that brands need to have models that have not been digitally enhanced in post-production, although this is for the better. There is also the fact that the media is manipulating the public’s view of the truth and their perception of severity of lying, and this allows them to get away with more inaccurate stories and information.
In my opinion the media obviously needs the public to trust them otherwise they wouldn’t have any customers, but because the public is learning to question what they see in the media more and more with the increase of social media and the internet, the media need to find a way to win back their customers, just like brand loyalty. They do this by trying to be more transparent and honest like in the McDonalds campaign, trying to use science to back up their claims to a higher standard and fighting amongst themselves, making other brands look bad or saying that they are better than everyone else.
In the future I would expect to see more eco-friendly brands, and lots more transparent brands, being honest and making their audience feel as though they are a friend as opposed to just another brand trying to sell them something they don’t need. I think the same goes for news and other media who will try to create more balanced arguments in an attempt to not be coined as fake news.
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