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Introduction
My exhibition is based on advertisement and campaigns that use irrelevant imagery to make products more appealing. It is important to really take a second look at a campaign and really think about what is actually being done in these commercials and advertisement. The idea that a brand can no longer produce entertaining ads once its product is well established is wrong and using the methods such as the brands spoken about can revamp the promotional value of the company. I want people to leave my exhibition really thinking about the importance of awareness in promotion, it’s not about what’s in the promotion but what’s said after it. 
Part 1
Throughout my exhibition I’m going to be looking at the advertisement technique used by big brands that got people talking. These ads all feature one thing in common, all ads are irrelevant to what the companies are selling. Why do these ads work? How can something be promoted if it’s not there?
When you take a well-established brand/organisation promotion via regular ads become stale and although they represent what the brand has to offer they do not get people talking. If we look at what a promotion really is we can identify the key components that would need to be featured.
 ‘’ Promotions refer to the entire set of activities, which communicate the product, brand or service to the user. The idea is to make people aware, attract and induce to buy the product’’ (https://economictimes.indiatimes.com/definition/promotions 2018)
Highlighting what I believe is the most important part of that definition (make people aware). You want people to know what you are offering and why they should buy into your product/service. And standard ads for new products (for example when the hover boards came out) the product sold its self in the promotion and commercials as its new and unseen and gets people discussing it. 
But how do you promote something as boring as a chocolate bar that has been around for years? This method doesn’t work as it doesn’t have that same waw factor. That is where irrelevant ads come in. (Promoting a product without the product).
Such as the gorilla Cadbury advert. Nothing to do with the product yet considered one of the best television commercials in Britain. What makes this such a good ad? Unlike the normal stale ads that play for three minutes in-between shows this advert is something us viewers couldn’t get enough of, an enjoyable ad if you will. Being such an enjoyable experience it made customers appreciate that Cadbury aren’t boring us forcing prices and deals on are screen, but a funny original short. By doing so we subconsciously respect the brand and are more likely to 


Part 2
Andrex Commercial 
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The British, American owned, company Andrex primarily focus on the sale of toilet roll. But if you were to ask us as consumers what is the most recognisable thing about the company, the thought of it being a toilet roll company would not instantly spring to mind but rather the use of the Labrador puppies in its commercials. 
The dog is seen often rolling around and wasting the toilet roll. The technique used here is actually great as they have taken something that isn’t very pleasant and portrayed it not being used as intended (which would be disgusting leaving the consumer with sickening memory of said product) a dog lying in it suggesting it is a very soft substance. Leaving us as consumers with a very warm hearted memory of the product which makes it stand out significantly more in its market than other brands. When you narrow it down and think about what is actually being advertised (toilet roll in this instance) and they have given something so dull a memorable representative that makes us choose the brand over its competitors on the fact it has a puppy in its adverts. 
Cadbury
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Cadburys chocolate is arguably the biggest chocolate brand in the UK and has been for decades. And they don’t shy away from irrelevance when it comes to the adverts and commercials. For example their advert for the Cadbury’s Cream Egg featured two children moving their eyebrows to a song. What has this got to do with the chocolate snack? Nothing.
 As featured in the exhibition the standard dairy milk bar advert that came out in 2007, starring a gorilla playing the Phil Collins song ‘In the Air Tonight’. This is completely irrelevant to the brand and has no connection to what is being sold. 
Surely a good advertisement is something that promotes and convinces you to buy the product by featuring it in the ad? Not exactly as the brand is already established as one of Britain’s biggest chocolate companies just making a commercial of said chocolate bar isn’t going to stand out and would be stale. (Bearing in mind for newer companies that would like to sell a product this technique can be more than misleading) 
 This ad went on to be the most stand out commercial in British history. A good advertisement is one that gets consumers talking and thinking about the product. That is exactly what Cadbury did making something so bold brings the commercial into people’s lives talking to one another who wouldn’t necessarily be thinking about chocolate but are reminded that it’s there by speaking to one another about the adverts. Putting the chocolate bar in the minds of consumers that maybe don’t buy a lot of chocolate.
The gorilla playing the drums gets the viewers laughing and at the time amazed as some people imagined it was a real gorilla. Ultimately portraying Cadbury as a fun brand this emotional manipulation is done the same way in charity ads but with the opposite effect.
John Lewis’ 2014 Christmas advert
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John Lewis department store is known for releasing an advert every around Christmas time and said advert is awaited by thousands, it’s become tradition in British media culture to get excited for the John Lewis Christmas ad each year. 
Each year it has absolutely nothing to do with the department store but rather it tells a short story. And 2014’s ad was no different. Following a boy and his friend Monty the penguin on the lead up to Christmas day. In the beginning we see the live action penguin walking around with the boy as if he is real, to then see the final scene where the boys present is a girl penguin for Monty. (Given the viewers a heart-warming feeling that the boy has asked for a friend for his penguin for Christmas) to then see the scene through the boys mothers eyes where he is holding two stuffed toys. With a message over the video ‘’give someone the Christmas they’ve been dreaming of’’. 
This doesn’t promote products sold by John Lewis but promotes the idea that by using their services you can too give someone the Christmas they have been dreaming of. Promoting its brand as a trustworthy and respectable one.
My Exhibition
[bookmark: _GoBack]I have put the four more entertaining adds in the first room of the gallery in the attempt that people will be expecting better as they go through the gallery only to enter to an ad that features what is being promoted within, I want the viewers to question why is the only ad there that is truly serving its purpose the worst one. Is the future of promotion going to be through entertainment?
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